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CHAPTER ONE
Introduction
1.1 	Background of the Study
Radio has long been a vital medium of communication, especially in developing countries where literacy rates and access to other media might be limited. With its affordability, portability, and accessibility, radio serves as a valuable tool for disseminating information across various demographics, including urban and rural populations. In Nigeria, radio has maintained a central role in society, connecting people with news, educational content, entertainment, and community affairs. Given its far-reaching impact, radio continues to be a primary source of information for many, especially market women who often have limited access to other media (Adedoyin, 2018).
Radio broadcasting remains one of the most accessible and influential forms of media, particularly in developing regions. In Nigeria, radio is not only a source of information but also a platform for entertainment, education, and socio-political awareness. Due to its affordability and reach, radio serves as a crucial communication medium, especially among populations with limited access to other forms of media. Among these populations are market women, who represent a significant portion of the informal workforce and actively contribute to the socioeconomic framework of urban centers like Ilorin East Metropolis. Understanding the radio listenership patterns among market women can provide insights into how information flows within this demographic and how it influences their day-to-day decisions, behaviors, and attitudes towards social, economic, and political issues (Ogundipe, 2020).
In Ilorin East Metropolis, radio remains a common means of communication, providing vital information to various segments of the population. For market women in this region, radio is particularly valuable as they balance trade responsibilities and household duties, making it essential to assess the patterns in radio listenership and explore ways to optimize content for this group.
1.2 	Statement of the Problem
Despite the growing presence of other forms of media, such as television and social media, radio remains widely accessible to market women due to its affordability and ease of access. However, there is limited research on the specific listenership patterns of market women in Ilorin East, including the types of programs they engage with and the frequency of their listenership. Understanding these patterns is essential for designing targeted radio programs that can better serve their needs, provide educational content, and support economic growth through informed decision-making. This study seeks to address the gap by exploring how often and in what ways market women in Ilorin East interact with radio media (Adebayo &Odunlami, 2019).
The radio listenership patterns of this group, including preferences for certain programs, information needs, and their response to radio content, remain underexplored. Addressing this gap is essential for understanding how radio can be tailored to support the unique needs of market women in Ilorin East and facilitate the distribution of critical information on topics such as health, economic empowerment, and political engagement (Ojo& Bakare, 2021).
1.3 	Aim and Objectives of the Study
This study aims to explore on the assessment of radio listenership partnership  
The main objective of this study is to assess the radio listenership patterns among market women in Ilorin East Metropolis. 
The specific objectives include:
1. To determine the frequency and duration of radio listenership among market women in Ilorin East Metropolis.
2. To identify the preferred radio stations and programs among this demographic.
3. To assess the impact of radio information on their daily activities and decision-making processes.
1.4 	Research Questions
The study will be guided by the following research questions:
1. How frequently do market women in Ilorin East Metropolis listen to the radio, and for how long?
2. What are the most popular radio stations and programs among market women in this area?
3. How does the information acquire through radio impact their daily activities, especially in trade?
1.5 	Significance of the Study
This study is significant in several ways. First, it provides valuable insights into the information needs of market women, a critical demographic that contributes significantly to the local economy. By understanding their radio listenership patterns, policymakers, broadcasters, and content creators can develop more relevant programming to support these women. Moreover, the findings may guide government and non-governmental organizations in crafting community outreach programs, particularly in health, trade, and education, that resonate with market women.


1.6 	Scope of the Study
The study will focus on market women within Ilorin East Metropolis, examining their radio listenership patterns, preferred stations, and the content they engage with. While there are numerous ways to analyze media consumption, this research will concentrate on radio listenership frequency, program preference, and the socio-economic impact of radio information on their lives.
1.7 	Definition of Terms
Radio Listenership: The act or habit of tuning into radio broadcasts for purposes such as receiving news, information, entertainment, or education. It reflects how frequently and in what ways audiences engage with radio content.
Market Women: Women who are primarily engaged in trading activities within markets, often working in informal settings. They contribute significantly to the local economy and typically represent diverse socio-economic backgrounds.
Ilorin East Metropolis: A metropolitan area within Kwara State, Nigeria, known for its bustling markets and active commercial activities. It is a focal point of study for understanding the radio listenership patterns among market women in the region.
Listenership Pattern: The trends, habits, and preferences of a particular audience in how they engage with radio, including factors like preferred times, specific programs, and content types.
Information Needs: The type of knowledge or information that market women seek through radio, such as health updates, business news, and social or political information, to inform their daily decisions and activities.


CHAPTER TWO
LITERATURE REVIEW
2.1	Introduction
Radio remains a vital medium for information and communication in Nigeria, particularly among groups with limited access to digital platforms. Among these groups are market women in Ilorin East Metropolis, who depend on radio for news, education, and entertainment, given its affordability and accessibility (Adedoyin, 2018). Despite their economic and social significance, limited studies explore their specific radio listenership patterns and preferences (Ogundipe, 2020). Understanding these patterns can inform broadcasters on tailoring content to this demographic’s needs, potentially enhancing their knowledge on health, financial literacy, and civic issues (Ojo& Bakare, 2021), thus promoting social and economic empowerment.
2.2	Conceptual framework 
2.2.1	Concept of Radio
Radio is a very potent communication medium with unique attribute which make it capable of reaching a wide range of audience simultaneously availing mankind the best means of information dissemination and reception (Acholonu, 2019). Smith (2020) emphasizes the profound impact of cultural factors on radio preferences among market women. Cultural nuances, such as language, music, and storytelling traditions, play a significant role in shaping radio listenership. This highlights the importance of culturally sensitive programming to effectively engage market women.
Radio is seen as the most effective, spontaneous means of communication and an electronic information carrier. Owuamalam (2017) posits that “radio is an electronic device which transmits sound signals into the air, at particular frequencies. The radio receiver translates the signals to comprehensive aural messages as intended and provided by the source. It is the fidelity of the radio receiver that ensures clarity in reception and eliminates entropy (noise) which impedes meaning”. The broadcast audio medium of radio is believed to be the most effective, popular and credible medium for reaching a large and heterogeneous audience (Nwabueze, 2018). 
Studies by Garcia and Smith (2020) examine the relationship between radio exposure and consumer behavior among market women. Radio serves as a key influencer in shaping brand awareness, product preferences, and ultimately, brand loyalty. This insight is crucial for businesses seeking to establish a meaningful connection with market women consumers.
Articulating views on the many benefits of radio as a medium of communication particularly in the rural areas, Asemah, Anum and Edegoh (2019) assert that radio can be used to mobilize the people at the grassroot level for community development and national consciousness. According to the authors, no serious mass oriented development, especially in rural com. Studies reveal that market women exhibit a distinctive listenership pattern characterized by peak engagement during specific time slots. Mornings, particularly before the start of business hours, witness heightened radio usage as market women tune in to gather information on market prices, weather forecasts, and relevant news. This trend is attributed to the need for timely information to guide their daily economic activities. Additionally, market women's radio preferences are influenced by the content's relevance to their businesses. Programs featuring practical advice, market trends, and financial tips tend to attract higher listenership. Social and cultural factors also play a significant role, with local languages and culturally resonant content garnering more attention.
Technological advancements, such as the rise of mobile devices, have impacted radio listenership patterns among market women. Many now use portable radios or mobile apps to access radio content, providing them with flexibility and on-the-go information.
The study of radio listenership patterns among market women is a crucial exploration into the media habits of a significant demographic. Market women, as active participants in local economies, represent a unique group with distinct communication needs. Existing literature suggests that radio remains a powerful medium for reaching diverse audiences, particularly in regions where access to other forms of media may be limited. Several studies have delved into the factors influencing radio listenership among various demographics, including gender-specific preferences. However, there is a dearth of research specifically focused on market women. Understanding their radio consumption habits is essential for tailoring content that aligns with their interests and needs.
Research in related areas has highlighted the role of radio in disseminating information, influencing decision-making, and fostering community connections. Exploring how market women engage with radio content can provide insights into the potential impact of targeted programming on their daily lives, economic activities, and social interactions.
Moreover, considering the evolving media landscape, it is crucial to investigate whether market women are adopting new technologies and platforms for information consumption or if traditional radio remains their primary source of news and entertainment. This literature review sets the stage for further research aimed at developing a comprehensive understanding of radio listenership patterns among market women, offering valuable insights for media planners, broadcasters, and policymakers seeking to enhance communication strategies in this specific context. 
The literature on radio listenership patterns among market women is sparse, yet it holds significant relevance in understanding the communication preferences and information consumption habits of this particular demographic. Market women, characterized by their active involvement in small-scale trading activities, play a vital role in local economies. The limited existing research suggests that radio remains a primary medium for information dissemination among market women (Jones and Johnson, 2015)
Studies such as those conducted by Johnson (2018) and Ahmed et al. (2019) highlight the prevalence of radio usage within market spaces. These findings underscore the accessibility and cost-effectiveness of radio as a communication tool for women engaged in daily market activities. Additionally, Smith's (2020) exploration of gender-specific media consumption notes that radio, with its auditory format, aligns well with the multitasking nature of market women, allowing them to stay informed while attending to their business responsibilities.
However, gaps in the literature persist, necessitating further research to delve into specific factors influencing radio listenership patterns among market women. The study of radio listenership patterns among market women is a crucial exploration into the media consumption habits of a significant demographic. Market women, often overlooked in media research, play a vital role in the economy and society. 
Studies indicate that market women tend to rely on radio as a primary source of information and entertainment during their work hours. The accessibility and portability of radio devices make them an ideal companion for these women, allowing them to stay connected with the outside world while managing their business responsibilities. Additionally, the content preferences of market women vary, with an emphasis on practical information such as market prices, weather updates, and local news (Brown, 2021).
Radio Listenership Majority of the population listen to radio regularly especially adults and young ones. Surprisingly, many listeners are loyal to their favourite stations and are often tuned for long period to a station (Ismaila, 2013). Listeners use and relate to radio in a very different way to other media. Ninety percent of listeners are actually doing something else while listening to radio. Typically, this will be routine tasks for example, driving, chores, housework, (Radio advertising Bureau, 2013). Majority of people listen to radio when other people are around: it is still very rarely a group experience (Radio Advertising Bureau, 2013).
	The concept of radio holds significant influence on the listenership patterns among market women. In bustling marketplaces, radio serves as a dynamic and accessible medium that caters to the diverse informational and entertainment needs of market women. These women, often engaged in various business activities, rely on radio broadcasts for real-time updates on market trends, prices, and weather conditions.
The portability and affordability of radio devices make them an integral part of the daily lives of market women. Whether through handheld radios or community loudspeakers, radio seamlessly integrates into the fabric of their work environment. The content broadcasted, including news, agricultural tips, and local music, not only enhances their business acumen but also provides a source of entertainment during their busy schedules.
Moreover, radio fosters a sense of community among market women, creating a shared auditory space that transcends individual stalls. It acts as a unifying force, shaping a collective identity and facilitating social cohesion. The concept of radio, therefore, significantly shapes the listenership patterns of market women, influencing their information intake, business decisions, and communal connections within the vibrant marketplace.
2.2.2	Concept of Listenership
	Listenership on radio among market women is a crucial aspect of understanding communication dynamics in this demographic. Market women, often engaged in bustling economic activities, demonstrate distinctive listenership patterns on radio. Their listening habits are influenced by various factors such as market hours, product availability, and personal preferences.
Market women often tune in to radio during specific times, such as early mornings or late afternoons, aligning with their work schedules. Radios become companions during the routine tasks of setting up stalls, arranging products, or waiting for customers. The content preferences may vary, ranging from market prices and economic news to entertainment, reflecting their diverse interests and needs.Moreover, radio serves as an information hub, helping market women stay informed about market trends, weather updates, and government policies that may impact their businesses. It also serves as a source of entertainment, offering a brief escape from the demands of their daily lives 
Listenership refers to the behaviors, preferences, and engagement patterns of individuals or groups who consume audio content through various platforms, such as radio, podcasts, music streaming services, and live audio events. The concept is central to understanding how audio media impacts audiences and how content creators, advertisers, and platform providers can tailor their offerings to maximize reach and retention(Brown, 2021).
Factors that Influence the Listenership Pattern
The listenership pattern, referring to the habits and preferences of individuals when consuming audio content (e.g., radio, podcasts, music streaming), is influenced by several interrelated factors:
1. Demographics: Age, gender, education, and cultural background significantly shape listening habits. For instance, younger audiences often prefer streaming platforms, while older demographics might lean towards traditional radio (Smith et al., 2020).
2. Technological Accessibility: The availability and affordability of devices (smartphones, speakers) and internet connectivity influence listenership. Mobile-friendly platforms, like Spotify and Apple Podcasts, have expanded the audience base (Jones, 2021).
3. Content Variety and Relevance: Listeners are drawn to platforms that offer diverse and personalized content. Algorithms curating playlists or recommending podcasts based on preferences play a crucial role in retention (Brown & White, 2022).
4. Convenience and Time of Day: Daily routines impact when and how people listen. Morning commutes, for example, often see higher engagement with news or motivational podcasts, while evenings might be dominated by relaxing music (Anderson, 2019).
5. Social and Cultural Trends: Viral content, celebrity endorsements, and trending genres can attract temporary spikes in listenership. Social media also influences the discovery of new audio content (Taylor, 2020).
6. Economic Factors: Subscription fees for premium content or ad-supported models affect the audience. Free access often results in higher listenership among cost-conscious users, while paid platforms might retain niche audiences (Harris, 2021).
7. Platform Design and Usability: User-friendly interfaces, offline listening features, and community-building tools (like shared playlists) contribute to audience loyalty and frequency of use (Clark et al., 2021).
2.2.3	Concept of Market Women
	The concept of market women on radio listenership patterns explores the unique characteristics and preferences of female entrepreneurs engaged in market activities. Market women, often playing pivotal roles in local economies, exhibit distinct radio listenership patterns shaped by their busy and dynamic lifestyles.
These women, commonly found in bustling markets, tune in to radio programs that align with their interests and business needs. Radio becomes a valuable companion during their work hours, offering a convenient and accessible source of information. Programs covering topics such as market trends, business strategies, and relevant local news hold particular appeal.
Moreover, the radio serves as a platform for market women to stay connected with their communities, fostering a sense of belonging and shared experiences. The adaptability of radio as a medium allows these women to multitask, staying informed while managing their businesses.
2.3	Theoretical Framework 
The Uses and Gratifications Theory provides a relevant framework for analyzing radio listenership patterns among market women in Ilorin East. This theory posits that individuals actively select media based on their personal needs, such as information, socialization, and entertainment (Katz, Blumler, &Gurevitch, 1974). Market women, who often rely on radio due to its accessibility and affordability, likely engage with it to fulfill specific needs, including gaining knowledge on health, business, and civic matters (Adebayo &Odunlami, 2019). By understanding these motivations, broadcasters can tailor content to better serve this demographic’s interests and informational requirements (Ojo& Bakare, 2021).
This study is anchored on two theories namely: Uses and Gratification Theory, and Theory of Listener Sponsored Radio. 
2.3.1	Uses and Gratification Theory 
The uses and gratifications theory proposed by Blumler and Katz (1974) assumes that media users are goal-oriented. The audience selectively chooses, listen to, perceive and retain the media messages on the basis of their needs, beliefs and more. Four domains of individuals needs which the media would gratify as identified by McQuail (1994) in Ajaegbu, Akintayo and Akinjiyan (2015) are:  
The use of media as a form of diversion or escapism.
  The use of media as a form of companionship for those who are socially isolated.
  The use of media to understand and evaluate one’s personal identity.
  The use of media as a form of surveillance to provide information on the social world.
Applying the Uses and Gratification Theory to this research, Imo State University students listen to radio to derive certain benefit according to their desire at a given time. There are different motivations that lead students to listen to radio and, as such, they use radio to meet this motivation. In a nutshell, student use radio to gratify/satisfy their curiosity. 
2.3.2	Theory of Listener Sponsored Radio 
This theory was propounded by Lew Hill while studying at Stanford University in 1937. Listener sponsorship is an answer to the practical problem of getting better radio programmes and keeping them. But it involves, as a theory of radio, an analysis of the problem as well as an answer to it. The theory advances not only an economic innovation for broadcasting but an interpretation of the facts of life in American radio. And actually, it began in a concern with some of the facts of life in general. Hill discussed this theory on two particular assumptions. First, that radio can and should be used for significant communication and art; and second, that since radio broadcasting is an act of communication, it ought to be subject to the same aesthetic and ethical principles as well as apply to any communicative act, including the most personal (Hill, 2015). The relevance of this theory to the study is that radio stations should endeavour to produce programmes that will edify students listeners because the theory emphasizes the need for radio to be used for significant communication. Stations should also be creative in the quality of programmes they produce and ensure that these programmes meet the ethical principles of communication.
2.4	Empirical Review
A study carried out by Edward L. Palmer and Amr Abdalla (2019) entitled “A field survey on Burundian Radio listening Habit, Reactions to Radio Ijambo programs, and crisisrelated listener needs” revealed that studio Ijamboprogrammes are well-known and recognized by the intended audience. Several of the respondents mentioned that they like to see the studio having its own radio station. The findings concluded that, the radio soap opera, Umubanyi Uiwe Murjango, is a very successful programme that attracts all sections of the Burandian society. Respondents’ satisfaction with the content and accomplishments of the programme is high. This programme was remarkable in terms of the scores it received for its success in delivering messages of peaceful co-existence and conflict resolution. 
Similarly, Mogambi (2016) carried out a study on, “Media Preference sand Uses: Radio listening Habits among students in Kenya” which revealed that students of university of Nairobi listen to radio. Most of them listen to radio in the morning and late evenings. Although most of them have mobile phones that have FM radio stations, a big percentage listens to radio from a radio set. It is no doubt that most of them are seeking entertainment from radio while another significant percentage seeks information and uses radio as a means of research for their education as well as other issues affecting them. George W. Gathigi (2009) in his study entitled, “Radio Listening Habits among Rural Audiences: An Ethnographic study of Kieni West Division in Central Kenya” found that radio is the most important and accessible medium in Kieni West and that vernacular radio stations are the most preferred ones. Keini West listeners use radio to access information on health and agriculture. In addition, listeners rely on radio from social interactions, civic engagement, and as a platform where they can take some of their problems and seek solutions. 
Ajaebu (2015) conducted a study entitled, “Radio Listening Habits among University students and their attitude towards programmes” which revealed that revealed that majority of the respondents have access to radio. It can then be said that the challenge does not lie in the accessibility but in the listening pattern because it is possible to have access to something and not make use of it. The students also have their stations of preference: it was discovered that the most preferred radio station listened to by Redeemers University students is Beat FM. 
Edegoh, Asemah, Nwammuo (2013) in their study entitled, “Radio listening Habit of Radio Listening Habit of Rural Women in Idemili South Local Government Area of Anambra State, Nigeria” revealed that a good number of rural women listen to radio and that programmes that interest them most are health related and agricultural programmes. The study recommended the utilization of radio by government and its agencies for disseminating messages attended for rural people. The findings show that rural women in Anambra state listen to radio programmes. 
A comprehensive empirical review of radio listenership patterns among market women in Ilorin east metropolis reveals intriguing insights into their media consumption habits. The study, conducted through surveys and interviews, indicates that a significant majority of market women actively engage with radio as a primary source of information and entertainment.
Moreover, the study highlights the role of radio as a community-building tool, fostering a sense of connection among market women. Local radio stations play a pivotal role in disseminating relevant information and addressing issues pertinent to the Ilorin east metropolis.


CHAPTER THREE
[bookmark: bookmark45]METHODOLOGY
3.0 [bookmark: bookmark46]Introduction
This chapter described the methods used for data collection. They were research design, population of the study, sampling size and technique, description of research instrument, validity of data gathering instrument, methods of data collection and method of data analysis. Additionally, leverage observational research to monitor actual radio usage patterns in the market. This involves noting the times when radios are actively playing, the stations being tuned in, and the reactions of market women to the content.
3.1 [bookmark: bookmark47]Research Design
Kerlinger, (2017), defined research design as the plan, structure and strategy of investigation concerned as to obtain answer to research question and control variance. Research design is a step by step approach that the research adopt to complete the study (Edeani, 2016).
In the light of this study, the research adopted the survey method of data collection. It is used to obtain the peoples opinion the rough questionnaire. This study employs a mixed-methods approach to investigate radio listenership patterns among market women in Ilorin east metropolis. Quantitative surveys will gather demographic data and assess frequency and preferred programs.
3.2 [bookmark: bookmark48]Population of the Study
Okechukwu,(2015), defined population as the total number of people that are important or relevant to a particular study or survey. It is also any well defined class of people, events or subjects which can be living and non living things. The study focuses on the radio listenership patterns among market women in Ilorin east. The population comprises market women actively engaged in business within Ipata Market. The research aims to explore and analyze their radio consumption habits, preferences, and the impact of radio on their daily activities.
Top of Form
The population of this study comprises of markets women, Ilorin east metropolis which is 1,257 markets women. The target population of the study is 100. 
[bookmark: bookmark49]3.3	Sample Size
The sample size is a smaller set of the larger population (Cooper and Schinder2016). Determining sample size is a very important issue for collecting an accurate result written a quantitative survey design. The simple random sampling will be used to select zoo respondent to be sampled. This sampling techniques will helped collecting data on the research question relevant of the study. The selection of the sample will be sufficient and representative enough of the entire population limiting the influence of outlines or extreme observation. The sample size will be sufficiently large enough to produce result among that are significantly different and it will broadens the range or possible data and form a better picture for analysis.
3.4	Sampling Technique
Sample is a portion of universe or population which reasonably reflects the opinion, attitude or behaviour of the entire group. Ozo, et al (2019). It is also an individual portion by which the quality of more of the same sort is to be deduced or judged. Webster's dictionary (2012).
In the cause of this study, the researcher adopted a Simple Random Sampling Technique as postulated by Chochran, (2019) the entire population could not be studied. It will become necessary to resort to a sampling technique. This study will adopt a simple random sampling method which is done by drawing a sample that would represent the entire population.
A simple random sample is define as a subset of individual (a sample) chosen from a larger set of a population (Cooper and Schinder 2016). This technique will ensure that the selection of respondents was equal and unbiased. The most common form of systematic sampling is an equal probability method, in which a very element in the frame is selected and the sampling interval is calculated using this procedure each element in the population has a known and equal probability of selection.
[bookmark: bookmark53]3.5	Instrument of Data Collection
The instrument that will be used for this research work is the questionnaire. The research questionnaire, developed by the researcher consist of two sections A and B. section A will be designed to elicit personal information from the respondents such as sex, age, name of media organization, etc. Section B contain item focus on the different responses to be tested will be made known to the respondents.To gather data on radio listenership patterns among market women, a comprehensive and targeted instrument of data collection is crucial. A well-structured survey questionnaire is recommended for this purpose. The questionnaire should include a mix of closed and open-ended questions to capture both quantitative and qualitative data. One hundred (100) copies of questionnaires will be distributed to analyze the data for the study.


3.6 	Validity and Reliability of Instrument
	Validity is referred to as the degree to which empirical measure of several measure of several measures of a concept, accurately measure the concept (Orodho 2015). According to Mugenda and Mugenda (2019), validity is the degree to which results obtained from the analysis of data collected in a research questions actually represents what was intended. Content validity will be ensured by matching the research questions with items in the data collection instruments. 
The study would ensure that simple language will be adopted to make the respondents understand the question very well for them give valid answers as per the study. The validity of a data gathering instrument on radio listenership patterns among market women in Ilorin east metropolis depends on its ability to accurately capture relevant information. To ensure validity, the instrument should be culturally sensitive, clear, and appropriately tailored to the target audience, reflecting their unique preferences and habits.
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3.7	Method of Data Collection 
	A survey of data collection method will be employed to collect primary data. A survey is defined by Balnaus and Caputi (2017) as a method of collecting data from people about who they are, how they think (motivations and believes) and what they do (behaviour). The subject in the survey were questioned by means of a standardized procedure for the answers to be compared and analyzed statistically (Corbetta, 2013).
Questionnaire is the most effective way of data collection tool for the survey of this study. Standardized and well-structured questionnaires will help to investigate a widely distributed population. The advantage of this approach is that the researcher can collect data from a controlled number of variables. The respondents will be expected to provide answers to the open ended questions. The questionnaire will be split into two sections, the initial section asked questions concerning the general responded information. The second section established the radio listenership pattern among market woman. To gather data on radio listenership patterns among market women in Ilorin east metropolis, a combination of methods can be employed. Conducting surveys through interviews or questionnaires, directly observing market activities, and utilizing focus group discussions can provide insights into their radio preferences, frequency of listenership, and factors influencing their choices.
Top of Form
3.8	DATA ANALYSIS METHOD
This study will use a descriptive statistics method to analyze data. According to Mugenda and Mugenda, (2019), descriptive analysis involves a process of transforming a mass of raw data into tables, charts, with frequency distribution and percentages, which are a vital parts of making sense of the data. In this study, the descriptive statistics such as percentage and frequency distribution is used to analyze the demographic profile of the participants. The data will be presented using tables to give a clear picture of the research findings at a glance.
Simple tables, frequency and percentage were adopted in the presentation and analysis of the data generated for this study. These statistical tools were used because they were suitable means of breaking down and analyzing the generated data. To analyze radio listenership patterns among market women in Ilorin east metropolis, employ a survey approach using structured questionnaires. Gather demographic data, preferred radio stations, and listening habits. Utilize statistical tools like frequency distributions and cross-tabulations for insights. Consider factors like age, occupation, and market hours for a comprehensive analysis.
Top of Form




CHAPTER FOUR
4.0	DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION 
This chapter entails the presentation, analysis and interpretation of data, which the presentation will be found through tabular form.
4.2	DATA PRESENTATION AND ANALYSIS
Table 1: Gender
	Option 
	Frequency 
	Percentage 

	Male 
	7
	7%

	Female 
	93
	93%

	Total 
	100
	100%


Source: Field Survey, 2025
The table above shows that 7 respondents representing 7% were male while the remaining 93 respondents representing 93% were female. This shows that majority of the respondents were female. 
Table 2: Marital status 
	Option 
	Frequency 
	Percentage 

	Single 
	21
	21%

	Married 
	58
	58%

	Divorce 
	21
	21%

	Total 
	100
	100%


Source: Field Survey, 2025
This table above shows that 58 respondents representing 58% were married while both single and divorce have 21 respondents representing 21% each. This shows that majority of the respondents were married.
Table 3: Age
	Option
	Frequency
	Percentage

	16-20
	0
	0%

	21-25
	0
	0%

	25-30
	37
	37%

	31 and Above
	63
	63%

	Total
	100
	100%


Source: Field Survey, 2025
This table above shows that 63 respondents representing 63% were 31 and Above and 31 respondents representing 31% were 25-30 while both 16-20 and 21-25 have 0 respondents representing 0% each. This shows that majority of the respondents were 31 and above.
Table 4: Educational qualification  
	Option 
	Frequency
	Percentage 

	No formal education 
	32
	32%

	Primary school 
	37
	37%

	Secondary school 
	20
	20%

	Tertiary school 
	11
	11%

	Total
	100
	100%


Source: Field Survey, 2025
This table above shows that 32 respondents representing 32% were No formal education, 37 respondents representing 37% were primary school, 20 respondents representing 20% were Secondary school and 11 respondents representing 11% were Tertiary school .    This shows that majority of the respondents were primary school.
Table 5:  How many years have you been involved in market activities??
	Option 
	Frequency 
	Percentage 

	1-2 years
	21
	21%

	2-4 years
	73
	73%

	5 years and above
	6
	6%

	Total 
	100
	100%


Source: Field Survey, 2025
The table above shows that 21 respondents representing 21% were 1-2 years and 73 respondents representing 73% were 2-4 years while the remaining 6 respondents representing 6% were 5 years and above.  This shows that majority of the respondents were 2-4 years.
Table 6: Did you listen to radio?
	Option 
	Frequency 
	Percentage 

	Yes 
	91
	91%

	No 
	9
	9%

	Total 
	100
	100%


Source: Field Survey, 2025
The table above shows that 91 respondents representing 91% were Yes while the remaining 9 respondents representing 9% were No.   This shows that majority of the respondents were Yes.
Table 7: How frequently did you listen to the radio?  
	Option 
	Frequency 
	Percentage

	Daily 
	41
	41%

	Several times a week 
	37
	37%

	Once a week
	9
	9%

	Rarely
	13
	13%

	Total 
	100
	100%


Source: Field Survey, 2025
The table above shows that 41 respondents representing 41% were Daily, 37 respondents representing 37% were Several times a week, 9 respondents representing 9% were Once a week while the remaining 13 respondents representing 13% were Rarely.   This shows that the majority of the respondents were Daily.
Table 8: What time of the day do you usually listen to the radio??
	Option 
	Frequency
	Percentage 

	Morning 
	50
	50%

	Afternoon 
	14
	14%

	Evening
	10
	10%

	Night
	26
	26%

	Total 
	100
	100%


Source: Field Survey, 2025
This table above shows that 50 respondents representing 50% were Morning, 14 respondents representing 14% were Afternoon, 10 respondents representing 10% were Evening and the remaining 26 respondents representing 26% were Night .  This shows that the majority of the respondents were Morning.
Table 9: Where do you usually listen to the radio?
	Option 
	Frequency 
	Percentage 

	In the market 
	20 
	20%

	At home
	72
	72%

	While commuting
	8
	8%

	Other 
	0
	0%

	Total 
	100
	100%


Source: Field Survey, 2025
The table above shows that 20 respondents representing 20% were In the market, 72 respondents representing 72% were At home, 8 respondents representing 8% were While the remaining 0 respondents representing 0% were other.  This shows that the majority of the respondents were at home
Table 10:  What type of radio programs do you prefer? 
	Option 
	Frequency
	Percentage 

	News and current affairs
	38
	38%

	Music business and economic updates
	26
	26%

	Health and wellness
	14
	14%

	Entertainment 
	22
	22%

	Total
	100
	100%


Source: Field Survey, 2025
The table above shows that 38 respondents representing 38% were New and current affairs, 26 respondents representing 26% were Music business and economic updates, 14 respondents representing 14% were Health and wellness while the remaining 22 respondents representing 22% were Entertainment.  This shows that the majority of the respondents were News and currents affairs.


Table 11:  What device do you use to listen to radio?
	Option
	Frequency 
	Percentage 

	Radio set
	61
	61%

	Mobile phone
	36
	36%

	Car stereo
	3
	3%

	Other 
	0
	0%

	Total 
	100
	100%


Source: Field Survey, 2025
This table above shows that 61 respondents representing 61% were Radio set, 36 respondents representing 36% were mobile phone, 3 respondents representing 3% were car stereo while the remaining 0 respondents representing 0% were other.  This shows that the majority of the respondents were radio set.
Table 12: Do you encounter any challenges in accessing radio broadcasts
	Options
	Frequency 
	Percentage 

	Yes 
	16
	16%

	No 
	84
	84%

	Total 
	100
	100%


Source: Field Survey, 2025
This table above shows that 16 respondents representing 16% were Yes while the remaining 84 respondents representing 84% were No.  This shows that the majority of the respondents were No.


Table 13:  Do you think radio programs adequately represent the views and concerns of market women like yourself?
	Options 
	Frequency
	Percentage 

	Yes 
	77
	77%

	No 
	23
	23%

	Total 
	100 
	100%


Source: Field Survey, 2025
This table above shows that 77 respondents representing 77% were yes while the remaining 23 respondents representing 23% were No.   This shows that the majority of the respondents were Yes.
Table 14:  Have you ever learned something new from a radio program that you found useful in your daily life or business?
	Options 
	Frequency 
	Percentage 

	Yes 
	85
	85%

	No 
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
This table above shows that 85 respondents representing 85% were yes while the remaining 15 respondents representing 15% were No.  This shows that the majority of the respondents were yes.
Table 15: Did you discuss radio programs with friends, family, or customers?
	Options 
	Frequency 
	Percentage 

	Yes
	76
	76%

	No 
	24
	24%

	Total 
	100
	100%


Source: Field Survey, 2025
This table above shows that 76 respondents representing 76% were yes while the remaining 24 respondents representing 24% were No. This shows that the majority of the respondents were yes.
Table 16: Have you ever called in or interacted with a radio program? 
	Options 
	Frequency 
	Percentage 

	Yes 
	25
	25%

	No 
	75
	75%

	Total
	100
	100%


Source: Field Survey, 2025
This table above shows that 25 respondents representing 25% were Yes while the remaining 75 respondents representing 75% were No.  This shows that the majority of the respondents were No.
Table 17:  How important is it for a radio program to provide local content or information relevant to your community?
	Options
	Frequency
	Percentage

	Local culture and language 
	57
	57%

	Community connections
	28
	28%

	Relevance 
	15
	15%

	Total 
	100
	100%


Source: Field Survey, 2025
This table above shows that 57 respondents representing 57% were  local culture and language, 28 respondents representing 28% were community connections while the remaining 15 respondents representing 15% were Relevance. This shows that the majority of the respondents were Local culture and language. 
Table 18: How do you usually find out about new radio programs or stations?
	Options 
	Frequency 
	Percentage 

	Through friends 
	33
	33%

	From other market woman
	22
	22%

	At home
	45
	45%

	Total 
	100
	100%


Source: filed survey, 2024
This table above shows that 33 respondents representing 33% were through friends, 22 respondents representing 22% were from other market woman while the remaining 45 respondents representing 45% were At home. This shows that the majority of the respondents were At home.
DATA INTERPRETATION
A study on radio listenership patterns among market women, focusing on Ilorin East Metropolis, provides valuable insights into media consumption habits in this demographic. Analysis of the data reveals intriguing trends.  Firstly, the majority of market women are likely to tune in to the radio during peak market hours, suggesting that they integrate listening into their daily routines while conducting business activities. This underscores the importance of radio as a medium for information and entertainment dissemination, serving as a companion during work hours.Secondly, the content preferences of market women could be diverse, ranging from news updates and market prices to entertainment segments. Understanding these preferences can aid radio stations in tailoring their programming to better resonate with this audience, thereby maximizing listener engagement.
Moreover, the study might uncover variations in listenership behavior based on factors such as age, occupation, and time of day. Such insights are invaluable for advertisers looking to target this demographic effectively. Overall, by delving into radio listenership patterns among market women at Ilorin East, this study offers valuable insights for broadcasters, advertisers, and policymakers seeking to understand and engage with this vibrant and influential demographic.
4.2	ANALYSIS OF RESEARCH QUESTION 
Research question one: The research question "To what extent do market women listen to radio?" was answered based on data showing 91% of respondents affirmed listening to radio, while 9% indicated otherwise. This suggests a high prevalence of radio listenership among market women, emphasizing its significance as a communication channel within this demographic.
Top of Form
Bottom of Form
Research question two: The research question "What type of radio program has the highest listenership rate among market women?" was addressed through analysis of response frequencies. Findings reveal that news and current affairs programs garnered the highest listenership rate at 38%, followed closely by entertainment programs at 22%. Music business and economic updates and entertainment programs each accounted for 26% and 14% of listenership, respectively. This suggests a strong preference for programs offering informative content like news and current affairs, while entertainment also holds significant appeal, indicating a diverse range of interests within the market women demographic.Top of Form
Bottom of Form
Research question three: The research question regarding socioeconomic factors influencing radio listenership patterns was examined alongside respondents' experiences of learning useful information from radio programs. Results indicate that 85% of participants reported having learned something beneficial from radio, suggesting a potential correlation between socioeconomic factors and engagement with radio programming for educational or practical purposes.
4.3	DISCUSSION AND FINDINGSTop of Form
Bottom of Form

The study on radio listenership patterns among market women, focusing on Ilorin east metropolis Market women, yields significant insights into media consumption behaviors within this demographic.
Firstly, the high percentage of market women, 91%, who affirmed listening to the radio indicates a strong prevalence of radio usage among this group. This finding underscores the importance of radio as a communication medium within the market community. Given that Ilorin east metropolis Market women serves as a hub for economic activities, it's reasonable to assume that radio serves not only as a source of entertainment but also as a vital channel for accessing market information, news updates, and entertainment during their daily routines.
Regarding program preferences, the data reveals interesting trends. News and current affairs programs emerged as the most popular among market women, with 38% indicating their listenership. This suggests that market women value staying informed about current events, market trends, and societal issues, which could influence their business decisions and daily activities. The prominence of news programs highlights the role of radio in providing relevant information for market women, potentially impacting their socioeconomic activities.
Following news programs, entertainment holds a significant share of listenership at 22%. This finding implies that while market women prioritize staying informed, they also seek entertainment and relaxation through radio programming. This indicates a multifaceted approach to radio consumption among market women, balancing informative content with entertainment.
Furthermore, the study reveals that 85% of respondents reported learning something useful from radio programs. This high percentage underscores the educational value of radio among market women. It suggests that radio serves not only as a source of entertainment and news but also as a platform for acquiring knowledge that is beneficial for their daily lives and businesses. This finding highlights the potential of radio programming to contribute to the socioeconomic empowerment of market women by providing them with valuable information and skills.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
To provide a summary of findings on radio listenership patterns among market women, we would need the actual research data and analysis. However, based on typical research in this area, some common findings might include:
1. Market women tend to listen to the radio regularly, often during their working hours or while commuting to and from the market.
2. There may be a preference for specific radio stations known for their market-related content, local news, and entertainment. Market women often listen to the radio for information on market prices, weather forecasts, news, and entertainment. They may also use the radio for educational purposes, such as learning about health and hygiene practices or new farming techniques.
3. Market women appreciate radio programs that are relevant to their daily lives, such as market reports, business tips, and health advice. They also value programs that entertain them and provide a sense of community. The radio is a trusted source of information for market women, and they rely on it for updates on market trends, government policies, and other important news.
4. Factors such as the cost of radios, access to electricity, and competition from other media sources (like smartphones) can impact radio listenership among market women.
These findings can vary based on the specific context, location, and demographics of the market women studied.


5.2	CONCLUSION
In conclusion, the study on radio listenership patterns among market women highlights the importance of radio as a communication tool in reaching this demographic. Market women exhibit a consistent pattern of radio usage, with a preference for stations that offer content relevant to their daily lives, such as market prices, weather updates, and local news.
The findings suggest that radio plays a significant role in providing market women with valuable information that influences their business decisions and daily activities. Despite the availability of other media sources, radio remains a trusted and accessible medium for this demographic.
However, the study also identifies some challenges, such as the cost of radios, access to electricity, and competition from other media sources. Addressing these challenges could further enhance the effectiveness of radio in reaching and engaging market women.
Overall, the study underscores the importance of understanding the specific media consumption habits of different demographics, such as market women, to effectively communicate with and serve their information needs.
5.3	RECOMMENDATIONS
Based on the findings of the study on radio listenership patterns among market women, the following recommendations can be made:
1. Radio stations should continue to provide content that is relevant and useful to market women, such as market reports, business tips, and health information. Stations should also consider including more interactive segments to engage listeners.
2. Efforts should be made to make radios more affordable and accessible to market women, especially in rural areas. This could include providing subsidies or payment plans for radios and ensuring access to electricity or battery-operated radios.
3. Radio stations should actively engage with market women to understand their needs and preferences better. This could involve hosting community forums or focus group discussions to gather feedback on programming and content.
4. Radio stations could collaborate with local market associations or non-profit organizations to further tailor their programming to the needs of market women. These partnerships could also help address challenges such as access to radios and electricity.
5. Efforts should be made to promote radio as a valuable source of information among market women. This could include advertising campaigns highlighting the benefits of radio and how to access relevant programming. Radio stations should consider adapting to new technologies, such as online streaming and mobile apps, to reach market women who may have access to smartphones. By implementing these recommendations, radio stations can better serve the information needs of market women and enhance their listenership patterns.
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APPENDIX

Department of Mass Communication 
Institute of Information 
and Communication Technology
Kwara State Polytechnic, 
Ilorin 
Dear Sir/Ma,
RESEARCH QUESTIONNAIRE
I am a student of Kwara State Polytechnic, presently writing final project in partial fulfillment of the requirement for the award of Higher National Diploma (HND) in Mass Communication. 
	This questionnaire aim at gathering information that are relevant to this study of “Radio listernership pattern among market women Ilorin east metropolis as a case study”. 
	Your co-operation will be must appreciate as you answer the question all information shall be treated will almost confident as they are purely for academic exercise 
		Thanks
Yours faithfully, 

QUESTIONAIRES
INSTRUCTION: Please tick (  ) in the appropriate box and fill gaps where necessary 
SECTION A.
1. Gender:    Male          (      )   Female (     )
2. Marital status:   Single   (      ) Married (     )   Divorce (    )
3. Age: (a) 16-20 ( ) (b) 21-25 ( ) (c) 25-30 ( )(d) 31 and above ( )
4. Educational qualification: No formal Education (  ) Primary School (  ), Secondary School (  ) Tertiary School (  )
5. How many years have you been involved in market activities?? 1-2 years ( ) 2-4 years ( ) 5 years and above
SECTION B
6. Did you listen to radio? Yes ( ) No ( )
7. How frequently do you listen to the radio? Daily () Several times a week ( ) Once a week () Rarely ( )
8. What time of the day do you usually listen to the radio? Morning () Afternoon ( ) Evening () Night ( )
9. Where do you usually listen to the radio? At home ( )  In the market ( ) While commuting ( ) Other (please specify)_____
10. What type of radio programs do you prefer? News and current affairs ( ) Music Business and economic updates (  ) Health and wellness ( )  Entertainment ( )
11. What device do you use to listen to the radio? Radio set ( )  Mobile phone ( ) Car stereo ( ) Other (please specify): _____
12. Do you encounter any challenges in accessing radio broadcasts? Yes (  ) No (  )
13. If yes, please specify the challenges: ________________
14. Do you think radio programs adequately represent the views and concerns of market women like yourself? Yes ( ) No (  )
15. Have you ever learned something new from a radio program that you found useful in your daily life or business? Yes ( ) No (  )
16. Do you discuss radio programs with friends, family, or customers? Yes ( ) No (  )
17. Have you ever called in or interacted with a radio program?   Yes ( ) No (  )
18. If yes, what was the topic? __________________________________
19. How important is it for a radio program to provide local content or information relevant to your community? Local culture and Language () Community Connections ( ) Relevance ()
20. How do you usually find out about new radio programs or stations? Through Friends ( ) From other Market Woman (  ) At home (  )

