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[bookmark: _Hlk199153767]CHAPTER ONE
1.0	Introduction
This Chapter, being the first chapter of this work, serves as an inauguration to the entire study. It intends to prepare minds on the expectations from the study. It contains information from the Background of the Study, the Statement of the problem, Research Questions and Objectives, the scope, limitations and the key terms of the study.
1.1 	Background to the Study
Mass media have become indispensable tools in shaping societal norms, values, and behaviors across the globe. In Nigeria, a nation characterized by its ethnic diversity and complex socio-political dynamics, the role of mass media in socialization cannot be overstated. Socialization refers to the process by which individuals internalize societal norms, values, and cultural practices, ultimately becoming functional members of society (McQuail, 2010). Through various platforms such as radio, television, newspapers, and digital media, mass media influence public opinion, educate the populace, and foster national integration.
Historically, the Nigerian mass media played a pivotal role in key national developments, including the struggle for independence and the promotion of democratic ideals (Folarin, 2005). Today, they continue to serve as critical agents of socialization by addressing issues such as education, health awareness, civic responsibilities, and cultural preservation. However, the effectiveness of the media in fulfilling these roles often depends on factors such as content quality, accessibility, and audience engagement.
Ilorin metropolis, the capital of Kwara State, provides a unique context for examining the socialization role of mass media. As a cultural and educational hub, Ilorin is home to a diverse population that consumes media content from both state-owned and privately owned outlets. Programmes aired by media houses in Ilorin, such as Harmony FM and NTA Ilorin, have become influential platforms for shaping public attitudes and behaviors.
This study focuses on two specific programmes: "Morning Digest" on Harmony FM and "Social Voices" on NTA Ilorin. These programmes were chosen for their high levels of audience engagement and their focus on societal issues. By analyzing the content, audience perceptions, and societal impact of these programmes, this research aims to uncover the ways in which mass media contribute to socialization in Ilorin and, by extension, Nigeria.
Despite the evident potential of mass media in promoting positive socialization, challenges such as political interference, funding constraints, and limited technological infrastructure often undermine their effectiveness (Okoye, 2012). This study seeks to address these challenges by providing actionable recommendations to enhance the role of mass media as agents of socialization.
1.2 Statement of the Problem
The role of mass media as an agent of socialization in Nigeria is often constrained by a variety of challenges that hinder its effectiveness. While mass media have the potential to shape societal norms, values, and behaviors, the extent to which they fulfill this role in the Nigerian context remains underexplored. Several issues underscore the need for this research.
Firstly, the quality of content produced by many media houses is often questioned. Limited funding, inadequate training of media personnel, and the lack of editorial independence result in programmes that fail to engage or inform audiences meaningfully (Okoye, 2012). For example, programmes designed to address societal issues may lack depth, thereby limiting their influence on public attitudes and behaviors.
Secondly, the influence of political interference in the media landscape undermines the credibility of mass media as a neutral agent of socialization. Media houses often face pressure to align their content with the interests of political elites, which can lead to biased reporting and reduced public trust (Folarin, 2005).
Thirdly, accessibility remains a significant barrier. Although radio and television are the most accessible forms of media in Nigeria, many rural areas in Ilorin metropolis and beyond still lack access to consistent and quality media content due to infrastructural deficiencies (UNESCO, 2019). This digital divide limits the reach and impact of mass media programmes on socialization.
Finally, there is a lack of empirical data on the specific ways in which media programmes contribute to socialization in Ilorin metropolis. While existing studies focus broadly on the Nigerian media landscape, few have examined localized contexts or analyzed specific programmes in detail. This gap in knowledge necessitates a focused study to understand how mass media can effectively promote socialization in a culturally div
erse and dynamic setting like Ilorin.
Addressing these issues is critical for leveraging the potential of mass media as a tool for positive social change. By examining the content and societal impact of selected media programmes, this research aims to provide actionable insights for media practitioners, policymakers, and scholars interested in enhancing the role of mass media in socialization.


1.3 Objectives of the Study
· To examine the content and focus of selected media programmes in Ilorin metropolis.
· To evaluate the role of these programmes in shaping societal values and norms.
· To identify the challenges faced by media houses in promoting effective socialization.
1.4 Research Questions
	The following questions will guide this study:
· What are the content and focus of selected media programmes in ilorin metropolis?
· What are the roles of these programmes in shaping societal values and norms?
· What are the challenges faced by media houses in promoting effective socialization.
1.5 Significance of the Study
	The significance of this research lies in its ability to provide a deeper understanding of the role of mass media as agents of socialization within the Nigerian context, with a particular focus on Ilorin metropolis. The study's findings will contribute to the academic discourse, inform media practices, and guide policymaking in several ways. This study addresses a notable gap in existing literature by focusing on localized media programmes in Ilorin metropolis. By exploring the impact of these programmes on societal norms and values, the research enhances understanding of the practical role of media in fostering social cohesion and cultural preservation in Nigeria. In a diverse society like Nigeria, understanding how media programmes contribute to national integration and the promotion of shared values is crucial. The research emphasizes the media's potential to bridge cultural divides and foster unity among various ethnic and social groups. In conclusion, this study is significant not only for its academic contribution but also for its practical implications in enhancing the role of mass media as a catalyst for social change and development in Nigeria.
1.6 Scope of the Study
	The research is limited to people especially children and the mass media that is, observing the role of the mass media as agents of socialization within the context of Ilorin Metropolis, KwaraState. 


1.7 Limitation of the Study
	This study encountered several limitations that could influence the scope and generalizability of its findings: The research is confined to Ilorin metropolis and focuses on only two media programmes from two media houses. While this localized approach allows for in-depth analysis, it limits the applicability of the findings to other regions in Nigeria with different media dynamics and cultural contexts. The study was conducted within a limited time frame, which may have restricted the depth of data collection and analysis. A longer period could have allowed for a more comprehensive exploration of media programmes and their societal impact. Financial and logistical constraints limited the ability to access a larger sample size of media programmes or conduct more extensive surveys across diverse audience groups. The reliance on audience surveys introduces the possibility of response bias. Participants may have provided socially desirable responses or exaggerated the influence of media programmes on their behavior and attitudes. Despite these limitations, the study provides valuable insights into the role of mass media as agents of socialization and offers a foundation for future research in this area.


1.8 Definition of Terms
1. Mass Media: Refers to various communication platforms such as radio, television, newspapers, and digital media that disseminate information to large audiences.
2. Socialization: The process by which individuals learn and internalize societal norms, values, and cultural practices to function effectively in their community.
3. Agenda-Setting: A theory that describes how media influence the importance placed on specific issues within public discourse.
4. Media Programme: A scheduled broadcast on radio or television designed to entertain, inform, or educate audiences.
5. Ilorin Metropolis: The capital city of Kwara State, Nigeria, characterized by its cultural and educational diversity.
6. Morning Digest: A radio talk show on Harmony FM focusing on societal values, public education, and health awareness.
7. Social Voices: A television advocacy programme on NTA Ilorin that emphasizes social justice, civic engagement, and community development.
8. Audience Perception: The opinions, attitudes, and interpretations held by individuals who consume media content.
9. Public Interest Programmes: Media content designed to address issues of societal importance, such as education, health, and civic responsibilities.




CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
This research work aims to study “the mass media role as an agent of socialization” Nonetheless, media play an increasingly significant role as socializing agents in the lives of children and adolescents. Over the past ten years, media consumption among youth has grown steadily. There have been significant increases in time spent watching television, listening to music, playing video games, and using the Internet and cell phones (Jones & Fox, 2009; Harris Interactive, 2008; Rideout, Foehr&Roberts, 2010). Youth in the U.S. now use media for an average of 7 and half hours a day (Rideout et al., 2010).
Mass media is an essential agent of socialization, shaping individuals' values, behaviors, and perceptions in profound ways. The influence of mass media can be both positive and negative, depending on the content consumed and the individual’s capacity for critical engagement with the material. As technology continues to evolve, the role of mass media as a socializing agent will likely expand, further influencing how people interact with the world around them. (Jones & Fox, 2009; Harris Interactive, 2008; Rideout, Foehr&Roberts, 2010)
2.1	Conceptual Framework
2.1.1	Concept of Mass Media
The mass media is a diversified collection of media technologies that reach a large audience via mass communication.
The technologies through which this communication takes place include a variety of outlets.
Broadcast media transmit information electronically, via such media as film, radio, recorded music, or television. Digital media comprises both Internet and mobile mass communication. Internet media comprise such services as email, social media sites, websites, and Internet-based radio and television. Many other mass media outlets have an additional presence on the web, by such means as linking to or running TV ads online, or distributing QR Codes in outdoor or print media to direct mobile users to a website. In this way, they can utilise the easy accessibility and outreach capabilities the Internet affords, as thereby easily broadcast information throughout many different regions of the world simultaneously and cost-efficiently. Outdoor media transmit information via such media as AR advertising; billboards; blimps; flying billboards (signs in tow of airplanes); placards or kiosks placed inside and outside of buses, commercial buildings, shops, sports stadiums, subway cars, or trains; signs; or skywriting.Print media transmit information via physical objects, such as books, comics, magazines, newspapers, or pamphlets.
2.1.2 Media and Stereotypes
Stereotypes are sets of socially shared beliefs about traits that are characteristic of members of a social category (Greenwald &Banaji, 1995). From a social-cognitive view, stereotypes are a part of a person’s schema about a social category (Fiske & Taylor, 1991). Like other elements of an individual’s world schema, race and gender stereotypes are influenced by what an individual observes across contexts (in the family, in the peer group, in the mass media). Social-cognitive models explain how observations of media can influence an individuals’ understanding of the social world (e.g., Bandura, 1986; Barlett& Anderson, 2013; Berkowitz, 1990; Crick & Dodge, 1994; Gentile et al., in press). Specifically, media are powerful socializing agents that provide initial or reinforcing information to create cognitive structures and associations between social groups and certain shared characteristics (Entman&Rojecki, 2000). Through repeated media exposure, individuals form associative links between a social group (e.g., black males) and the stereotypic characteristics (e.g., criminal). Eventually these associations become automatized; when the social group category is activated, the associated stereotypes are automatically activated as well (Dixon &Azocar, 2007). Media-based ethnic stereotypes are especially influential for individuals who do not have direct contact with depicted minority members (Fujioka, 1999).
2.1.3 Media and ethnic minority stereotypes 
		Even though ethnic minorities make up over 40% of the U.S. population, their representation in American TV and film roles was about 27.5% in 2008 (McNary, 2009). Unfortunately, most of these ethnic minority representations are negative (Greenberg, Mastro, & Brand, 2002; Children Now, 2001; Mastro&Behm- Morawitz, 2005; Mastro& Greenberg, 2000). The most widely studied group in U.S. media has been African Americans (Harris, 2004). Several studies have found that the mainstream media juxtaposes African American characters with social problems, welfare, crime, poverty, drugs, and violence (e.g., Abraham, 2003). Other ethnic groups are under-representation in the media. Despite Latinos being a growing population in the U.S. (17% of the total population in 2011), only 2-4% of characters on prime-time TV are Latinos (Mastro& Greenberg, 2000) and a mere 1% of lead characters in top grossing, U.S motion pictures (Eschholz, Bufkin, & Long, 2002). Additionally, Latino images tend to be portrayed in negative or narrow roles when they do occur (Greenberg, Mastro, & Brand, 2002). Although limited (between 1 and 3% of characters on primetime American TV), the portrayal of Asian Americans seems to be more positive than other ethnic groups (Harris, 2004). Post 9/11, depictions of Arabs have increased in American media, but most of these portrayals are negative, associating Arabs with terrorism, violence, and aggression (Shaheen, 2009).
Negative Arab stereotypes are present in newspapers, television shows, movies, web animations and even in children’s literature (Nacos& Torres-Reyna, 2007; Nisbet, Ostman, & Shanahan, 2008; Schmidt, 2006; Van Buren, 2006). In video games, Arabs are almost always depicted as terrorists (Dill, Gentile, Richter, & Dill, 2005; Machin& Suleiman, 2006; Sisler, 2008).
Several studies examined the effects of media-based ethnic stereotypes on attitudes towards those groups. Overall, these studies find that even a single exposure to stereotypes in the media can influence real world evaluations of minorities (Dixon, 2006; 2007), provoke stereotypic responses (Gilliam &Iyengar, 2000) and guide intergroup outcomes (Mastro, 2003). For example, negative African American portrayals significantly influence the evaluations of African Americans in general (Mastro, &Tropp, 2004).
Portrayal of ethnic minorities in American television news is more negative than in fictional programming (Greenberg, Mastro, & Brand, 2002). When Dixon and Linz (2000) examined 20 weeks of news programming from Southern California, they found that African American perpetrators were overrepresented (37%) compared to actual Southern California crime reports (21%). Such stereotypical depictions have a negative impact on the majority’s perceptions and attitudes of the stereotyped groups. For instance, overrepresentations of African American criminals on local and network news can lead to a strong mental association between this group and criminality, creating the perception of African Americans as violent and deviant (Dixon, 2008). An experimental study found that stereotypical media depictions of African Americans post Hurricane Katrina decreased empathy and prosocial responding (i.e., policy support aimed to help Katrina victims) (Johnson et al., 2009).
Similarly, the amount of television news viewing subsequent to the 9/11 attacks was associated with college students’ negativity towards Muslim peers (Lett, DiPietro, & Johnson, 2004).
Many video games undermine perceptions of minority groups by first, excluding them from taking on main character roles, and second, portraying them through stereotypic images (Children Now, 2001). A content analysis revealed that over 68% of main characters are White, with 11% African American and 11% Latino (Dill et al., 2005). Empirical research in this area is limited, but the effects of video game-based stereotypes on attitudes should theoretically be the same as other forms of media. Indeed, a recent study found that playing a video game that portrays Arab as terrorists increased college students’ anti-Arab bias and their perceptions of Arabs as aggressive (Saleem& Anderson, 2013).
2.1.4 Mass Media As Agents Of Socialization
	The mass media are agents of socialization. Television shows, movies, popular music, magazines, Web sites, and other aspects of the mass media influence our political views; our tastes in popular culture; our views of women, people of color, and gays; and many other beliefs and practices. 
	In an ongoing controversy, the mass media are often blamed for youth violence and many other of our society's ills. The average child sees thousands of acts of violence on television and in the movies before reaching young adulthood. Rap lyrics often seemingly extol very ugly violence, including violence against women. Commercials can greatly influence our choice of soda, shoes, and countless other products. The mass media also reinforce racial and gender stereotypes, including the belief that women are sex objects and suitable targets of male violence. In the General Social Survey (GSS), about 28% of respondents said that they watch four or more hours of television every day, while another 46% watch two to three hours daily (Watched Daily). The mass media certainly are important sources of socialization unimaginable a half-century ago. 
As the mass media socialize children, adolescents, and even adults, a key question is the extent to which media violence causes violence in our society (Surette, 2011). [ 115 ] Studies consistently uncover a strong correlation between watching violent television shows and movies and committing violence. However, this does not necessarily mean that watching the violence actually causes violent behavior: perhaps people watch violence because they are already interested in it and perhaps even committing it. Scholars continue to debate the effect of media violence on youth violence. In a free society, this question is especially important, as the belief in this effect has prompted calls for monitoring the media and the banning of certain acts of violence. Civil libertarians argue that such calls smack of censorship that violates the First Amendment to the Constitution, whole others argue that they fall within the First Amendment and would make for a safer society. Certainly the concern and debate over mass media violence will continue for years to come.
The mass media explosion that began in the 1950s had dramatically changed the environment in which children are raised. Electronic media provide children with a variety of new learning opportunities and broaden the range of events children experience. Socialization is no longer constrained to the influences of family, peers and other people in children’s immediate surroundings. Indeed, most everything we experience as humans has an impact on the way the brain becomes wired, just as the things we eat have an impact on our body. As with a food diet, it is important to consider issues such as amount, content, and age- appropriateness when it comes to a media diet (Warburton, 2012a). Although most research has focused on potential negative effects of some types of media, it is equally important to examine positive effects of a ‘healthy’ media diet (Warburton &Highfield, 2012).
In the short-term, media use affects behavior through priming cognitions and eliciting affect, increasing arousal and prompting imitation (Anderson et al., 2003; Paik & Comstock, 1994). In the long-term, media influence beliefs, perceptions, behavioral scripts and affective traits, bringing about lasting changes in personality (Gentile, Groves & Gentile, in press; Huesmann&Kirwil, 2007). Significant effects of media use have been demonstrated in a wide range of domains of socialization, including violence, helping, and education. This chapter broadly summarizes research findings concerning entertainment-focused mass media as agents of socialization. We do not include media that have been specifically designed to teach educational content or health related behaviors. Some teaching/learning based targeted media products have been found to successfully teach their content, and represent a positive development in technology use, but fall outside the reach of this chapter. First, we describe the General Learning Model (GLM), a useful theoretical framework for understanding socialization mechanisms. Next, we review relevant research on mass media and socialization. Finally, we identify key questions for future research characteristics and environmental stimuli affect social behaviors in short-term contexts. It also shows how long-term attitudes, beliefs, and behavioral tendencies are formed through repeated exposure to various types of social encounters (including media use). We pay special attention to long-term learning processes because they are the key to media influences on socialization. Nonetheless, short-term processes are described as well.
In any immediate situation, social behaviors are influenced both by person factors (e.g., personality, mood, genetic predispositions) and by situation factors (e.g., media use, the physical environment, other people’s actions). Person factors and situation factors influence one’s present internal state— active cognitions, affect, and state of arousal. For example, playing a prosocial video game primes prosocial cognitions and increases positive affect (Saleem, Anderson, & Gentile, 2012a; 2012b; Greitemeyer&Osswald, 2009). These internal states jointly influence appraisal and decision-making processes. For instance, increased positive affect may increase benign (rather than hostile) attributions in ambiguous social encounter. Such immediate appraisals occur automatically and require little mental effort. In contrast, people engage in reappraisal only when sufficient mental resources are available and when the immediate appraisal is perceived as both important and unsatisfactory (Buckley & Anderson, 2006). Thus, normal appraisal and decision-making processes can result in either impulsive or thoughtful actions of many types, prosocial and antisocial. In turn, that action influences the current social situation, essentially starting a new social episode.
Through repeated priming and reinforcement of specific knowledge structures, exposure to any type of experience can lead to lasting influences on personality and social development (See Figure). Long-term effects occur through three interrelated processes: changes in cognitive constructs, cognitive-emotional constructs and emotional constructs. Cognitive constructs include perceptual schemata, beliefs and behavioral scripts. For example, long- term exposure to media violence leads to the development of a hostile attribution bias, a tendency to perceive other people’s harmful actions as hostile rather than accidental (Anderson et al., 2007). Violent media use also increases beliefs that aggression is an appropriate response (Möller&Krahé, 2009). Cognitive-emotional constructs include attitudes and stereotypes. For example, long-term media violence exposure is associated with proviolenceattitudes (Funk et al., 2004). Stereotypical portrayals of racial groups in mass media influences real world evaluations of minorities (Lett, DiPietro, & Johnson, 2004; Saleem& Anderson, 2013). Emotional constructs include conditioned emotions and affective traits. High exposure to media violence leads to desensitization and reduced empathy towards violence victims (Carnagey, Anderson, & Bushman, 2007; Krahé&Möller, 2010; Mullin & Linz, 1995). These same psychological processes explain how prosocial media use increases empathy (Gentile et al., 2009; Greitemeyer, Osswald, &Brauer, 2010). In sum, people learn attitudes, beliefs and behaviors from social interactions, real and fictional. What types of beliefs and behaviors are learned from media is largely determined by content.


2.2  Theoretical Framework
	According to world encyclopedia (2014), theory could be seen as a set of sentences which consist entirely of true statement about the subject matter under consideration. Theories maybe expressed mathematically, symbolically, or in common language, but are generally accepted to follow principles of rational thought or logic.
	This research work will be situated / grounded on the social learning theory and agenda setting theory with justification to the relevance of the theory
2.2.1 Social Learning Theory 
	Social learning theory, developed by Albert Bandura, emphasizes that people learn new behaviors, norms, and values by observing others, imitating their actions, and experiencing the consequences of those actions (Bandura, 1977). This theory provides a robust framework for understanding the role of mass media as agents of socialization in Ilorin metropolis and Nigeria at large.
	In the context of mass media, programmes on radio and television act as models for the audience, providing examples of socially desirable behaviors, attitudes, and cultural practices. The selected programmes, Morning Digest on Harmony FM and Social Voices on NTA Ilorin, serve as influential platforms where individuals learn about civic responsibilities, cultural heritage, and social values through storytelling, discussions, and expert opinions. These programmes expose the audience to societal norms and provide guidance on how to navigate complex social realities.
Social learning theory explains how mass media programmes influence individuals in three critical ways:
1. Observation and Imitation: Viewers and listeners of these programmes are exposed to role models, such as guests or hosts, who demonstrate desirable behaviors like active citizenship, respect for cultural diversity, and adherence to societal norms. Audiences, especially young individuals, may emulate these behaviors in their daily lives.
2. Reinforcement: Positive behaviors shown on these programmes, such as advocating for social justice or participating in community development, are often depicted as beneficial and rewarding. This reinforcement encourages viewers to adopt similar actions.
3. Symbolic Representation: Media content provides symbolic representations of cultural and societal norms, enabling individuals to identify with characters, narratives, or ideas that reflect their values or aspirations.
	In the case of Ilorin metropolis, where the audience is diverse, social learning theory underscores the potential of media programmes to unify people by promoting shared values and fostering mutual understanding. However, the theory also highlights the risks of negative modeling, where the portrayal of harmful behaviors could lead to undesirable social outcomes if not carefully managed.
	By applying social learning theory, this research evaluates how the selected programmes act as channels for positive socialization, contributing to societal cohesion and the internalization of Nigerian cultural norms. Additionally, it provides insights into how media practitioners can enhance the educational and socializing functions of their content to better serve the community.
2.2.2 Agenda-setting theory
	Agenda-setting theory, introduced by McCombs and Shaw (1972), emphasizes the role of mass media in determining the issues that are perceived as important by the public. It suggests that while media may not necessarily tell people what to think, they are highly influential in telling people what to think about. The theory is grounded in the idea that media coverage prioritizes certain topics, influencing public discourse and shaping societal priorities.
	In the context of this study, the agenda-setting theory is particularly relevant for understanding the impact of the selected programmes, Morning Digest on Harmony FM and Social Voices on NTA Ilorin. These programmes serve as platforms that highlight societal issues, thereby influencing the focus and concerns of their audience in Ilorin metropolis.
Key elements of agenda-setting theory applicable to this research include:
1. Media Agenda: The selected programmes often prioritize specific issues such as health, education, civic responsibility, and cultural preservation. By allocating airtime and engaging experts, they signal the importance of these issues to the audience.
2. Public Agenda: Through consistent coverage and discussion, these programmes influence the topics that dominate public discourse. For example, if Social Voices focuses on social justice, it may lead to increased public awareness and advocacy in the community.
3. Policy Agenda: By shaping public discourse, mass media programmes can indirectly influence policymakers. When issues are repeatedly highlighted, policymakers may feel compelled to address them to align with public concerns.
	The agenda-setting theory also explains the relationship between media exposure and audience perceptions. Audiences of Morning Digest and Social Voices are likely to view the issues discussed on these programmes as more significant, contributing to their role in shaping societal norms and values.
	However, the theory also raises concerns about the power dynamics in media content creation. The influence of media owners, political affiliations, and economic considerations can affect the media agenda, potentially leading to biased or incomplete coverage. This underscores the need for editorial independence and ethical journalism to ensure that the agenda set by media reflects the genuine needs and interests of society.
By applying agenda-setting theory, this study explores how these programmes prioritize societal issues and influence the audience’s perceptions and priorities, thereby contributing to their role as agents of socialization.
2.3 Review of Empirical Studies
	A review of empirical studies on mass media as an agent of socialization involves analyzing how mass media influences the development of individuals and the transmission of societal norms, values, and behaviors. This review explores both traditional and digital media, focusing on their socializing effects on various demographics. The following is a summary with key studies and their citations.
	Mass media, encompassing television, radio, print, and digital platforms, plays a crucial role in socializing individuals by transmitting societal norms, values, and behaviors. Socialization is a lifelong process where individuals internalize societal expectations and become functional members of society. Mass media acts as a powerful tool in this process, especially in the formation of identity, cultural norms, and behavioral patterns.
	George Gerbner's Cultivation Theory (1969) posits that long-term exposure to media content cultivates perceptions of reality among audiences. This theory suggests that mass media, particularly television, reinforces a view of the world that is often distorted. In empirical studies, Gerbner and colleagues found that heavy TV viewers tended to perceive the world as more violent and dangerous than it actually was, due to the media's portrayal of violence (Gerbner et al., 2002).
	Albert Bandura's Social Learning Theory (1963) emphasizes the role of observational learning in the socialization process. Through media, individuals learn behaviors, such as aggression, consumer habits, and gender roles, by observing others. Bandura’s famous Bobo Doll experiment demonstrated how children imitated aggressive behaviors they observed in adult models, which were often shown on television.
	Maxwell McCombs and Donald Shaw (1972) proposed the Agenda-Setting Theory, which argues that the media does not tell people what to think but instead what to think about. Empirical studies on this theory have shown how mass media affects public opinion by highlighting certain issues over others. Media coverage of social issues such as race, politics, and health can shape public discourse.
	Mass media has long been a primary agent in reinforcing traditional gender roles. Research consistently shows that the portrayal of women and men in media shapes societal expectations about gender.
	Studies have examined how television reinforces gender stereotypes. For example, a study by Signorielli (1990) found that women were often depicted in nurturing, passive roles, while men were shown as active, assertive, and in control. Such portrayals contribute to the socialization of children and adults into traditional gender norms.
	Empirical studies have explored how advertisements contribute to gender socialization by reinforcing stereotypes. A study by Goffman (1979) found that advertisements depict women in passive, decorative roles, while men are shown in active, authoritative positions.
	The rise of digital media has significantly altered the landscape of socialization, especially among younger populations. Social media platforms, online videos, and influencers play an increasingly important role in shaping identity, values, and behaviors.
	Studies by Valkenburg and Peter (2013) show that social media significantly influences adolescent identity formation. Peer relationships, self-presentation, and social comparison are critical aspects of socialization in the digital age. For instance, Facebook and Instagram enable adolescents to create and maintain social identities through curated profiles, which can affect self-esteem and behavior.
	A study by Djafarova and Trofimenko (2019) found that YouTube influencers play a significant role in shaping the attitudes and behaviors of their audiences, especially in terms of beauty standards, consumer habits, and lifestyle choices. Influencers act as role models, affecting their followers' perceptions of social norms and trends.
	Empirical studies have examined the role of media in transmitting cultural values across different societies. Media serves as a vehicle for reinforcing cultural norms, such as the importance of family, individualism, or collectivism.
Research by Schiller (1976) argues that mass media serves as a tool for cultural imperialism, where Western values and norms are propagated globally through media exports, often at the expense of local cultures.
	Empirical studies across various decades demonstrate the critical role mass media plays in socializing individuals, shaping societal norms, values, and behaviors. Traditional media, such as television, radio, and print, continue to influence socialization patterns, while digital media and social platforms are increasingly shaping modern socialization, particularly for younger populations. Future research should explore the complex interactions between digital media, identity, and behavior, as well as the impact of new media trends on cultural transmission and social norms.
	By critically examining these studies, it is evident that while mass media serves as an agent of socialization, it also plays a role in reinforcing power structures, gender roles, and consumer culture. As such, media literacy and awareness of media's socializing power are crucial for individuals to navigate and critically engage with the content they consume.
CHAPTER THREE
RESEARCH METHODOLOGY
4.0 Introduction
	This chapter will focus on the appropriate research method that will be adopted. It will be on design, population of the study, sampling method procedures among others. This study will gives a brief description of the research method that will be employed, the population that will be consider and it will equally discusses the sample and sampling procedures. It will also discuss the sources of data, the data collection procedures and the type of research instrument that will be used. It will also feature prominently, the type of data analysis that will be adopted for this study.
3.9 Research Design 
	Research designs are often referred to as the structuring of investigation aimed at identifying variables and their relationships to one another. In this study, the descriptive design was used because the study did not intend to carry out experiments but drew out the experiences of people based on research. Oke  (2005:67)  said  descriptive  design  attempts  to  describe,  find  out,  and interpret conditions, relationships that exist or the attitudes of people or events or the attitudes of people towards event and ideas. The descriptive design was used for the purpose of describing the mass media role as agent of socialization Nigeria.
3.10 Research Method(S) 
	This method, as Okoro (2001) notes, selects and studies samples drawn from the population to discover the relative incidence, distribution and inter-relations of sociological and psychological variables. Since this study is an audience research necessitating opinions, attitudes, motivations and individualistic consideration, the survey method was considered most appropriate for the work. The method used for this study is the Survey method. This is because the study of the mass media role as an agent of socialization Nigeria requires the opinion, ideas and thoughts of the respondents, which can be carried out by conducting a survey over the respondents. Survey involves research questions and responses from chosen population. The method that will be used in survey method which gives room for questionnaire will be on sampling technique which allows all members of the population and equal chance of being included in the study.


3.11 Population of the Study 
	This can be regarded as the total population of the study. Nwosu (2006) defines population of the study as the total number of elements in a given environment which a researcher plans to investigate and ingests about in order to make references over a subject matter. The population of this study encompasses the audience and stakeholders of two selected media programmes in Ilorin metropolis, namely Morning Digest on Harmony FM and Social Voices on NTA Ilorin.  The study targets a sample drawn from this population to gather comprehensive data on audience perceptions, programme content, and the overall role of mass media in socialization. The specific population size will depend on the estimated number of active listeners/viewers of the programmes and the availability of media personnel and community stakeholders for participation in the research.
3.12 Sampling Technique 
	Sampling is a thoughtful selection of respondents who are to make available the data which conclusions will be derived from, representing some larger group. It presents a section of a population or dimensions that a researcher will utilize to make a conclusion. Sampling in this context is the procedure for selecting of the required samples from the population in a given study or research (Egbule 2003, p.173).This is the process of examining and selecting a representative number of respondents from the total population. The simple random sampling technique will be used for this study. It is a technique that will allows all members of the population have equal chance of being selected or included in research work. 
3.13 Sample Size
	Ikeagwu (2006) justifies the need to select a manageable sample and notes, “It is not generally feasible to interview the entire population. Also sample is a portion serving as a basis for estimates of the attributes of the whole (Concise Oxford English Dictionary, 11th Edition). The purpose of sampling is to secure a representative group which will permit the researcher to gain information about a population (Ng‟ethe, 2013) as cited in (Asante, 2015). The sample size consisted of 200 randomly selected respondents amongst the population of study. 
3.14 Data Collection Instrument(S) 
	The instrument used for collecting data in this study was the use of paper questionnaire. The first section of the questionnaire required the demographic information of the respondents while the second section raised questions about the mass media role as an agent of socialization.


3.15 Validity And Reliability of the Instrument(S)
	 In order to gather appropriate and relevant data for this study, the instruments that will be used for the research will be tested for data analysis to reach logical and acceptable conclusion. And also the instruments that have been used for the research will be tested to ensure that responses are reliable, correct and true. “Validity” is defined as the degree to which a test measures what it is supposed to be measured while. “Reliability” is of the view that it is impossible to calculate reliability exactly, instead we determine it. Reliability of any research instrument is the ability of an instrument to yield the same result on repeated trials of applications or uses.
3.16 Data Analysis Method(S)
	Both quantitative and qualitative methods were used. Hence, simple tables, frequencies, numbers and percentage were used in the analysis of data and interpretation of the information collected in the study. The qualitative method, which is descriptive in nature, was also used in the explication of complex variables. The data collected through questionnaire will be analyzed with the use of simple percentage arithmetic table.







CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 INTRODUCTION
	The purpose of the study is to determine “The mass media as agent of socialization (A case study of two programmes on two media house”).
The chapter is concerned with the presentation and analysis of data gathered through the use of questionnaire distributed and one hundred copies were distributed and one hundred copies were returned. This represented a return rate of 100 percent.
DISTRIBUTION TABLE
Respondent 
	Number of questionnaire distributed
	100

	Numbered of questionnaire returned
	100

	Number of discarded ones
	0

	Number of questionnaire not returned
	0

	Number of questionnaire presented and analyzed
	100


From the table above, it can be seen that the number of questionnaire distributed were 100, the percentage was 100, number of questionnaire returned was 100, 0 was discarded. 0 questionnaires were not returned, while 100 was presented and analyzed.
The study, answered of the following research question 
1. To what extent does the society or the government support the media in the development of people especially children’s social life.
2. To what extent did society or government support the media in the development of children social life.
3. To what extent did you usually listen to a programme called Morning Digest
4. To examine how the media have negative effect on the life of people including children.
4.2 ANALYSIS OF DEMOGRAPHIC DATA
SECTION A
Table 1: Sex of Respondents
	Respondents
	Frequency
	Percentages

	Male
	54
	54

	Female
	46
	46

	Total
	100
	100


Source: Research Field, 2017
	The table above represents the sex of respondents was observed that out of 100 respondents 54 respondents representing 54 were male while 46 respondents representing 46 were female.
Table 2: Age of Respondents
	Respondents
	Frequency
	Percentages

	18 27
	51
	51%

	2837
	31
	31%

	38-47
	11
	11%

	48-57
	100
	100

	Total
	100
	100


Source: Research Field, 2025
	The table above represents the age of respondents, it was observed that out of 100 questionnaires collected, 51 respondents representing 51% were under 18-27 years, 31 respondents representing 31% were under 28-37 years, 11 respondents representing 11% were under 38-47years, while 7 respondents representing 7% were under 48-57years.


Table 3: Marital Status of Respondents
	Respondents
	Frequency
	Percentages

	Single
	55
	55%

	Married
	35
	35%

	Divorced
	10
	10%

	Total
	100
	100


Source: Research Field, 2025
	The table above represents the marital status of respondents, 55 respondents representing 55% choose single, 35 respondents representing 35% choose married, while t10 respondents representing 10% choose divorced.
Table 4: Education Qualification of Respondents
	Respondents
	Frequency
	Percentages

	O Level
	32
	32%

	B.Sc/HND
	51
	51%

	M.Sc
	16
	16%

	Total
	100
	100


Source: Research Field, 2025
	The table above shows the distribution of the education qualification based on 100 respondents, the table above has it that 32 respondents representing 32% obtained O’ level, 51 respondents representing 51% obtained B.sc/HND, while 16 respondents representing 16% obtained M.sc.
Table 5: Occupation of Respondents
	Respondents
	Frequency
	Percentages

	Trader
	9
	9%

	Worker
	25
	25%

	Student
	53
	53%

	Civil Service
	11
	11%

	Others
	2
	2%

	Total
	100
	100%


Source: Research Field, 2025
	The table above shows the distribution of the occupation based on 100 respondents, the able above has it that 9 respondents representing 9% are trader, 25 respondents representing 25% are worker 53 respondents representing 53% are students, 11 respondents representing 11% are civil servants, 2 respondents representing 2% are others.
Table 6: Religion of Respondents
	Respondents
	Frequency
	Percentages

	Muslims
	46
	46%

	Christians
	46
	46%

	Others
	8
	8%

	Total
	100
	100%


Source: Research Field, 2025
	The table above shows, it shows the distribution of the questionnaire into different religion groups based on 100 respondents, 46 respondents representing 46% are Muslim, 46 respondents representing 46% are Christian, while 8 respondent representing 8% are others types of worshipers are not been stated above.
ANALYSIS OF QUESTION FROM QUESTIONNAIRE
SECTION B
Table 7: Does the media have direct impact on the social development of people especially children in our society?
	Respondents
	Frequency
	Percentages

	Yes
	68
	68%

	No
	21
	21%

	No opinion
	11
	11%

	Total
	100
	100%


Source: Research Field, 2025
From the able above, it can be seen that 68 respondents representing 68% said yes, 21 respondents representing 21% said no, while 11 respondents representing 11% said no opinion to the question above.


Table 8: Did you watch or listen to any program like Morning Digest/Abule-Olokemerin?
	Respondents
	Frequency
	Percentages

	Yes
	25
	25%

	No
	32
	32%

	A little
	43
	43%

	Total
	100
	100%


Source: Research Field, 2025
From the able above, it can be seen that 25 respondents representing 25% said yes, 32 respondents representing 32% said no, while 43 respondents representing 43% said A little to the question above.
Table 9: Does the society or the government support the media in the development of people especially children’s social life?
	Respondents
	Frequency
	Percentages

	Yes
	43
	43%

	No
	30
	30%

	A little
	27
	27%

	Total
	100
	100%


Source: Research Field, 2025
From the able above, it can be seen that 43 respondents representing 43% said yes, 30 respondents representing 30% said no, while 27 respondents representing 27% said A little to the question above.
Table 10: Which of the following broadcast do you have access to?
	Respondents
	Frequency
	Percentages

	Television
	20
	20%

	Radio
	30
	30%

	Newspaper
	40
	40%

	Magazine
	5
	5%

	Others
	5
	5%

	Total
	100
	100%


Source: Research Field, 2025
From the table above, it can be seen that 20 respondents representing 20% said television, 30 respondents representing 30% said radio, 40 respondents representing 40% said newspaper, 5 respondents representing 5% said magazine, while 5 respondents representing 5% said others to the above question.



Table 11: What is your frequency of listenership?
	Respondents
	Frequency
	Percentages

	Always
	60
	60%

	Occasionally
	20
	20%

	Rarely
	15
	15%

	Skip
	5
	5%

	Total
	100
	100%


Source: Research Field, 2025
From the table above, it can be seen that 60 respondents representing 60% choose always, 20 respondents representing 20% choose occasionally, 15 respondents representing 15% choose rarely, while 5 respondents representing 5% choose skip.
Table 12: How often did society or government support the media in the development of children’s social life?
	Respondents
	Frequency
	Percentages

	Often
	26
	26%

	Very often
	15
	15%

	Not often
	30
	30%

	Not at all
	35
	35%

	Total
	100
	100%


Source: Research Field, 2025
From the table above, it can be seen that 20 respondents representing 20% choose often, 15 respondents representing 15% choose very often, 30 respondents representing 30% choose not often, while 35 respondents representing 35% choose not at all.
Table 13: Do you usually listen to a programme called Morning Digest
	Respondents
	Frequency
	Percentages

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Source: Research Field, 2025
From the table above, it can be seen that 70 respondents representing 70% said yes, while 30 respondents representing 30% said no, to the question above.
Table 14: Are you aware of the programme called Abule-Olokemerin
	Respondents
	Frequency
	Percentages

	Yes
	60
	60%

	No
	40
	40%

	Total
	100
	100%


Source: Research Field, 2025
From the table above, it can be seen that 60 respondents representing 60% said yes, while 40 respondents representing 40% said no.
Table 15: Do the media have negative effect on the life of people including children?
	Respondents
	Frequency
	Percentages

	Yes
	95
	95%

	No
	30
	5%

	Total
	100
	100%


Source: Research Field, 2025
From the table above, it can be seen that 95 respondents representing 95% said yes, while 5 respondents representing 5% said no.
Table 16: Are the people especially children that have access to the media more socialized?
	Respondents
	Frequency
	Percentages

	Yes
	90
	90%

	No
	10
	10%

	Total
	100
	100%


Source: Research Field, 2025
From the able above, it can be seen that 90 respondents representing 90% said yes, while 10 respondents representing 10% said no.


Table 17: Do the media expose children to early sex?
	Respondents
	Frequency
	Percentages

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Research Field, 2025
From the table above, it can be seen that 80 respondents representing 80% said yes, while 20 respondents representing 20% said no.
4.5 ANALYSIS OF RESEARCH QUESTIONS
Research Question One: Does the society or the government support the media in the development of people especially children’s social life? The aim of this research question was to find out whether the society or the government supports the media in the development of children’s social life.
In Research Question Two: How often did society or government support the media in the development of children’s social life? The aim of this research question is to find out how the government or society helps the media in developing children’s social life. According to the respondents, some said often, very often, Not often and Not at all.
In Research Question Three: Do you usually listen to programme called Morning Digest? According to the respondents it can be seen that majority of peoples usually listen to the programme called Morning Digest.
In Research Question Four: Do the media have negative effect on the life of people including children?
According to respondents it can be seen that majority of the people agree that the media have negative effect on the life of children
4.6 DISCUSION OF FINDINGS
In this section, data collected survey on “The mass media as an agent of socialization. (A case study of two programmes on two media houses) in Ilorin metropolis” will be discussed. The data was contained in 100 fully completed questionnaire copies of questionnaire distributed of which 0 were not returned back. Responses to answer on research questions would be discussed.
Research Question One: Does the society or the government support the media in the development of people especially children’s social life? The aim of this research question was to find out whether the society or the governments support the media in the development of children’s social life. It shows that 43 respondent represents (43%) said yes, 30 respondents representing (30%) said no, while 27 respondents representing (27%) said a little.
Research Question Two: How often does the society or government support the media in the development of children’s social life? The aim of this research question was to find out how the government or society helps the media in developing children’s social life? The table indicates that 20 respondents representing (20%) choose often, 15 respondents representing (15%) choose very often, 30 respondents representing (30%) chose not often while 35 respondents representing (35%) choose not at all.
Research Question Three: Do you usually listen to a programme called Morning Digest? The table on the table 13 answered the research question. The data on the table also indicate that 70 respondents representing (70%) said yes that they usually listen to it while 30 respondents representing (30%) said no.
Research Question Four: Do the media have negative effect on the life of people including children? The aim of this research is to find out how the media have negative effect on the public. The data on the table 15 indicated that 95 respondents representing (95%) said yes, while 5 respondents representing (5%) said no to the question above.




CHAPTER FIVE
6.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
6.1 Summary
The fundamental aim of this research has been to investigate the mass media agents of socialization using Ilorin metropolis as the case study.
	From the analysis of data collected and its interpretation, it can be defined that the electronic media serves as a powerful device in the lives of the children even though its importance cannot be overemphasized.
	It was found that children in the metropolis enjoy viewing, listening to programmes and puts it into practice as well, they even regard the characters they are exposed to as their role models and also affects the way they rapour with people though for majority, it does not affect the relationship they have with their parents.
	However, there are certain things which they do not imitate from the screen like mode of dressing and some behavioral patterns of the characters involved.
	Some of these findings conform with the studies cited in chapter two. Children learn easily from the electronic media than the print media as the later does not attract their attention.
6.2 Conclusion
The rapid expansion of research on media effects has increased our understanding of the roles media play in the socialization process. Media have significant socializing influences across a wide range of domains, such as aggression, sterotying, helping, sexual behavior, education, social networking and identify development. The findings can be understood within the framework of the GLM, which delinates the processes through which media can affect social behavior in short-term and long-term contexts. The GLM emphasizes the fact that media effects are complex and depend on context, structure, time and context. Media effects can be harmful, such as the effects of violent media on aggression and the effects of stereotypical media portrayals of groups on stereotypes and behaviors towards outgroups. Media effects can also be beneficial, such as the effects of prosocial media use on helping. Parental involvement can be a protective factor that can help foster positive media effects and ameliorate negative media effects.
	Media psychology research has broadened over the past 20 years. Early studies focused on media violence effects, but several other lines of research have grown, such as media effects on risk behaviors and positive media effects on social networking and identifying development.
	In summary, a brand research literature demonstrates that media are powerful socializing agents that can lead to numerous positive and negative outcomes. Given the extraordinary amount of time of children and adolescents spend interacting with media; increasing our understanding of both positive and negative media effects is an important research goal for practical reasons. Findings concerning the socializing influences of mass media have implications for theory development for public policy decisions and for developing interventions that can promote healthier media habits among youth.
6.3 Recommendations
In order to curb the negative influence of the electronic media on children’s socialization in Ilorin metropolis, media literacy programmes should be designed to enlighten the children about the implications of the negative media content.
	Parents should evaluate a means of regulating what their children/wards view on air or listen to. The media practitioners have the challenge of providing the children with healthier and educative programmes that will even enable them interact with fellow children in kwara.
	Health and church workers in kwara should also help and sensitize the general public especially the adults about the implications of exposing children to antisocial media content.
	Also governments help is also of necessity as they could sponsor some of the media literacy programmers and survey was used as the research design for this study. Future research on similar work can also use content analysis.   
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