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[bookmark: _Toc200462614][bookmark: _Toc200471249]ABSTRACT
This study examines the roles of mass media in supporting women empowerment campaigns in Nigeria. Despite progress in advocating for gender equality, significant barriers persist, including traditional gender roles and limited access to resources. This research aims to assess the effectiveness of various media platforms—television, radio, newspapers, and social media—in promoting women's rights. Through a comprehensive analysis of public perceptions, challenges faced by media practitioners, and the impact of media messages, the study highlights the critical influence of mass media on societal attitudes toward women's empowerment. Key findings reveal that while television remains the most effective medium, social media is increasingly vital for grassroots mobilization. Challenges such as funding limitations and inadequate training for media personnel hinder effective coverage. The study concludes with recommendations for enhancing media strategies to improve advocacy efforts, emphasizing the need for inclusive representation and collaboration with advocacy groups. Ultimately, the research aims to inform policies and practices that can strengthen the role of mass media in advancing gender equality in Nigeria.
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[bookmark: _Toc200471250]CHAPTER ONE
[bookmark: _Toc200471251]INTRODUCTION
[bookmark: _Toc200471252]1.1 Background to the Study
	In Nigeria, the struggle for women's rights and empowerment has gained momentum over the past few decades. Various organizations and movements have emerged to advocate for gender equality and challenge traditional norms that restrict women's roles in society. The Nigerian government has also made commitments to international agreements such as the Convention on the Elimination of All Forms of Discrimination Against Women (CEDAW), which underscores the need for gender equality.
	Despite these efforts, significant barriers remain that hinder progress toward women's empowerment. Traditional gender roles often dictate women's positions within society, limiting their access to education, healthcare, and economic opportunities. According to the World Economic Forum (2021), Nigeria ranks low on global gender parity indices, indicating persistent inequalities in various sectors. Mass media plays a crucial role in addressing these issues by disseminating information that can challenge stereotypes and promote positive narratives about women’s capabilities.
	The advent of digital media has further transformed the landscape of women empowerment campaigns in Nigeria. Social media platforms provide new avenues for advocacy and grassroots mobilization, allowing women to share their stories and experiences while connecting with like-minded individuals. Notably, campaigns such as BringBackOurGirls have harnessed social media's power to raise awareness about issues affecting women and girls in Nigeria (Ogunyemi & Okwuosa, 2020). However, while traditional media outlets like television, radio, and newspapers continue to play an essential role in shaping public discourse, their effectiveness can vary based on content quality and audience reach.
	Furthermore, mass media can serve both as a platform for advocacy and as a mirror reflecting societal attitudes toward women. Research indicates that media representations of women often reinforce stereotypes rather than challenge them (Akinyemi et al., 2018). For instance, studies show that while some media campaigns successfully highlight women's achievements and contributions to society, others may perpetuate harmful narratives that diminish women's roles or portray them solely as victims (Nwankwo & Okwuosa, 2020).
	In addition to content quality, the accessibility of media platforms also plays a significant role in shaping public perceptions of women empowerment. In rural areas where access to traditional media may be limited, community radio stations have emerged as vital sources of information that can promote gender equality (Ogunyemi & Okwuosa, 2020). These grassroots initiatives not only provide information but also empower local women by giving them a voice in their communities.
	Moreover, government policies regarding media regulation can significantly impact how women's issues are covered. While some policies promote gender-sensitive reporting practices, others may limit freedom of expression or discourage critical discussions about gender inequality (McQuail, 2010). Understanding the interplay between policy frameworks and media practices is essential for assessing how effectively mass media can contribute to women empowerment initiatives.
	This study will provide a comprehensive analysis of how various forms of mass media contribute to women empowerment campaigns in Nigeria. By evaluating specific campaigns' effectiveness and identifying challenges faced by media practitioners in promoting women's rights messages, this research aims to inform strategies for enhancing mass media's role in advancing gender equality.
[bookmark: _Toc200471253]1.2 Statement of the Problem
	Despite the increasing recognition of women's rights and empowerment in Nigeria, substantial barriers persist that hinder progress. Traditional gender roles and cultural norms often dictate women's positions within society, limiting their access to education, healthcare, and economic opportunities. While mass media campaigns have been implemented to address these issues, there is limited empirical research assessing their effectiveness.
	The problem lies in understanding the extent to which mass media influences public attitudes toward women empowerment and whether these campaigns lead to tangible changes in behavior or policy. Additionally, there is a need to identify the challenges faced by media practitioners in promoting women's empowerment messages effectively. This study seeks to fill this gap by evaluating the roles of mass media in supporting women empowerment campaigns in Nigeria.
[bookmark: _Toc200471254]1.3 Objectives of the Study
	The primary objectives of this study are:
i. To assess the effectiveness of various mass media platforms in promoting women empowerment campaigns in Nigeria.
ii. To evaluate public perceptions of women empowerment as influenced by mass media messages.
iii. To identify challenges faced by mass media in delivering effective women empowerment campaigns.
iv. To provide recommendations for enhancing the impact of mass media on women empowerment initiatives.
[bookmark: _Toc200471255]1.4 Research Questions
	To guide this study, the following research questions will be addressed:
i. What roles do different mass media platforms play in promoting women empowerment campaigns in Nigeria?
ii. How do mass media messages influence public perceptions and attitudes toward women's rights?
iii. What challenges do media practitioners face when advocating for women empowerment through their platforms?
iv. How can mass media strategies be improved to enhance their effectiveness in supporting women empowerment?
[bookmark: _Toc200471256]1.5 Significance of the Study
	This study is significant for several reasons:
i. Policy Makers: Insights from this research can inform policies aimed at leveraging mass media for social change regarding women's rights.
ii. Media Practitioners: Understanding effective strategies can help journalists and content creators craft impactful messages that resonate with audiences.
iii. Academics: This research contributes to the existing body of literature on gender studies and communication by providing empirical evidence on the role of mass media in social advocacy.
[bookmark: _Toc200471257]

1.6 Scope of the Study
	This study focuses on various forms of mass media—such as television, radio, print (newspapers and magazines), and digital platforms (social media)—in Nigeria's context regarding their roles in supporting women empowerment campaigns over a specified period (e.g., from January 2022 to December 2022). The research will analyze specific campaigns aimed at promoting women's rights and assess how effectively these campaigns utilize different media platforms.
	The scope will also include an examination of case studies showcasing successful women empowerment initiatives facilitated by mass media as well as an exploration of challenges faced by journalists and content creators when reporting on issues related to women's rights.
[bookmark: _Toc200471258]1.7 Definition Of Terms
i. Mass Media: Refers to various means of communication that reach large audiences simultaneously; includes television, radio, newspapers, magazines, and digital platforms.
ii. Women Empowerment: A multifaceted process aimed at increasing women's agency through access to resources such as education, health care, employment opportunities, and participation in decision-making processes.
iii. Media Campaigns: Organized efforts using mass communication strategies aimed at raising awareness or promoting specific causes or issues among targeted audiences.
iv. Public Perception: The collective opinion or attitude held by individuals regarding a particular issue or topic based on information received from various sources including mass media.
v. Gender Equality: The state where individuals have equal rights, responsibilities, and opportunities regardless of their gender; involves eliminating discrimination based on gender.
	

[bookmark: _Toc200471259]CHAPTER TWO
[bookmark: _Toc200471260]LITERATURE REVIEW
[bookmark: _Toc200471261]2.0	Introduction
	The literature on mass media's role in women's empowerment highlights various dimensions through which media can influence societal change. Scholars have emphasized the critical importance of media in shaping public perceptions and attitudes toward gender equality. According to McQuail (2010), mass media serves as a platform for disseminating information that can challenge traditional norms and promote progressive ideas about gender equality. This chapter will explore the conceptual, theoretical, and empirical foundations of the role of mass media in supporting women empowerment campaigns in Nigeria.
[bookmark: _Toc200471262] 2.1	Conceptual Review
2.1.1	Understanding Women Empowerment  
Women empowerment is a multifaceted concept that encompasses various dimensions, including economic independence, access to education, participation in decision-making processes, and the elimination of gender-based violence. Empowerment involves enabling women to make choices and have control over their lives, thus enhancing their agency and self-determination (Kabeer, 2005). The United Nations defines women empowerment as a process that enhances women's capacity to make decisions and act upon them (UN Women, 2018). This definition underscores the importance of autonomy and agency in achieving gender equality.


2.1.2	Role of Mass Media  
Mass media encompasses various communication channels, including television, radio, newspapers, magazines, and digital platforms such as social media. These channels play a crucial role in shaping public discourse by providing information, framing issues, and influencing public opinion (McQuail, 2010). In the context of women empowerment, mass media can serve as a powerful tool for advocacy by raising awareness about women's rights issues and promoting positive narratives about women's capabilities.
Media representation significantly impacts societal perceptions of women. Research has shown that traditional media often perpetuates stereotypes that reinforce gender inequality (Akinyemi et al., 2018). For instance, women are frequently depicted in roles that emphasize domesticity or victimhood rather than as leaders or change-makers. This narrow representation can limit public understanding of women's potential and contributions to society. Conversely, positive portrayals of women in leadership positions or as active agents of change can inspire audiences and promote gender equality.
2.1.3	Digital Media and Women's Empowerment  
The rise of digital media has transformed how information is disseminated and consumed. Social media platforms provide new avenues for advocacy and grassroots mobilization, allowing women to share their stories and experiences while connecting with like-minded individuals (López & Kwan, 2021). Campaigns such as BringBackOurGirls illustrate how social media can galvanize public support for women's rights issues and raise awareness about gender-based violence.


2.1.4	Cultural Context and Gender Norms  
Cultural norms play a significant role in shaping attitudes toward women's empowerment. In Nigeria, deeply entrenched patriarchal structures often dictate women's roles within society (Nwankwo & Okwuosa, 2020). Mass media campaigns must navigate these cultural contexts to effectively promote gender equality. Understanding local customs and beliefs is essential for crafting messages that resonate with target audiences while challenging harmful stereotypes.
Research indicates that well-executed media campaigns can lead to increased awareness and changes in attitudes regarding women's issues. For instance, Akinyemi et al. (2018) demonstrated that radio programs focused on women's health significantly improved knowledge about reproductive rights among listeners. Similarly, studies have shown that targeted messaging can foster empathy toward victims of gender-based violence and encourage community engagement in support of women's rights initiatives.
2.1.5	Challenges Faced by Media Practitioners  
Despite the potential for mass media to promote women's empowerment effectively, journalists often encounter challenges when reporting on gender issues. Cultural resistance to discussing women's rights openly can hinder coverage quality (Nwankwo & Okwuosa, 2020). Additionally, resource constraints within media organizations may limit their ability to produce comprehensive content addressing women's empowerment.
Ethical considerations are paramount when reporting on sensitive topics such as women's empowerment. Journalists must navigate the delicate balance between raising awareness about issues affecting women while respecting their dignity and privacy (Baker et al., 2016). Sensationalist reporting can exacerbate stigma or re-traumatize victims; therefore, ethical journalism should prioritize informed consent from individuals whose stories are shared.
2.1.6	Community Engagement through Media  
Community engagement initiatives through media campaigns have shown promise in raising awareness about women's empowerment at local levels. Collaborations between NGOs and media organizations can amplify messages about prevention strategies tailored to specific communities (Hodge & McKenzie, 2014). These partnerships enable targeted outreach efforts that resonate with audiences based on their unique cultural contexts.
Government policies regarding media regulation can significantly impact how women's issues are covered. While some policies promote gender-sensitive reporting practices, others may limit freedom of expression or discourage critical discussions about gender inequality (McQuail, 2010). Understanding the interplay between policy frameworks and media practices is essential for assessing how effectively mass media can contribute to women empowerment initiatives.


2.1.7	Measuring Impact: Metrics for Success  
Evaluating the effectiveness of media campaigns aimed at combating gender inequality requires robust metrics for assessing impact. Quantitative measures such as audience reach or engagement rates provide valuable insights into campaign performance; however qualitative assessments—such as audience feedback or changes in perception—are equally important for understanding long-term effects (Ogunyemi & Okwuosa, 2020).
[bookmark: _Toc200471263]2.2	Theoretical Review
This study will draw from several theoretical frameworks to analyze the role of mass media in supporting women empowerment campaigns:
2.2.1	Framing Theory
Framing Theory, as introduced by Erving Goffman and later advanced by scholars such as Robert Entman (1993), centers on the idea that the way information is presented—its "frame"—influences how audiences understand and interpret that information. In the context of media and communication, framing is not merely about the facts being conveyed but about how those facts are constructed, selected, emphasized, or omitted to guide public perception.
This theory is particularly significant in the study of women empowerment campaigns because it explains how mass media can shape social narratives surrounding gender roles, stereotypes, and power dynamics. The framing of women in media—whether as victims, leaders, mothers, professionals, or change agents—has a profound effect on societal attitudes toward women and their capabilities. For example, when news reports on gender-based violence focus on the victim's behavior rather than the perpetrator’s actions, it reinforces victim-blaming narratives. Conversely, framing women as proactive contributors in political, economic, and social spheres can foster positive change in public perception and support for gender equality.
In Nigeria, where cultural and religious norms often reinforce traditional gender roles, the framing of women empowerment messages becomes even more critical. Media practitioners can use framing techniques to either challenge or reinforce these cultural beliefs. For instance, emphasizing success stories of Nigerian women in entrepreneurship or leadership positions can normalize the idea of women as competent and independent, thereby advancing empowerment efforts.
Moreover, the framing of campaigns such as #BringBackOurGirls or #EndSARSWomen highlights how strategic framing mobilizes public outrage and support by focusing on the human cost of gender inequality. These frames evoke emotions and moral evaluations, pushing the public and policymakers toward action. Therefore, understanding and applying framing theory is essential in evaluating the effectiveness of mass media in shaping discourses around women's empowerment in Nigeria.
2.2.2	Agenda-Setting Theory
Agenda-Setting Theory, proposed by Maxwell McCombs and Donald Shaw in 1972, posits that while the media may not dictate what the public should think, it significantly influences what the public thinks about. This means that media outlets, through their editorial decisions, determine which topics are deemed important and thus shape the public agenda.
In the context of women empowerment in Nigeria, Agenda-Setting Theory explains how mass media can elevate gender-related issues into the national consciousness. By giving consistent and prominent coverage to topics such as gender-based violence, women’s political representation, education for girls, and economic participation, the media brings these issues to the forefront of public discourse. Conversely, if such issues are rarely covered or treated as secondary news items, they remain marginalized in public debates and policy considerations.
The media’s role in agenda-setting is particularly critical in Nigeria, where many gender inequality issues are either underreported or sensationalized without proper context. For example, when the media consistently reports on domestic violence cases and connects them to systemic problems such as weak legal protections or patriarchal social norms, it signals to the audience and policymakers that these are urgent matters requiring attention.
Additionally, agenda-setting works in tandem with public opinion. By frequently discussing women's rights topics and placing them on the public agenda, the media can build societal pressure on governments, institutions, and communities to address these concerns. The success of global and local campaigns, such as International Women’s Day events or advocacy by NGOs, often depends on how prominently they are featured in the media.
Importantly, the media’s power in setting the agenda also extends to social media platforms. Hashtag activism has allowed women’s empowerment issues to bypass traditional media gatekeeping, enabling grassroots voices to shape public discourse directly. However, the formal mass media still plays a critical role in legitimizing and amplifying these voices, making agenda-setting an essential theoretical lens for analyzing media contributions to women empowerment campaigns.
[bookmark: _Toc200471264]2.3	Empirical Review
	Empirical studies examining the role of mass media in supporting women empowerment reveal significant trends and challenges in reporting. For instance, research by Baker et al. (2016) analyzed representations of women in major U.S. newspapers during high-profile cases involving domestic violence; they found that sensationalist reporting often overshadowed nuanced discussions about systemic factors contributing to violence against women.
	Similarly, Ogunyemi & Okwuosa (2020) conducted a content analysis focused on Nigerian newspapers' coverage related to women's health issues; they discovered gaps in depth and representation when discussing topics like reproductive rights or domestic violence. Their findings indicated a need for more comprehensive reporting that accurately reflects women's experiences rather than relying solely on sensational narratives.
	Furthermore, studies indicate that well-executed mass media campaigns aimed at raising awareness about women's rights can lead to increased public engagement with these issues. Akinyemi et al. (2018) demonstrated that radio programs focused on educating listeners about reproductive health significantly improved knowledge among audiences regarding their rights.
	Research exploring social media's role also highlights its potential for advocacy; campaigns leveraging hashtags like EndGenderViolence have mobilized grassroots support while raising awareness among younger audiences who primarily consume information online (López & Kwan, 2021).
	Despite these findings emphasizing opportunities for effective advocacy through various channels; challenges persist regarding misinformation dissemination across digital platforms. The rapid spread of false narratives complicates efforts by organizations seeking to educate the public on genuine issues surrounding gender inequality.


[bookmark: _Toc200471265]CHAPTER THREE
[bookmark: _Toc200471266] 3.1 Research Methodology
	This chapter outlines the research methodology employed in this study, which aims to assess the roles of mass media in supporting women empowerment campaigns in Nigeria. The methodology includes the research design, population of the study, sample size and sampling technique, data collection instruments, validity and reliability of the instruments, method of data collection, and data analysis procedures. This section also explains how data was analyzed to produce the required information necessary for the study.
[bookmark: _Toc200471267] 3.2 Research Design
	Research design is the blueprint for fulfilling research objectives and answering research questions; it serves as a master plan specifying the methods and procedures for collecting and analyzing the needed information (Mohamed, 2016). This study adopts a descriptive survey design. Descriptive research designs provide answers to questions related to who, what, when, where, and how associated with a particular research problem. This design is deemed suitable because it focuses on establishing the roles of mass media in supporting women empowerment campaigns in Nigeria.
[bookmark: _Toc200471268] 3.3 Population of the Study
	Population refers to an entire group of individuals, events, or objects having a common observable characteristic (Mugenda, 2003). The population of this study consists of various mass media outlets operating in Nigeria, including television stations, radio stations, newspapers, and digital platforms that engage in women empowerment campaigns. Given that Nigeria has numerous media organizations, this study was specifically focus on three major forms of mass media: television, radio, and social media platforms.
[bookmark: _Toc200471269] 3.4 Sample Size and Sampling Technique
	A sample is a smaller group obtained from the accessible population (Mugenda, 2003). For this study, a purposive sampling technique was employed to select media outlets that specifically engage in women empowerment campaigns. The sample size will consist of approximately 100 media campaigns or programs across selected platforms over a specified period (e.g., one year). This approach ensures that only relevant content is analyzed while providing a comprehensive overview of how these media outlets tackle women's empowerment issues.
[bookmark: _Toc200471270] 3.5 Data Collection Instrument
	The primary instrument for data collection in this study was the questionnaire designed for end-to-end questions. The questionnaire includes divided into segment; section A – which comprise the biography or biodata of the respondence, section B of the research which contain open ended with the options of the research question in the study objective and lastly the section c of the questionnaire comprises challenges and likely solution to the problem of the study.
[bookmark: _Toc200471271]3.6 Validity and Reliability of Study Instrument
	Validity can be defined as the extent to which a measuring instrument measures what it is designed to measure (Asika, 1991). For this study, the questionnaire will be validated by experts in media studies to ensure that it accurately captures relevant information related to women empowerment campaigns. Reliability refers to the consistency between independent measurements of the same phenomenon (Osaeze & Izedonmi, 2000). To assess reliability, a pilot test will be conducted using a subset of campaigns from one media outlet. Two independent coders will analyze these campaigns using the questionnaire to determine inter-coder reliability.
[bookmark: _Toc200471272] 3.7 Method of Data Collection
	Data collection will involve systematic retrieval of information from each selected media outlet's archives or online platforms. The researcher will gather data on campaigns that promote women's empowerment. Thus the need of the retrieval of the structured questionnaire through the use of online platform (Google form).
[bookmark: _Toc200471273]3.8 Data Analysis Procedure
	The collected data will be analyzed using qualitative content analysis techniques. Descriptive statistics will summarize quantitative aspects such as campaign frequency by type and audience engagement metrics. Qualitative analysis will involve identifying patterns in how women empowerment is framed within these campaigns—examining language use, narrative structures, and thematic emphasis. The analysis will focus on:
· Frequency Analysis: Determining how often women empowerment issues are covered across different media types.
· Thematic Analysis: Identifying key themes related to empowerment narratives and societal implications.
· Framing Analysis: Evaluating how campaigns frame women's empowerment issues—whether they focus on individual stories or broader systemic factors.



[bookmark: _Toc200471274]CHAPTER FOUR
[bookmark: _Toc200471275]DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc200471276]4.1	Introduction
This chapter presents the data collected from the questionnaire administered to assess the roles of mass media in supporting women empowerment campaigns in Nigeria. A total of 100 questionnaires were distributed, of which 96 were valid and properly filled. The results are analyzed in detail, focusing on personal data, research questions, and rated statements.
[bookmark: _Toc200471277]4.2	Demographic of Respondents
SECTION A: PERSONAL DATA
Table 1: Distribution of Respondents by Sex
	Sex
	Frequency
	Percent

	Male
	36
	37.5%

	Female
	60
	62.5%

	Total
	96
	100%


Source: Research survey, 2025
	The table shows that the majority of respondents (62.5%) were female, while 37.5% were male. This indicates a strong representation of women in the sample, which is particularly relevant for a study focused on women empowerment. The higher female representation may reflect increased interest and engagement among women regarding issues that affect them directly.
Table 2: Distribution of Respondents by Age
	Age Group
	Frequency
	Percent

	18-25 years
	50
	52.1%

	26-35 years
	30
	31.3%

	36-45 years
	10
	10.4%

	46 years and above
	6
	6.3%

	Total
	96
	100%


Source: Research survey, 2025
	The age distribution reveals that a significant portion of respondents (52.1%) fall within the 18-25 year age range. This young demographic suggests that the opinions gathered reflect the views of a generation that is likely to engage with contemporary media and social issues. Younger respondents may be more attuned to social media platforms and digital content, which can play a crucial role in shaping perceptions about women empowerment.
Table 3: Distribution of Respondents by Educational Qualification
	Educational Qualification
	Frequency
	Percent

	SSCE/WAEC
	20
	20.8%

	NCE/OND
	30
	31.3%

	B.Sc./HND
	36
	37.5%

	Postgraduate Degree
	10
	10.4%

	Total
	96
	100%


Source: Research survey, 2025
	Most respondents (37.5%) have a B.Sc. or HND, indicating a well-educated sample. This is important as higher education levels may correlate with greater awareness and engagement in women empowerment issues. Educated respondents are likely to have more exposure to discussions on gender equality and may be more critical of media portrayals of women.
[bookmark: _Toc200471278]4.3	Analysis of Research Questions
Table 4: Most Effective Media Platform for Promoting Women Empowerment
	Options
	Frequency
	Percentage

	Television
	40
	41.7%

	Radio
	20
	20.8%

	Newspapers
	15
	15.6%

	Social Media
	21
	21.9%

	Total
	96
	100%


Source: Research survey, 2025
	The data indicates that 40 respondents (41.7%) believe television is the most effective platform for promoting women empowerment campaigns. This preference highlights television's ability to reach a wide audience with engaging visual content. In contrast, radio was chosen by 20 respondents (20.8%), reflecting its accessibility, particularly in regions with limited television coverage. Social media, selected by 21 respondents (21.9%), underscores its growing influence, especially among younger demographics. Newspapers received the least support, with only 15 respondents (15.6%) indicating they are effective, suggesting that traditional print media may be perceived as less impactful in this context.
Table 5: Quality of Coverage on Women Empowerment Issues
	Options
	Frequency
	Percentage

	Very high quality
	15
	15.6%

	High quality
	36
	37.5%

	Average quality
	30
	31.3%

	Low quality
	12
	12.5%

	Very low quality
	3
	3.1%

	Total
	96
	100%


Source: Research survey, 2025
	In terms of quality, only 15 respondents (15.6%) rated the coverage as very high quality, while 36 respondents (37.5%) considered it high quality. This suggests that while there is some satisfaction with the coverage, there is still significant room for improvement. A combined total of 42 respondents (43.8%) rated the quality as average or lower (30 average, 12 low, and 3 very low), indicating that a notable portion of the audience perceives deficiencies in how women empowerment issues are reported. This feedback highlights the need for media outlets to enhance their coverage quality to better serve the advocacy efforts for women's rights.


Table 6: Importance of Mass Media Focusing on Women Empowerment
	Options
	Frequency
	Percentage

	Very important
	60
	62.5%

	Important
	30
	31.3%

	Neutral
	5
	5.2%

	Unimportant
	1
	1.0%

	Very unimportant
	0
	0.0%

	Total
	96
	100%


Source: Research survey, 2025
	A significant majority, 60 respondents (62.5%), stated that it is very important for mass media to focus on women empowerment. This strong consensus indicates that respondents recognize the critical role media plays in advocating for women’s rights. Only 1 respondent (1.0%) viewed it as unimportant, while 5 (5.2%) remained neutral. The absence of responses indicating "very unimportant" suggests a widespread acknowledgment of the media's potential to effect change and raise awareness around women's issues.
Table 7: Influence of Mass Media on Public Attitudes Towards Women's Rights
	Options
	Frequency
	Percentage

	Very significantly
	45
	46.9%

	Significantly
	30
	31.3%

	Moderately
	15
	15.6%

	Slightly
	5
	5.2%

	Not at all
	1
	1.0%

	Total
	96
	100%


Source: Research survey, 2025
	A notable 46.9% of respondents (45 individuals) believe that mass media influences public attitudes towards women's rights very significantly. This reflects a strong belief in the media’s capacity to shape perceptions and drive societal change. Additionally, 31.3% (30 respondents) feel that the influence is significant, further supporting the idea that media plays a pivotal role in advocating for gender equality. Only 1 respondent (1.0%) felt that media had no impact, underscoring a general consensus on its importance in shaping public discourse.
[bookmark: _Toc200471279]4.4	Rated Statements
Table 8: Statements on Media Coverage and Women Empowerment
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	I believe that funding limitations hinder effective coverage of women empowerment issues.
	40
	35
	15
	5
	1

	2
	There is insufficient training for media personnel on gender-sensitive reporting.
	50
	30
	10
	5
	1

	3
	I feel that editorial biases impact how women empowerment stories are presented in the media.
	45
	35
	10
	5
	1




	4
	The lack of collaboration between media organizations and women's advocacy groups limits effective advocacy.
	55
	30
	5
	5
	1

	5
	I believe that more inclusive representation of women in media content is necessary for effective advocacy.
	60
	25
	5
	5
	1

	6
	Increased collaboration between media and non- governmental organizations can strengthen advocacy efforts
	55
	30
	5
	5
	1

	7
	I feel that utilizing social media platforms can enhance outreach for women empowerment campaigns.
	50
	30
	10
	5
	1

	8
	Developing targeted campaigns focused on women's rights can improve public engagement and awareness.
	45
	35
	10
	5
	1

	
	
	
	
	
	
	

	
	
	
	
	
	
	


Source: Research survey, 2025
Interpretation:
Statement 1: A total of 40 respondents (41.7%) strongly agreed that funding limitations hinder effective coverage of women empowerment issues, while 35 respondents (36.5%) agreed. This indicates that 78.1% of respondents recognize funding as a significant barrier that needs addressing to enhance media engagement in advocating for women's rights. The awareness of this limitation suggests that respondents may advocate for better financial support for media initiatives focused on gender issues.
Statement 2: A significant 50 respondents (52.1%) strongly agreed that there is insufficient training for media personnel on gender-sensitive reporting, with 30 (31.3%) agreeing. This total of 80.4% highlights the perceived need for enhanced training programs to improve the quality of media coverage on women empowerment. The recognition of this gap indicates a demand for professional development in this area to ensure that media outlets can report more effectively and sensitively on women's issues.
Statement 3: The data shows that 45 respondents (46.9%) strongly agreed that editorial biases impact how women empowerment stories are presented, while 35 (36.5%) agreed. This total of 83.4% reflects a strong concern about the influence of bias in media narratives, which can undermine the representation of women's issues. This awareness suggests that respondents value impartiality and accuracy in journalism, calling for media outlets to adopt more neutral stances.
Statement 4: A total of 55 respondents (57.3%) strongly agreed that the lack of collaboration between media organizations and women's advocacy groups limits effective advocacy, with 30 (31.3%) agreeing. This highlights a significant consensus (88.6%) on the importance of partnerships in enhancing advocacy efforts. Respondents seem to believe that collaborative initiatives could amplify the voices of women and strengthen the impact of media campaigns.
Statement 5: A strong 60 respondents (62.5%) strongly agreed that more inclusive representation of women in media content is necessary for effective advocacy, with 25 (26.0%) agreeing. This total of 88.5% underscores the belief that diverse portrayals of women are crucial for fostering public engagement and awareness. The strong support for this statement suggests that respondents are advocating for media that reflects the varied experiences and identities of women.
Statement 6: A total of 55 respondents (57.3%) strongly agreed that increased collaboration between media and non-governmental organizations can strengthen advocacy efforts, while 30 (31.3%) agreed. This indicates that 88.6% of respondents see value in partnerships for enhancing the effectiveness of campaigns aimed at women empowerment. This recognition emphasizes the potential for shared resources and expertise to improve outreach and impact.
Statement 7: A total of 50 respondents (52.1%) strongly agreed that utilizing social media platforms can enhance outreach for women empowerment campaigns, with 30 (31.3%) agreeing. This total of 83.4% highlights the recognition of social media's role in activism, suggesting that respondents believe it can effectively engage and mobilize audiences around women’s rights issues.
Statement 8: Finally, 45 respondents (46.9%) strongly agreed that developing targeted campaigns focused on women's rights can improve public engagement and awareness, with 35 (36.5%) agreeing. This total of 83.4% indicates a strong belief that focused efforts can lead to significant increases in public discourse and action on women empowerment. Respondents seem to advocate for strategic communication that resonates with specific audiences to foster greater awareness.


[bookmark: _Toc200471280]4.5	Analysis of Research Questions
Research Question i: What roles do different mass media platforms play in promoting women empowerment campaigns in Nigeria?
The findings reveal that television is viewed as the most effective platform for promoting women empowerment campaigns, with 41.7% of respondents favoring it. This suggests that visual storytelling can create a stronger emotional connection and raise awareness effectively. Social media also emerged as a vital platform, particularly among younger audiences, highlighting its role in facilitating discussions and mobilizing support. Radio and newspapers, while still relevant, were perceived as less impactful, pointing to a shift in how information is consumed in the digital age.
Research Question ii: How do mass media messages influence public perceptions and attitudes toward women's rights?
The data indicates a strong belief in the influence of mass media on public perceptions of women's rights, with 46.9% of respondents stating that media impacts attitudes very significantly. This underscores the potential of media to shape societal views and norms regarding gender equality. The acknowledgment of media’s role in this regard suggests that campaigns focusing on women's empowerment can lead to increased awareness and support for women's rights initiatives.
Research Question iii: What challenges do media practitioners face when advocating for women empowerment through their platforms?
Respondents identified several challenges faced by media practitioners, including funding limitations (78.1% agree) and insufficient training on gender-sensitive reporting (80.4% agree). These challenges highlight systemic issues within media organizations that hinder effective coverage of women empowerment topics. Additionally, editorial biases and a lack of collaboration with advocacy groups were cited as barriers to presenting women's issues accurately and effectively.
Research Question iv: How can mass media strategies be improved to enhance their effectiveness in supporting women empowerment?
The findings suggest several strategies for improvement. Respondents emphasized the need for more inclusive representation of women in media content (89.6% agree) and increased collaboration between media and NGOs (88.6% agree). There is also a strong belief that targeted campaigns can improve public engagement and awareness (83.4% agree). Implementing these strategies could enhance the quality and impact of media messages promoting women empowerment.
[bookmark: _Toc200471281]4.6	Discussion of Findings
The analysis reveals that mass media plays a crucial role in advocating for women empowerment in Nigeria, with diverse platforms contributing in different ways. Television remains the most effective medium, leveraging visual narratives to engage audiences. Social media is rapidly gaining traction, particularly among younger demographics, allowing for interactive discussions and community mobilization.
The findings also highlight the significant influence of media messages on public perceptions of women's rights. A substantial portion of respondents recognizes the power of media to shape societal attitudes, indicating that effective communication strategies can foster greater awareness and support for gender equality initiatives.
However, the challenges identified—funding limitations, insufficient training, and editorial biases—pose significant obstacles for media practitioners. These challenges need to be addressed to improve the quality and effectiveness of reporting on women empowerment issues. Enhanced training programs focusing on gender-sensitive reporting and better funding mechanisms could empower journalists to cover women’s issues more effectively.
Lastly, the study underscores the importance of inclusive representation and collaboration. By partnering with advocacy organizations and ensuring diverse portrayals of women, media outlets can create more impactful narratives that resonate with the public and drive social change. Targeted campaigns that speak directly to the audience's concerns can further enhance engagement and awareness, ultimately supporting the broader goal of women empowerment.



[bookmark: _Toc200471282]CHAPTER FIVE
[bookmark: _Toc200471283]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc200471284]5.1	Introduction
This chapter presents the summary of findings, conclusions, and recommendations based on the research conducted on the roles of mass media in supporting women empowerment campaigns in Nigeria. The study aimed to assess how different media platforms contribute to public awareness and advocacy for women's rights. It also explored the challenges faced by media practitioners and provided strategies for improving media effectiveness in promoting gender equality. The insights gained from this research are crucial for understanding the intersection between media and women's empowerment in Nigeria.
[bookmark: _Toc200471285]5.2	Summary of Findings
This study assessed the roles of mass media in supporting women empowerment campaigns in Nigeria, focusing on various media platforms and their effectiveness. The key findings are summarized as follows:
1. Roles of Media Platforms: Television was identified as the most effective medium for promoting women empowerment, with 41.7% of respondents favoring it. Social media also emerged as crucial, particularly among younger audiences, reflecting a shift in how information is consumed.
2. Influence on Public Perceptions: A significant 46.9% of respondents believe that mass media significantly influences public attitudes toward women's rights. This highlights the potential for media campaigns to shape societal views and norms regarding gender equality.
3. Challenges Faced by Media Practitioners: Respondents indicated several challenges, including funding limitations (78.1% agree) and a lack of training in gender-sensitive reporting (80.4% agree). These barriers hinder effective coverage of women empowerment topics.
4. Improvement Strategies: The study found a strong consensus on the need for inclusive representation (89.6% agree) and increased collaboration between media and NGOs (88.6% agree). Targeted campaigns focused on women's rights can improve public engagement and awareness (83.4% agree).
[bookmark: _Toc200471286]5.3	Conclusion
The research concludes that mass media plays a vital role in advocating for women empowerment in Nigeria. Despite its potential, significant challenges such as funding constraints and insufficient training for media personnel must be addressed. The findings underscore the importance of media in shaping public perceptions and driving social change regarding women's rights.
The study highlights the need for enhanced collaboration between media organizations and advocacy groups to improve the quality and effectiveness of reporting on women's empowerment issues. By implementing strategies that focus on inclusive representation and targeted messaging, media outlets can significantly contribute to advancing gender equality in Nigeria.


[bookmark: _Toc200471287]5.4	Recommendations
Based on the findings of this study, the following recommendations are proposed:
1. Enhance Training Programs: Media organizations should invest in training programs that focus on gender-sensitive reporting. This will equip journalists with the skills needed to cover women's issues accurately and sensitively.
2. Increase Funding for Media Initiatives: Stakeholders should advocate for better funding mechanisms to support media initiatives focused on women empowerment. Financial support can help improve the quality of reporting and outreach.
3. Foster Collaboration with NGOs: Media organizations should actively seek partnerships with women's advocacy groups to create comprehensive campaigns that address women's rights. Collaboration can amplify messages and enhance the effectiveness of advocacy efforts.
4. Promote Inclusive Representation: Media outlets should strive for diverse portrayals of women in their content. This includes highlighting the voices and experiences of various women, which can lead to more relatable and impactful narratives.
5. Develop Targeted Campaigns: Stakeholders should create targeted media campaigns that resonate with specific audiences. By focusing on the unique concerns and interests of different demographics, campaigns can foster greater engagement and awareness around women's empowerment issues.
By implementing these recommendations, mass media can enhance its role in supporting women empowerment campaigns, ultimately contributing to a more equitable and just society in Nigeria.
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DEPARTMENT OF MASS COMMUNICATION
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY
KWARA STATE POLYTECHNIC, ILORIN

QUESTIONNAIRE
I am a final year student of the Department of Mass Communication conducting research on the topic “AN ASSESSMENT OF MASS MEDIA ROLES IN SUPPORTING WOMEN EMPOWERMENT CAMPAIGN IN NIGERIA.” This research is part of the requirement for the award of Higher National Diploma in Mass Communication. 
Please respond honestly, as the success of this study depends on your cooperation. Your responses will be treated with utmost confidentiality. 
Thank you for your cooperation.
Yours sincerely,
OLAOYE PRAISE BLESSING
HND/23/MAC/FT/0329
SECTION A: PERSONAL DATA
Instruction: Please tick (✓) the option that best reflects your choice.
1. Sex:	a. Male  (  ) b. Female  (  )
2. Age		a. 18-25 years  (  ) b. 26-35 years  (  )
c. 36-45 years  (  ) d. 46 years and above  (  )
3. Educational Qualification	a. SSCE/WAEC  (  ) b. NCE/OND  (  )
c. B.Sc./HND  (  ) d. Postgraduate Degree  (  )
SECTION B: RESEARCH QUESTIONS
4. Which media platform do you believe is most effective in promoting women empowerment campaigns?
a) Television  (  ) b, ) Radio  (  ) c, ) Newspapers  (  ) d, ) Social Media  (  )
5. How would you rate the quality of coverage on women empowerment issues across different media platforms?
a) Very high quality( ), b) High quality( ), c) Average quality( ), d) Low quality( ), e) Very low quality( )
6. How important do you think it is for mass media to focus on women empowerment campaigns? a) Very important( ), b) Important( ), c) Neutral( ), d) Unimportant( ), e) Very unimportant( )
7. To what extent do you think mass media influences public attitudes towards women's rights
a) Very significantly( ), b) Significantly( ), c) Moderately( ), d) Slightly( ), e) Not at all( )
8. How often do you discuss content related to women's rights that you see in the media with others?
a) Always( ), b) Often( ), c) Sometimes( ), d) Rarely( ), e) Never( )
9. Do you feel that media portrayals of women positively influence societal attitudes towards women's rights?
a) Strongly agree ( ), b) Agree ( ), c) Neutral ( ), d) Disagree ( ), e) Strongly disagree ( )
10. How often do you believe that mass media misrepresents women's rights issues?
a) Very often( ), b) Often( ), c) Sometimes( ), d) Rarely( ), e) Never( )
SECTION C
The table below contain statement that are to be rated please tick your appropriate choices keywords; Strongly Agreed (SA), Agreed (A), Neutral (N), Disagreed (D), Strongly Disagreed (SD) 
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	11. 
	I believe that funding limitations hinder effective coverage of women empowerment issues.
	
	
	
	
	

	12. 
	There is insufficient training for media personnel on gender-sensitive reporting.
	
	
	
	
	

	13. 
	I feel that editorial biases impact how women empowerment stories are presented in the media.
	
	
	
	
	

	14. 
	The lack of collaboration between media organizations and women's advocacy groups limits effective advocacy.
	
	
	
	
	

	15. 
	I believe that more inclusive representation of women in media content is necessary for effective advocacy.
	
	
	
	
	

	16. 
	Increased collaboration between media and non-governmental organizations can strengthen advocacy efforts.
	
	
	
	
	

	17. 
	I feel that utilizing social media platforms can enhance outreach for women empowerment campaigns.
	
	
	
	
	

	18. 
	Developing targeted campaigns focused on women's rights can improve public engagement and awareness.
	
	
	
	
	




