     
            CHAPTER FOUR 
         
            DATA ANALYSIS
4.1 Introduction 
This chapter discussed in details presentation, analysis and interpretation of the data collected from the market women in Mandate Ilorin. The sample size for this study was 204, out of which 179 self-administered copies of questionnaire were retrieved while 25 were not valid. Therefore, the data presented 179 questionnaire properly filled and retrieved from the respondents.
4.2 Section A: Demographic Characteristic of Respondents
	
                                                     Frequency                       Percentage 


Age 
18-22	11		6%	
23-27	29		16%
28-32	22		12%
33–37	31		17%
38-42 	17		9%
43 and above 	69		39%
Total	179		100%
Marital Status 
Single			           	     28				16%	
Married			    151				84%
Total 				    179				100%
Nature of Business 
Provision 			     65				36%
Farm Produces 		     10				6%
Textiles    			     104                        	 	58%
Total          	    	 	     179				100%
Item 1 in the above table showed that respondents of 43 and above year of age has n=69 representing 39% while respondents 18-22 are n=11 representing 6%. This means that respondents of age 41 and above have the highest population. Item 2 showed that n=151 respondents representing 84% are married while n=28 respondents representing 16% are single. This means that respondents that are married have the highest population. Item 3showed that n=104 respondents representing 58% sell textiles while n=10 respondents representing 6% sell farm produce. This means that respondents that sell textiles have the highest population. 
Section B: Analysis of Opinion and responses of the respondents 
	Table 4.2.1 Distribution of respondents’ have access to radio	


				Frequency			Percentage
		
	


Yes				148				82%
No				31				18%
Total				179				100%		
	


In the table above, n=148 respondents representing 82% have access to radio while n=31 respondents representing 18% don’t use mobile phone. 
	
Table 4.2.2 Distribution of respondents’ on how often they listen to radio 


				Frequency			Percentage
		
	


Very Often 			87				49%
Often				73				41%
Occasional			19				10%
Not at all 			0				0%
Total				179				100%		
	
The table above Showed that n=87 respondents representing 49% listen to radio very often while n=19 respondents representing 10% listen to radio occasionally. 



	Table 4.2.3 Frequency of respondents’ whether they prefer radio to other media 


				Frequency			Percentage
		
	


Yes				126				70%
No				34				19%
Undecided 			19				11%
Total				179				100%		
The table above showed that n=126 respondents representing 70% p prefer radio to other media by selecting Yes while n=19 respondents representing 11% selected are undecided. 


	Table 4.2.4 Distribution of respondents on what makes them prefer radio to other media 



					Frequency			Percentage
		
	


Radio appeal to my language		73				41%
Easy to afford				27				15%
Radio give chance to phone in	48				27%
Portability of radio			31				17%	
Total					179				100%	

The table above showed that n=73 respondents representing 41% said they prefer radio to other media because radio appeal to my language while n=27 respondents representing 15% said radio is easy to afford.	


	

Table 4.2.5 Frequency of respondents on the radio stations they listen to  

	


			Frequency			Percentage
		
	


Kakakin FM			12				7%
Geri FM			18				10%
Diamond FM			31				17%
Sobia FM			47				26%
Harmony FM		            23				13%
Midland Fm			21				12%	
Alubarika			11				6%
O FM				16				9%
Total				179				100%	
	


The table above Showed that n=47 respondents representing 26% listen to Sobi FM while n=11 respondents representing 6% listen to Alubarika FM. 






		Table 4.2.6 Distribution of respondents the  programme they listen to



	                                    Frequency			Percentage
		
	

	Political programme	             21             			12%
Education programme		 68				38%
Religion programme	             35				20%
Social programme		 42				23%	
Business programme               13                                            7%
Total			            179				100%	






The table above Showed that n=68 respondents representing 38% listen to education programme while n=13 respondents representing 7% listen to business programme. 


Table 4.2.7 Distribution on how often they listen to the radio programme of their choice

			Frequency			Percentage
		
	

	Very Often		45				25%
Often			114				64%
Rarely		            20				11%
Not at all           	 0			             0%	
Total			179				100%	

	


The table above Showed that n=114 respondents representing 64% often listen to the selected programme while n=20 respondents representing 11% rarely listen to it. 

	Table 4.2.8 Distribution of respondents that radio as a communication tool keeps them inform on recent happenings   



			Frequency			Percentage
		
	


Strongly Agree	98				55%
Agree	            	51			            28%
Undecided		18				10%
Disagree		11			            7%	
Strongly Disagree        0				0%
Total			179				100%		
	The table above Showed that n=98 respondents representing 55% are Strongly agree that radio as a communication tool keep them inform on recent happenings while n=11 respondents representing 7% are disagree. 


	Table 4.2.9 Distribution of respondents’ that education and entertainment roles of radio motivate them in listening


				Frequency			Percentage
		
	


Strongly Agree		54				30%
Agree				87				49%
Undecided			15				 8%
Disagree		            23				13%
Strongly Disagree                    0				0%
Total				 179				100%	
	The table above showed that n=87 respondents representing 30% are Strongly agree that education and entertainment roles of radio motivate them in listening while n=15 respondents representing 8% are undecided. 


Table 4.2.10 Distribution of respondents that wide coverage of radio and its uniqueness made them to listen to it


				Frequency			Percentage
		
	


Strongly Agree		57                                            32%
Agree				95				53%
Undecided		            12				7%
Disagree		            7				4%
Strongly Disagree                   8				5%
Total				179				100%	

The table above showed that n=95 respondents representing 53% agree that wide coverage of radio and its uniqueness made them to listen to it while n=7 respondents representing 4% are disagree. 
	Table 4.2.11 Distribution of respondents that radio saves time as they can be listening and the attending to customers at the same time


				Frequency			Percentage
		
	


Strongly Agree	            72                                              40%
Agree				47				26%
Undecided			39				22%
Disagree		             21				12%
Strongly Disagree                    0				0%
Total			            179				100%	
The table above showed that n=72 respondents representing 40% agree that radio saves time as they can be listening and attending to at the same time while n=21 respondents representing 12% are disagree. 

	Table 4.2.12 Distribution of respondents that radio they listen to radio to keeps themselves busy


				Frequency			Percentage
		
	


Strongly Agree	            83                                            46%
Agree				77			            43%
Undecided			19				11%
Disagree		             0				0%
Strongly Disagree                     0				0%
Total			             179				100%	
The table above showed that n=83 respondents representing 46% strongly agree that radio they listen to radio to keeps themselves busy while n=19 respondents representing 11% are undecided.  

4.3 Discussion of Findings: 
Research Question One: What is the Mandate market women’s level of preferences for radio to other media of mass communication? 

Table 4.2.1 showed that n=148 respondents representing 82% have access to radio while n=31 respondents representing 18% don’t use mobile phone. Also table 4.2.2 revealed that n=87 respondents representing 49% listen to radio very often while n=19 respondents representing 10% listen to radio occasionally. More, table 4.2.3 showed that n=126 respondents representing 70% prefer radio to other media by selecting Yes while n=19 respondents representing 11% are undecided. In addition table 4.2.4 revealed that n=73 respondents representing 41% said they prefer radio to other media because radio appeal to my language while n=27 respondents representing 15% said radio is easy to afford.	
From the above results it showed that market women in Mandate listen to radio and very often. Also they prefer listening to radio to other media because radio appeal to their language.  

Research Question Two: Which radio station and type of programme most preferred by Mandate market women? 
Table 4.2.5 showed that n=47 respondents representing 26% listen to Sobi FM while n=11 respondents representing 6% listen to Alubarika FM. Also, table 4.2.6 revealed n=68 respondents representing 38% listen to education programme while n=13 respondents representing 7% listen to business programme. In addition table 4.2.8 showed that n=114 respondents representing 64% often listen to the selected programme while n=20 respondents representing 11% rarely listen to it
The above findings showed that Mandate market woman listen Sobi FM than the other stations and also, they listed to education programme. 
Research Question Three: What type of gratification is derived by Mandate market from the type of programme listened to?  
Table 4.2.8 showed that n=98 respondents representing 55% are strongly agree that radio as a communication tool keep them inform on recent happenings while n=11 respondents representing 7% are disagree. Also, table 4.2.9 revealed that n=87 respondents representing 30% are strongly agree that education and entertainment roles of radio motivate them in listening while n=15 respondents representing 8% are undecided. More so, table 4.2.10 revealed that n=95 respondents representing 53% agree that wide coverage of radio and its uniqueness made them to listen to it while n=7 respondents representing 4% are disagree. 


