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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY 
Radio transmission in Nigeria during the colonial administration gained prominence among the citizens. Generally, radio perform the function of informing, education and entertaining its audience. Radio also serves as the channel through which social and cultural heritage of the people are transmitted. 
Radio remains a powerful medium of communication, especially in urban and rural areas. Despite the advent of digital media, radio has maintained its relevance due to its accessibility and affordability, particularly among groups with limited access to other forms of media. Market women, as a unique segment of the population, rely heavily on information that directly affects their businesses and livelihoods. Understanding the listenership patterns among market women in Ilorin Metropolis can provide insights into their information needs, preferred programming, and the role of radio in their daily lives. 
Also, it remains an essential communication medium due to its wide accessibility, affordability, and real-time capabilities. It reaches diverse audiences in rural, remote, and urban areas, often serving as the only source of information where internet or television access is limited. Radios are inexpensive to own and operate, making them an affordable tool for staying informed and entertained. In times of emergency or disaster, radio is invaluable, providing real-time updates, critical warnings, and reliable information when other communication channels fail. It also delivers localized content that addresses community-specific issues, fostering a sense of connection and relevance.
It is inclusive, requiring no literacy, which ensures it is accessible to all, regardless of educational background. It plays a vital role in preserving cultural heritage by promoting local languages, music, and traditions. The medium also encourages audience engagement through interactive call-ins, requests, and community announcements. Its portability allows it to be used anywhere, from homes to vehicles, making it a versatile companion for listeners. Moreover, radio is an effective educational tool, broadcasting programs on health, literacy, and other vital topics, especially in areas lacking formal educational resources.
For advertisers, radio provides a cost-effective platform to target specific audiences. It has also adapted to technological advancements by offering online streaming and podcasting, ensuring its continued relevance in the digital age. With its unique blend of accessibility, adaptability, and community focus, radio remains a powerful tool for communication, education, and cultural connection.
Market women are a vital part of the economic and social framework in many societies, especially in Africa, Asia, and Latin America. They are primarily involved in the buying and selling of goods, often operating in open markets and contributing significantly to the informal economy. Historically, Market women have historically been integral to trade systems, especially in pre-colonial African societies where they played key roles in inter-regional trade. During colonial and post-colonial periods, market women often organized protests and strikes against unfair policies, showcasing their influence beyond the economic sphere. With cultural significance, in many regions, market women are seen as matriarchs and community leaders who influence decisions within their local areas. The markets often reflect cultural heritage through the types of goods sold, traditional bargaining practices, and communal interactions. Women are economically importance as they are significantly contribute to the GDP in countries with large informal economies, ensuring food security and accessibility of essential goods and they also provide livelihoods not only for themselves but also for others, including suppliers, transporters, and laborers.
The research is inspired by the significant role that market women play in the economy of Ilorin and the need for targeted communication to aid their business and personal lives. This study will explore the relevance of radio as an information source, specifically focusing on the listenership habits, preferences, and the influence of radio content on decision-making among market women in Ilorin.
Market women in Ilorin Metropolis play a crucial role in the local economy by driving commerce and sustaining livelihoods. They dominate the informal sector, engaging in the sale of essential goods such as food items, textiles, and household products, ensuring the availability of daily necessities. Their activities promote economic circulation, create jobs, and support numerous dependents, including employees, suppliers, and families. Additionally, market women contribute to the social fabric by fostering community networks and supporting cooperative societies, which provide financial assistance and empowerment opportunities. Their resilience and entrepreneurial spirit significantly enhance the economic vitality of Ilorin Metropolis.
The characteristics of radio include its ability to disseminate message for and wider than any other mass media channel. It also breaks the barrier of literacy because its message can be delivered in all call languages. Radio is also a companion for many people in their home, to their cars, offices and shops. 
In addition, radio brings sense of intimacy and personal involvement between the presenter and the audience/listeners. Also, it is primarily considered as a medium of entertainment which believed by many to play a virtual role in modern politics. 
Furthermore, entertainment which are predominantly intended for relaxation and reaction which include music so many other activities. Radio is also considered to be the main source of news and information for most people such as news report including sport news, public affairs and commentaries on matters in the news. 
Lastly, radio seems to have been a technology looking for a use rather than a response to demand for news and service or content. 
1.2	STATEMENT OF THE PROBLEM 
Radio broadcasting has grown greatly in Nigeria, currently, there is no state in the country that does not have radio station. With the rise of digital media, there has been a shift in how people consume information. However, it is unclear to what extent market women, a key demographic within Ilorin Metropolis, engage with radio and how it impacts their daily lives. This study seeks to understand the listenership patterns of market women in this metropolis, to identify their preferred programs, peak listening times, and how radio influences their perspectives on economic, health, and social issues. 
Kuewumi (2009) asserted that imagine a world without radio, it will be like a garden without flowers and trees. In Ilorin, Kwara State, various broadcast signals can be received from many broadcast stations which include Sobi FM, Alubarika FM, Radio Nigeria, Royal FM, Harmony FM, O’ FM among others. 
The fact that radio is the most popular channel in the state does not mean that people always listen to it in the same pattern but audience listen to radio for different purposes and in different ways (Nivedha, 2014). 
Radio has also been a tool of advertisement, Egbuchulam (2002) asserted that radio has been a major communication tool for improving the quality of people’s lives, ringing to their doorstep news, entertainment and education through the programme. Most market women do not know which and what programme to be play on the radio due to their poor listenership attitude. 
In addition, there are various factors that influence how, when and why individual listen to radio broadcast. According to Oliveria and Sentos (2012), it is assumed that listeners make their own interpretation of radio programme. 
There is, therefore, the need to know the listening pattern of radio, it’s usage and how it benefits the market women with special focus on its access, frequency of listenership, time of listenership preferred radio stations, programmes and its perceived benefits among these market women. 
[bookmark: _Hlk183527721]1.3	RESEARCH OBJECTIVES 
1. To understand the factors that influences the choice of the radio station among the market women in Ilorin metropolis. 
2. To determine the frequency and timing of radio listenership among market women in Ilorin metropolis.
3. To examine audience expectation from the preferred station on the personal and business decision of market women in Ilorin metropolis. 
4. To identify the types of programs preferred by market women in Ilorin metropolis.


1.4 	RESEARCH QUESTIONS 
Various methods have been used to gather information from many research works, I attempt to ask some question in form of questionnaire like: 
1. What are the factors that influence choice of the radio station among the market women in Ilorin metropolis? 
2. What are the radio listening habits of market women in Ilorin Metropolis?
3. What does audience expectation from the preferred station on the personal and business decision of market women in Ilorin metropolis? 
4. Which types of programs preferred by market women in Ilorin metropolis?
1.5	SIGNIFICANCE OF THE STUDY 
The finding of this research work will assist radio planners in design draft programme to attain maximum message effectiveness among market women. It also helps radio programme planner to know the impact of radio programme on market women and how programme helps in promoting the goods in which the market women sell to the consumers in form of advertising their goods on the radio station so as to bring forth many customers for them. 
Additionally, it may assist policymakers in leveraging radio as an effective communication tool for spreading important information, from business updates to public health advice, to a crucial audience within the urban economy. The work will also serve as reference point for researchers as in, it will help them to do their research work adequately. 


1.6	SCOPE OF THE STUDY  
This study focuses on assessing the radio listenership patterns among market women in Ilorin Metropolis, with a specific emphasis on Yoruba Road Market. The research will be conducted within Yoruba Road Market, which serves as a commercial hub for various traders and businesswomen.
The target population of this study consists of market women of different ages, occupations, and levels of education. The study aims to examine their radio consumption habits, preferences, and the impact of radio programming on their daily lives. It will analyse how frequently market women listen to the radio, the specific stations they tune in to, and the type of programs they prefer. The research will also explore whether they favour news, entertainment, religious content, educational programs, or business-related discussions. 
Furthermore, the study will investigate the role of language in influencing their listenership, particularly their preference for Yoruba, Pidgin, or English broadcasts. It will also assess the medium through which they access radio content, whether through traditional radio sets, mobile phones, or online streaming. Additionally, the study will explore how radio programming impacts their business decisions, social interactions, and general knowledge.
1.7	DEFINITION OF TERMS 
Radio: According to Merriam Webster, it is the process or act of sending and receiving signal through the air without the use of wire i.e. with the use of wireless services. 
Audience: As defined by the chain Revelman and L. Olbrecths, to their books which states that an audience is a group of people who either participate in a show or encounter a work of art, literature (in which they are called “listener”). 
Market: As stated by O. Philp Katler, market is an accrual nominal place where forces of demand supply operate, it is also a place where forces of demand and supply operates, it is also a place where buyer and seller interact directly or intermediaries, to trade goods and services or contract an instrument for money to barter. 


CHAPTER TWO
LITERATURE REVIEW 
2.1	CONCEPTUAL FRAMEWORK
2.1.1	NATURE OF RADIO 
According to CGI (2023), Radio continues to be a vital medium for communication, though its landscape is evolving with technological advances. Traditionally a linear form of broadcasting, radio has expanded in recent years to embrace more dynamic, cloud-based and remote production models. This shift, accelerated by the pandemic, enables broadcasters to deliver content from virtually anywhere while maintaining flexibility and cost-effectiveness. Additionally, radio stations are increasingly repurposing content for multiple platforms, such as social media (e.g., TikTok, YouTube), creating non-linear experiences that enhance listener engagement​.
Despite the growing dominance of digital platforms, radio remains significant, especially in news and local broadcasting. According to recent research, a substantial portion of the U.S. population still relies on radio for news, with approximately 48% of adults frequently using it for this purpose​. However, the audience for some public radio stations, such as NPR, has seen a slight decline in recent years​. This highlights both the resilience and the challenges radio faces as it adapts to changing media consumption habits. Ultimately, radio's nature in 2023 is one of transformation, driven by new technologies and a broader distribution of content across various digital channels, (PRC, 2023). 
Onabajo (1999) describes radio as one of the many ways of getting message to a large number of people at the same time, because it transcends the boundary of space and time also leaps across illiteracy barriers. Onabajo further asserts that radio can persuade and effectively influence a large audience in the area of public enlightenments on health issues, family planning, cultural re-awakening, business improvement and other social development issue. Radio has the ability to reach millions of people simultaneously yet it discussing so relevant, sensible or personal to the public. 
Asekun Olarinoye (2013) explains the radio is the single most important media equipment because it reaches large audience anywhere in the world. This is because it is fast, as events occurs, they are related to the potential audience.
According to Kuewumi (2009), it is amazing how radio can reach a large number of people, it is still so personal to each individual who listens. Listeners depend so much on radio to get information, entertainment and education, it is a companion to its listener. Programmes of interest therefore have a strong hold on the listener. That if there is a power failure or unavailable of batteries, the listener’s day deems incomplete. 
Radio, for those who love it, is perhaps more than a friend because the language of radio is many times soft and gentle, appealing, teaching and persuasive, (Kuewumi, 2009). Radio has the ability to talk back to these listeners when messages are sent, through phone calls, text messages, social media (twitter, facebook etc.). This, interactive nature of radio, put member of an audience in touch with one another and create a horizontal flow of communication. 
McLeish (2005) explains that radio is selective. This means that he choice of the listener is only in his mental switching off which occurs during the item which fails to maintain his interest or when he lines to another station. Radio allows its listener to consciously or unconsciously select contents unlike other communication media (newspaper, magazine etc.) where the readers has too many contents to decide which to attend to first. 
Kuewumi (2009) citing McLeish (2005) referred to as a blind medium that points picture in the mind of the listeners. A blind medium but one which has capacity to stimulate the imagination such that as soon as a voice comes out of the loud speaker, the listener attempts to visualize what they hear and to create in their mind’s eye the owner of the voice. In essence, listener many times detect a creative scenario just by hearing sounds, yet it is a blind medium. 
2.1.2	RADIO LISTENERS RELATIONSHIP 
The relationship between radio listeners and stations is multifaceted, shaped by trust, community engagement, and media consumption habits. Radio listeners often form a strong connection with their favorite stations, especially when the programming is relevant to their lives, such as local news, music preferences, and cultural content. This connection is frequently nurtured by radio hosts who serve as familiar voices, fostering a sense of intimacy and trust. According to a 2022 survey, radio journalists report feeling highly connected to their audiences, with 59% of them expressing a strong connection compared to other media professionals like print or TV journalists​, (PRC, 2023).
Furthermore, the shift towards digital radio and podcasting has allowed for greater interactivity between listeners and stations. Many stations now utilize social media platforms to engage with listeners in real time, responding to comments and incorporating listener feedback into their broadcasts. This increased interaction is not just about receiving content but about creating a dialogue, enhancing loyalty and satisfaction among audiences. As radio continues to adapt to digital trends, the relationship between listeners and radio stations is becoming increasingly dynamic, blending traditional broadcasting with modern interactivity and accessibility​.
Kuewumi (2009) asserts that radio has radicalize the faced of human communication and ultimately becomes fixed point in the daily lives of human whereby people are informed, taught, nurtured and reformed by way of relaxation, reinvigoration and resuscitation. This urged makes radio as a medium of mass communication, being constantly sought after by its ardent listeners. 
Radio is the wireless transmission of signals through free space by electromagnetic radiation of a frequency significantly below that of visible light, to the radio frequency range from about 30KHz to 300GHz. 
Egbuchulam (2003) defined radio as a mobilize and a formidable factor in the new world in economy, technology and politic. Radio is best described as the cheapest, safest and the most effective medium of communication available to man. 
According to Onabajo (1999), to the development of word in Asia and Africa radio is cheap, it does not cost much, compared to television which is expensive. It is also portable i.e. it can be easily transported from one place to another. It is credible as it transmits message that its listener holds important. Radio can also present news that happens, bring the voice of news makers and artists into the homes of listeners. It also provides dramatic shows and other entertainment which listeners can visualize even in the absence of visuals. For that reason, radio enjoys the advantages of simultaneity. It requires little effort of its consumers to comprehends its message. It is good to companion that entertain and informs the listeners. 
Kuewumi (2009) has this study to say about radio “Imagine a world without radio; it will be like a garden without a flower or trees. Radio daily feeds us with information, teaches us and calm our nerves. If radio is well understood and its potential realized, hardly will there be any one that will live without a radio. Many anxious moments will be healed”. 
Radio is a vehicle for projecting personality through which it attracts and holds an audience. It is an efficient instrument forgetting a message to large number of people at the same time, because it transcends the boundary of space and time and also leaps across illiteracy barriers, (Onabajo, 1999). 
Egbuchulam (2002) asserts that radio has been a major communication tools for improving the quality of people’s lives, ringing to their doorstep news, entertainment and education through its programmes. Despite the world-wide enhancement with the interest and we-based learning, radio still retains the advantages of being able to serve dispersed, it dated and disadvantaged communities aspiring to overcome the barriers of illiteracy and physical distance in many countries. 
Listeners use and related to radio in different ways compared to other media listeners use radio for various reasons one of which is for emotional support to keep the spirit up through programmes and the result will determine to a large extent the attitude listeners would have the programmes. People listeners to radio to be informed, entertained, educated, follow their favourite football team and follow fashion trends or popular music, among other. 
According to Oliveria, Portela and Senators (2012), it is assumed that listeners make their own interpretation of a radio programme, if the presentation includes something that can relate to, something familiar. The encounter between the radio programme and the listener is regarded as a meeting making process within a cultural context. This meaning making process is influenced by a variety of factors such as the radio programme topic, design and the socio-cultural variations in experience knowledge and cultural disposition. 
The figure of those who listen to radio continue to increase thus indicating affinity for the free and participatory opportunity offered by radio station, (Bamgboye, 2013). 
Radio plays an integral role in proving its listener with new, music and other programme, which also acting as a voice that represent them as well as the society at large. In the aspect of information radio provides information in terms of news that is, the day-to-day information within and outside the country. Radio also encourages its listeners to know more about entertainment, education and politics they can also participate through phone in programmes, talk shows and motivational programme. Radio generally helps to broaden knowledge intellectually and morally. 
2.1.3	STRENGTH AND WEAKNESS OF RADIO 
The most important advantages radio offers are its ability to reach specific audience through specialized programming. Radio can be adapted for different parts of the world and can reach people at different time of the day because its signal is strong and can reach almost all corners of the world, with an instant message (Odetoyinbo, 1998). 
Radio is not expensive, to obtain a radio set is very cheap compared to other medium it could be the form of transmit radio, walking-man and mobile phone, it’s portable. It can be carried around unlike other medium which require full attentions, radio can be listened to while doing other activities such as driving, house chores, reading etc. 
Radio is faster and flexible in the presentation of news and events more than all other mass communication, this is because as events occurs, they have related to the audience. It gives listener opportunity to make informed choices about decision. 
It is interactive and allows for immediate feedback from the audience. Listeners are allowed to call in and talk to a radio personality immediately about a subject they are discussing. This makes the programmes more interactive where a variety of listeners can give their opinion. 
Radio message can be easily understood one of the biggest disadvantages of radio communication technology is the limited range of a signal. A powerful radio signal is only capable of reaching receivers within a specific geographical area, requiring that a vast network of radio station be setup to communicate effectively to a large or spread-out group of receivers. 
According to Hartman (1999), radio signals are also susceptible to interference from atmospheric condition and other broadcasts. In addition, it can be hard to receive a clear signal from certain locations, such as area shielded by mountains. A structure insulation of electrical interference from other appliances can diminish the effectiveness of an individual radio receivers. 
Like most other forms of electronic communication, radio require the presence of electricity, both at the point of the transmission and the point of reception. While battery powered radio are common these power needs are more cumbersome than those of landline. 
2.1.4	ADVANTAGES OF LISTENING TO RADIO 
According to Oyelade (2006), listening is the ability to perceive information adequately. It is a receptive communication skill, which allows the audience to receive information. It is also a skill that enhances the growth of knowledge and development of student either morally or intellectually. Most people want to be heard, but very few people are good at listening. People tend to stand more time evaluating what is being said or mentally composing their responses than they do actually listening, (Sekoni, 2013). 
Judging by the fact that few people are good listener means that people who posses this rate skill have some advantages which include: 
1. Obtaining information: Attractive listening help an individual to learn new about people, things and society at large. In essence, it creates forum for awareness on various issues and increasing the volume of knowledge of a person, through obtaining information, an individual learns to more people which is helpful personality and professionally, because it creates a better understanding of people and realities of life. 
2. Interpreting information for create clarification: Careful listening help an individual to avoid confusion, misunderstanding and conflicts that are common in communication flow, especially when messages are relayed. Careful listening offers an opportunity to clarify information that is being passed across. It also helps the individual to interpret such message to his or her understanding. 
3. Analyzing information: Listening aids critical identification, absorbing and analyzing of messages, through an internal process. 
4. Better relationships: Listening creates a feeling of goodwill in intimate and professional relationship, which would be as a result of low listening skill. By listening non-judgmentally relationship can be improved. It pays to listen without judgement. 


2.1.5 	IMPACT OF RADIO ON WOMEN 
Radio is a versatile of mass communication, it entertains millions of listeners at different time of a day largely targeted to the urban communities. Radio help women to acquire information and take decision on their good also the radio has leasing and vital role to play in the task of creating and promoting market through a program based on market event. 
Radio does not report new or event in detailed as does in the newspaper, but with the service of staff, radio provide live reporting on market event through the use of broadcast van (OBVAN) which is mobile broadcasting station. Radio also provides avenue for people's participation in market event. This will doubt in one way or the other lead of creating and promoting Nigeria market. 
The people who buy our product or use your service listen to radio. Infact, close to 90% of the population listen to radio. The radio is targeted at a specific market segment despite that there are many radio stations nationwide there is no particular stations that target a specific market. In the car, at the office, in the garden you can reach your customer on the radio throughout the day or night. This increase the frequency of your message can be directed. 
Advertising work by repetition, you may need to exposed a commercial three or four times before you take actions. To reach this "visible frequency" radio advertising is often more cost effective than other media. Radio also often additional promotional opportunities. Announcers in your store, sampling your product on air, running a competition. Hard to do with print or Tv but radio can offer this sort of “added value” personalizing your product to your customer. 
Found is reasonable, it is stored in the memory more effected than the written word, found the spoken word offer emotion and encourages the listeners imagination to produce their own desirable image of a product. Radio is the theatre of the mind source. 
2.2	THEORETICAL FRAMEWORK 
The study was built around two theories which are Uses and gratification theory and individual difference theory as follows: 
2.2.1	USES AND GRATIFICATION THEORY 
This theory was formally developed in the 1970s by Elihu Katz, Jay Blumler, and Michael Gurevitch in their seminal work, which shifted focus from "what media do to people" to "what people do with media." Theory falls under active audience theories explains what people do with the media or opposed to source dominated theories which focus on the effects of media on people. The assumption is that individual influence the effects that media have on them. The theory is based on the premise that the audience uses the media to gratify certain identified needs (Mc Quails, 1994). The audience selectively choose, listen to, perceive and retain the media messages on their basis of their needs, benefits and more. 
Four domains of individual needs which the media would gratify as identifies by McQuail (1994) 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 evaluate one’s personal identity 
· The use of media as a form of surveillance to provide information on the social world. 
The five elements of the uses of gratification model as defined by Katz and Blimber (2004) are: 
The audience is conceived to be active and goal directed. There is no straight-line effect of media contention attitude and behaviour. Applying the uses and gratification theory to this research, Redeemers University students listen to radio to meet contained needs. They have the power to shape any aspect of the radio sector and they are also a resource which can ensure a long- or short-term telephone, which can operates using electricity already in the lines to make calls even during periods of emergency or power outages. A powerful radio transmitter, such as a regional broadcast station require large amount of electricity at all times to send out its signal, Hartman, 1999). 
Finally, radio communication relies on a very limited spectrum of brand with frequencies. This is why commercial radio stations sometimes seem to overlap or blend together and why the regulatory radio body, National Broadcasting Commission (NBC) strictly regulates the use of all publicly owned at, waver of radio requires a relatively large amount of date they transmit, leading to more and more air space being allocated for cell phone networks and wireless internet networks. 
Majority of the population listen to radio regularly these set of people include the market women, adult and young ones. Surprisingly, many listeners are loyal to their favourite stations and are often turned for long period to a station in a very different ways to other media. Ninety percent of listeners are actually doing something else while listening to radio. 
Typically, this will be routine task for example, driving, chores, house work (Radio Advertising Bureau, 2015). The majority of people are listening to radio on their own. Even if they are listening when other people are around. It is still very rarely a group experience. They will have their own personal experience of the output which is not shared with other people. Their inner eye and their feelings are doing the work (Radio Advertising Bureau, 2013). 
This possible explains why individual have preferences about the radio stations at their disposal. Sustainability of the medium. Redeemers University will make decision about which contents to choose based on their expectation of having same needs met but the efforts required in meeting the needs will eventually influence the decision they make. They select the content that will likely satisfy their needs, they selectively consume the content and there ay not be any effort therefore the listening pattern is based on their needs, which could be to get informed, educated, entertained and more. 
2.2.2	INDIVIDUAL DIFFERENCES THEORY 
The individual differences theory was propounded by Melvin DeFleur (1970), He was an influential communication theorist, introduced this theory as part of his broader studies on media effects. Theory postulates the individually perceptive way in psychological endowment. No two individuals are the same and thus is due to t he way they were individually brought in their environment and social life. Humans are biologically, physically and socially, psychologically and genetically different. 
They theory based its assumption to the fact that they audience of mass media heterogeneous, it is made up of people with different deposition, characteristics, personality, experiences, demographics, psychographics. These socio-psychographic factors determine how an individual reacts toward media content. 
In relating this theory to the study, the students of Redeemers University were a segment of an audience. They constitute people with different characteristics, age, sex, feelings, disposition etc. therefore, this theory shows that the attitude Redeemers University students radio programming differ due to difference in individuals. If a particular student finds pleasure in a radio programme, it is very possible that other students will detest it and prefer another programme. 
2.3	REVIEW OF RELATED STUDIES 
Oguchi O. Ajaegbu, Babafemi J. Akintayo, Melody M. Akinjiyan (2015) in their research journal submitted research on humanities and social science, aimed at conducting a survey on Radio Listening Habits among University Students and Their Attitude towards Programmes (A Study of Redeemers University Students) using research survey through questionnaire. It was discarded that students have an easy access to radio in the campus, but they have face difficulty while listening to radio on campus. 
The programming pattern adopted by radio plays a very significant role in the lives of people, as it informs, educates and entertain its audience and information derived from radio is used for decision making, logical argument and more. Therefore, radio broadcaster is regarded as credible source of knowledge dispenser and should endeavour to always give information derived from radio is used for decision making. Recommendation that the management of radio station should improve on their programming style because responses have shown that programming influence their attitude towards radio station. 
Innocent Paschal Ihechu and Onwuka Okereke (2012) to the book titled: “The limited of community broadcasting in Nigeria: connotation for south-north conversations”. This study adopted a qualitative approach making use of focus group from government action and in-action ranging from legal constraints to delays by policy makers. Recommendation was made that for both communities and national developments and that Nigeria government should establish a committee to ascertain the approaches to community broadcasting in nation were the practice successful. 
2.4	EMPIRICAL REVIEW  
Several studies have explored radio listenership patterns across different demographics, including market women, traders, and rural audiences. Adamu (2018) studied radio listenership among female traders in Kano, Nigeria, revealing that most women preferred Hausa-language radio programs that focused on business tips, health, and entertainment. 
Oyekunle & Akinola (2020) examined radio consumption habits among market women in Southwest Nigeria, finding that accessibility and content relevance were major determinants of listenership. The study also noted a shift towards mobile-based radio listening due to the affordability of smartphones. Similarly, Okonkwo (2021) investigated the role of radio in empowering women in informal economies, showing that radio programs tailored towards financial literacy and business management positively impacted female traders’ productivity.
Bello & Yusuf (2022) conducted a study on the effectiveness of radio as a means of disseminating public health information to market women in Kwara State. The findings indicated that local dialect programs had higher engagement levels compared to English-language broadcasts.
These empirical studies provide valuable insights into the dynamics of radio listenership among market women, highlighting the need for targeted programming that aligns with their interests and daily routines.
By integrating conceptual, theoretical, and empirical perspectives, this study will contribute to a deeper understanding of how market women in Yoruba Road Market engage with radio and how the medium can be optimized to serve their needs more effectively.



CHAPTER THREE
RESEARCH METHODOLOGY
Chapter three of this research study will focus on this research methodology. These includes: 
· Research Design 
· Population and Sampling Method 
· Sample Size 
· Research Instrument 
· Validation of Instrument 
· Research Procedure 
3.1	RESEARCH DESIGN 
This study is a research survey and descriptive in nature. It is design to show the radio listenership pattern among the market women in Ilorin metropolis. As well as the extent to which information provided over the radio influence their listenership pattern. 
3.2	POPULATION AND SAMPLING METHOD 
The population of this study consists of some market women of Yoruba-Road. Also, some people and residents within Ilorin metropolis from different aspect of life will be included in this research study. The sample technique is 200 people from Yoruba-Road market and listening to Sobi FM, they proffered the Yoruba language. 
The sample is randomly selected by means of simple random technique from area within Ilorin metropolis. This approach is believed to be deliberately select diversity of respondents whether educated otherwise and to set person best suited to provide articulated answer to complex question. 
3.3	SAMPLE SIZE 
	The sample size consists of selected number of people from Yoruba-Road. 200 people are selected from the market place. The selected number of people selling goods at the market preferred listening to Sobi FM. 
3.4	RESEARCH INSTRUMENT 
For the purpose of this study, one research instrument will be used which is the questionnaire and will be divided into five sections, the first section will identify the bio-data characteristic of the respondents, the second section will examine the media listening among the market women, the third section of the questionnaire investigate the factors that influence the choice of the radio station among market women, the fourth part will identify the expectation of the market women from preferred station and finally, the fifth questionnaire will conclude with the influence of the choice of programme among the market women. 
3.5	VALIDATION OF INSTRUMENT 
To determine the fact and content validity of the instrument, the drafted copy of the questionnaire will be given to the supervision to read and after necessary correction, the researcher will go to the field for administering the questionnaire. 
3.6	RESEARCH PROCEDURE 
To go for collection of data, a letter of permission was given from the institution to the respondents. In planning to go to the field to collect data, fifty media staffs and hundred non-media staff were used for data collection. Before going to administered the questionnaire, visit was paid to the research to some media house within Ilorin metropolis to get acquitted with the area and to find out the population of the area for the study. The respondents were randomly selected and questionnaire were distributed to collect data for study. It is important to supply information until after some explanation and having been assured of the confidentiality of the study they obtained. 
3.7	DATA ANALYSIS 
In analyzing the data gathered for this research work descriptive analysis will be adopted, using frequency count and simple percent. 


CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.1	DATA ANALYSIS 
The questionnaire was administered with the help of some members of Yoruba Road Market place in Ilorin metropolis, Kwara State. 
In this study, a total number of two hundred (200) questionnaire containing twenty close ended questions were administered. All the two hundred (200) were returned, making it 100% accurate. 
From the questionnaire administered, it was observed that it must be put into a table so that quite look will give a better summary for the conclusion of the research work. Data analysis is an initial aspect in research effort; it serves as the core of research for the fact that it gives meaning to the raw data collected during the data collection state. 
Table 1: 	Age of the respondents
	RESPONSE
	FREQUENCY
	PERCENTAGE (%)

	18-25
	20
	10%

	26-35
	60
	30%

	36-45
	80
	40%

	46-Above
	40
	20%

	TOTAL 
	200
	100%


Source: Field survey, 2025
From the table above, it is shown that 20(10%) of the respondents are 18-25 of age, 60(30%) are 26-35 of age, 80(40%) are 36-45 of age which is the highest rate of respondents while the 40(20%) are 46 and above of age. 
Table 2: 	Sex of the respondents
	RESPONSE
	FREQUENCY
	PERCENTAGE (%)

	Male
	10
	5%

	Female
	190
	95%

	TOTAL 
	200
	100%


Source: Field survey, 2025
From the table above, it is shown that 10(5%) of the respondents are male while 190(95%) which is the highest respondents are female market women. 
Table 3: 	Marital Status of the respondents
	RESPONSE
	FREQUENCY
	PERCENTAGE (%)

	Single 
	40
	20%

	Married 
	160
	80%

	TOTAL 
	200
	100%


Source: Field survey, 2025
The marital status of the respondents shown that 40(20%) are single while the remaining 160(80%) of the market women are married. 


Table 4: 	Occupation of the respondents 
	RESPONSE
	FREQUENCY
	PERCENTAGE (%)

	Civil Servant 
	10
	5%

	Trader 
	180
	90%

	Student 
	10
	5%

	TOTAL 
	200
	100%


Source: Field survey, 2025
The response on the occupational status of market women in Yoruba Road market shows that 10(5%) of the them are civil servant, 180(90%) are trader while the remaining are 10(5%). 
Table 5: 	Educational qualification of the respondents
	RESPONSE
	FREQUENCY
	PERCENTAGE (%)

	O-Level 
	100
	50%

	ND/NCE
	30
	15%

	HND
	10
	5%

	None
	60
	30%

	TOTAL 
	200
	100%


Source: Field survey, 2025
The response on educational qualification of the respondents shows that out of 200 respondents, 100(50%) of them are O’Level holders, 30(15%) are ND/NCE holders, 10(5%) are HND holders while the remaining 60(30%) are none academic holders. 
Table 6: 	Do you listen to radio?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Yes
	180
	90%

	No
	20
	10%

	TOTAL
	200
	100%


Source: Field survey, 2025
From the table above, it shows that 180(90%) of the respondents ticked yes which agreed that they listen to radio while the remaining 20(10%) ticked no which show that they are not listening to radio. 
Table 7: 	How often do you listen to radio?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Always
	60
	30%

	Often
	80
	40%

	Rarely
	30
	15%

	Never
	30
	15%

	TOTAL
	200
	100%


Source: Field survey, 2025
The table above shows that 60(30%) of the respondents are always listen to radio, 80(40%) often, 30(15%) rarely and 30(15%) never listening to radio accordingly. 


Table 8: 	Which radio station do you listen to most? 
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Royal FM
	25
	12.50%

	Harmony FM
	40
	20%

	Midland FM
	30
	15%

	Sobi FM
	70
	35%

	O FM
	20
	10%

	Albarika FM
	15
	7.50%

	TOTAL
	200
	100%


Source: Field survey, 2025
According to the table above, it shows that 25(12.50%of respondents ticked Royal FM, 40(20%) ticked Harmony FM, 30(15%) ticked Midland FM, 70(35%) ticked Sobi FM, 20(10%) ticked O’FM while the remaining 15(7.50%) ticked Albarika FM as their most listening radio station respectively. 
Table 9: 	What is the level of preference to the choice of radio station?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Very High
	90
	45%

	Average
	70
	35%

	Very Low
	40
	20%

	TOTAL
	200
	100%


Source: Field survey, 2025
From the above table, 90(45%) shows the level of preference to the choice of radio station to be very high, 70(35%) of respondents are average while 40(20%) shows that level of preference for the choice of radio station to be very low. 
Table 10:	What language do you preferred most?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	English
	50
	25%

	Yoruba
	130
	65%

	Igbo
	10
	5%

	Pidgin
	10
	5%

	TOTAL
	200
	100%


Source: Field survey, 2025
The table above shows that 50(25%) prefer the use of English, 130(65%) prefer the use of Yoruba, 10(5%) prefer the use of Igbo and Pidgin each respectively. 
Table 11:	What is the research for preference of your choice of radio station to others?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Political Awareness
	30
	15%

	Promotion of Social Value
	30
	15%

	Economic Update
	40
	20%

	All of the above
	100
	50%

	TOTAL
	200
	100%


Source: Field survey, 2025
From the table above, it shows that 30(15%) influences their decision on political awareness and promotion of social value each respectively, 40(20%) influence decision economically while the other 100(50%) of respondents influence their decision politically, socially and economically. 
Table 12:	What makes you prefer programme of your choice?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Better understanding
	80
	40%

	No communication barrier
	70
	35%

	Promotion of cultural value
	50
	25%

	TOTAL
	200
	100%


Source: Field survey, 2025
The table above shows that 80(40%) prefer the programme language of choice for better understanding, 70(35%) prefer it because is no communication barrier while the remaining 50(25%) of the respondents prefer it for the promotion of cultural value. 
Table 13:	In which ways your choice of programme influenced your decision?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Politically
	20
	10%

	Economically
	60
	30%

	Socially
	40
	20%

	All of the above
	70
	35%

	None of the above
	10
	5%

	TOTAL
	200
	100%


Source: Field survey, 2025
From the table above, it shows that 20(10%) and 60(30%) influences their decision politically and economically respectively, 40(20%) influence decision socially, 70(35) are influenced based on all options while the other 10(5%) of respondents opposed all options. 
Table 14:	How does the choice influence your decision?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Positively
	140
	70%

	Neutral
	40
	20%

	Negatively
	20
	10%

	TOTAL
	200
	100%


Source: Field survey, 2025
From the table above, it is shown that 140(70%) of the respondents are influenced their decision positively while the remaining 40(20%) and 20(10%) of the respondents are influence the choice of decision neutrally and negatively respectively. 
Table 15:	A choice of programme influences choice of radio listenership among listeners?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agreed
	100
	50%

	Agreed
	70
	35%

	Disagreed
	20
	10%

	Strongly Disagreed
	10
	5%

	TOTAL
	200
	100%


Source: Field survey, 2025
The above table shown that 100(50%) strongly agreed the choice of programme influences choice of radio listenership among listeners and 70(35%) of the respondents just agreed while the remaining 20(10%) and 10(5%) of the respondents disagreed and strongly disagreed respectively. 
Table 16:	The choice of radio station is factor that promote societal value?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agreed
	110
	55%

	Agreed
	60
	30%

	Disagreed
	20
	10%

	Strongly Disagreed
	10
	5%

	TOTAL
	200
	100%


Source: Field survey, 2025
110(55%) strongly agreed the choice of radio station is factor that promote societal value and 60(30%) of the respondents agreed while the remaining 20(10%) and 10(5%) of the respondents disagreed and strongly disagreed respectively as shown in the table above. 
Table 17:	Language is a factor that can influence the choice of a station?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agreed
	120
	60%

	Agreed
	50
	25%

	Disagreed
	20
	10%

	Strongly Disagreed
	10
	5%

	TOTAL
	200
	100%


Source: Field survey, 2025
The above table shown that 120(60%) strongly agreed that the language is a factor that can influence the choice of a station and 50(25%) of the respondents just agreed while the remaining 20(10%) and 10(5%) of the respondents disagreed and strongly disagreed respectively. 
Table 18:	Radio station influences the choice of programme audience want to listen to?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agreed
	90
	45%

	Agreed
	70
	35%

	Disagreed
	25
	12.50%

	Strongly Disagreed
	15
	7.50%

	TOTAL
	200
	100%


Source: Field survey, 2025
90(45%) strongly agreed that the radio station influences the choice of programme audience want to listen to and 70(35%) of the respondents agreed while the remaining 25(11.5%) and 15(7.50%) of the respondents disagreed and strongly disagreed respectively as shown in the table above. 
Table 19:	The choice of radio station influence audience lifestyle?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agreed
	85
	42.50%

	Agreed
	75
	37.50%

	Disagreed
	25
	12.50%

	Strongly Disagreed
	15
	7.50%

	TOTAL
	200
	100%


Source: Field survey, 2025
The above table shown that 85(42.50%) strongly agreed that the choice of radio station influence audience lifestyle and 75(37.50%) of the respondents just agreed while the remaining 25(12.5%) and 15(7.50%) of the respondents disagreed and strongly disagreed respectively.
Table 20:	Listenership refers a radio station that provide up-to-date information on issue?
	OPTION
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agreed
	100
	50%

	Agreed
	70
	35%

	Disagreed
	20
	10%

	Strongly Disagreed
	10
	5%

	TOTAL
	200
	100%


Source: Field survey, 2025
100(50%) strongly agreed that the listenership refers a radio station that provide up-to-date information on issue and 70(35%) of the respondents agreed while the remaining 20(10%) and 10(5%) of the respondents disagreed and strongly disagreed respectively as shown in the table above.
4.2	ANALYSIS OF RESEARCH 
Research Question 1: What are the factors that influence choice of the radio station among the market women in Ilorin metropolis? 
Reference: This finds out the reason for the preference of your choice of radio station, it explains what really influence the market women to choose a particular radio station from others. 
Research Question 2: What are the radio listening habits of market women in Ilorin Metropolis?
Reference: This finds out ways and attitudes of market women towards the radio listening habits. It explains what time and how market women create space in listening to a radio programme. 
Research Question 3: What does audience expectation from the preferred station on the personal and business decision of market women in Ilorin metropolis? 
Reference: This finds out the influence of the radio programme on their personal decision from the preferred stations on their business decision of market women in Yoruba road market. 
Research Question 4: Which types of programs preferred by market women in Ilorin metropolis? 
Reference: This finds out which of the radio programme that market women preferred to be listening that have positive effect on their business decision. 
4.3	DISCUSSION OF FINDINGS 
From the analysis and interpretation of data, it was discovered that a lot of things influence the rate at which market women choose the choice of their radio station. Radio station serves a lot of benefit to the people especially the illiterate who do not understand how to read and write of the market women listen to radio programme. 
From information gathered among market women, it can be deduced that majority of the respondents listen to programmes and a lot of thigs have influence the choice of their radio station. Sobi FM is the major radio station the respondents often listen to because of the programme this station offers from their radio station. 
Generally, the choice of the radio station people listens to depends on the language, programme and the ways they provide up to date information that makes people to choose them. It can be deduced from the information gathered that most of the market women listen to choice of the radio station which is Yoruba, because they easily understand information they are trying to pass to people. 
Finally, radio listenership pattern among market women are influenced by a lot of things which include language reason, economic reason, political reason and social value reason, these will now depend on the choice of individual and reason why the prefer their radio station is that they provide up-to-date minute information. Hence, radio listenership pattern among market women are influenced by a lot of things. 

 

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY 
In an attempt to investigate the listenership pattern among market women, through examination of the topic, this study introduced aspect of the research topic. This study is divided into five parts, the first section is real introduction aspect of the research topic – includes background to the study, which identify some introduction to the readers. 
The idea behind this project topic was sated in the statement of the problem which includes the radio listenership pattern among market women to radio programme as well as job interference on the attitude to radio programme and inconsistency in the pattern at which market women listen to radio programmes. 
Also, in the conduct of this research study, some set of research question were stated which include: 
· What are the factors that influence choice of the radio station among the market women in Ilorin metropolis? 
· What are the radio listening habits of market women in Ilorin Metropolis?
· What does audience expectation from the preferred station on the personal and business decision of market women in Ilorin metropolis? 
· Which types of programs preferred by market women in Ilorin metropolis?
The second mainly was to examine the rate of which market women listen to radio. The second chapter deal with the literature review in which some concepts were explained. This includes the development between listeners and the radio programmes, strengths and weakness of radio as well as advantage of listening to radio. 
The third part deal with the methodology adopted in this research work, which is descriptive in nature and sample is randomly selected in order to get articulated answer for complex question. The first section presented and analyzed the result of findings from the field survey. Results were presented using table and sample percentage. 
The major findings on the respondents age by sex show that 33.5% male are between the ages of 26-30. However, 66.5% female are between the 31-40 and none of them were between 41 and above. 
The finding of the frequency of listening to radio programme to market women by sex of respondents, it shows that all the respondents, both male and female aged that the choice of programme influence of choice of radio listenership among market women, while none of them said the opposite. The last part of the study includes summary, conclusion and recommendations. 
5.2	LIMITATION OF STUDY 
This study intends to cover the entire member of Yoruba Road market in Ilorin. In a nutshell, the study delimited only to identify their shop location, educational qualification, occupation and other related variables. 
It, therefore, cost intensive to cover all these fields of study. The research therefore, investigates the assessment of radio listenership pattern among market women in Ilorin metropolis (A study of Yoruba Road market women). 


5.3	CONCLUSION 
Investigation carried out on the topic “Radio listenership pattern among market women” shows that majority of the market women listen to one radio or the other. 
It can be deducted from invention as mentioned by Asekun, Olarinoye (2013) that “radio” is the single most important media equipment because it reaches large audience anywhere in the world. 
This allows for the world population have access to this medium of information distributed and it speaks to an individual personally. The listener feels a great compassion in it especially when is discussing relevant and sensible issue. 
Listener, as Kuewoms (2009) stated that listeners fool incomplete when there is power failure. 
Programme interest, here is no doubt that radio play a very significant roles in the lives of people including market women, as it informs, educates and entertains its audience and information derived from the radio used for decision in marketing, logical argument and more. Therefore, radio broadcasters are regarded as the source of knowledge dispenser and should endeavor to always give information based on fact so that their audience would not be misled. 
Also, radio stations continue to perform the functions of the media, which is to inform, educate, entertain among other, because respondents have agreed that radio plays a significant role in their life’s day-to-day activities. 


5.4	RECOMMENDATIONS 
This study has established the fact that the radio listenership pattern of the market women of Yoruba Road is positive and they have adequate access to radio without the environment. I was disclosed that the market women have positive attitude towards radio programme as most of the information disseminated are taken to true. 
The research recommends that: 
· The management of the radio station within and outside Kwara State should improve on their programming style because Yoruba Road market women’s response has shown that the programming style influences their attitude toward radio station. 
· If radio stations are able to do this, it will further increase the positive attitude toward the radio programmes. 
· More programme that can meet up with the expectation of the market women should be introduced. 
· And on this work, the research further recommends the signal quality and coverage of radio station should be re-visited by the Nigeria Broadcast Commission (NBC) and FBC because from the analysis of research, it is cleared that most market women faced difficulty when listening to radio in their various place of business. 
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QUESTIONNAIRE
DEPARTMENT OF MASS COMMUNICATION 
INSTITUTE OF INFORMATION, COMMUNICATION AND TECHNOLOGY 
KWARA STATE POLYTECHNIC, ILORIN
Dear Respondent, 
I am a student of Mass Communication Department of Kwara State Polytechnic, Ilorin. I am conducting a research topic (Assessment of Radio Listenership Pattern among Market Women in Ilorin Metropolis (A Study of Yoruba Road Market Women). 
Kindly complete the attached questionnaire as objectively as possible. Be rest assured that the information provided will be with utmost confidentiality. 
Thanks for your cooperation. 
HND II Student of Mass Communication 

SECTION A
Instruction: Please tick () the answer you considered as appropriate. The question will be of two parts (Part A and Part B). 
1. Age of the Respondent: 	18-25 			(    ) 		26-35			(    )
 				36-45			(    ) 		46 and above		(    )
2. Sex of the Respondent: Male 			(    ) 		Female 		(    )
3. Marita Status: 		Single			(    )    		Married 		(    ) 
4. Occupation: 		Civil Servant 		(    ) 		Trader 			(    ) 
 				Student 		(    ) 
5. Educational Qualification: 	O-Level 	(    ) 		ND/NCE 		(    ) 
 					HND 		(    ) 		None 			(    ) 
SECTION B 
1. Do you listen to radio? 		Yes 		(    ) 		No			(    ) 
2. How often do you listen to radio? Always 	(    ) 		Often 			(    ) 
 					Rarely 		(    ) 		Never 			(    ) 
3. Which radio station do you listen to most? Royal FM 	(    ) 	Harmony FM 		(    )
 					Midland FM	(    ) 		Sobi FM		(    ) 
 					O FM		(    ) 		Albarika FM		(    ) 
4. What is the level of preference to the choice? 			Very High		(    ) 
 					Average 	(    ) 		Low 			(    ) 
5. What language do you preferred most? 	English (    ) 		Yoruba 		(    ) 
 					Igbo		(    ) 		Pidgin 			(    ) 
6. What is the research for preference of your choice of radio station to others? 
 			Create Political Awareness 	(    ) 
 			Promotion of Social Value 	(    ) 
 			Economic Update		(    ) 
 			All of the above 		(    ) 
7. What makes you prefer programme of your choice? 
 			For better understanding 	(    ) 
 			No communication barrier 	(    ) 
 			Promotion of cultural value	(    ) 
8. In which ways your choice of programme influenced your decision? 	
 			Politically 			(    ) 		Economically 		(    ) 
 			Socially 			(    ) 		All of above 		(    ) 
 			None of Above 		(    ) 
9. How does the choice influence your decision? 
 			Positively 			(    ) 		Neutral 		(    ) 
 			Negatively 			(    ) 
10. A choice of programme influences choice of radio listenership among listeners? 	
 			Strongly Agreed 		(    ) 		Agreed  		(    ) 
 			Strongly Disagreed 		(    ) 		Disagreed   		(    ) 
11. The choice of radio station is factor that promote societal value? 	
			Strongly agreed 		(    ) 		Agreed  		(    ) 
 			Strongly Disagreed 		(    ) 		Disagreed   		(    ) 
12. Language is a factor that can influence the choice of a station? 
			Strongly agreed 		(    ) 		Agreed  		(    ) 
 			Strongly Disagreed 		(    ) 		Disagreed   		(    ) 
13. Radio station influences the choice of programme audience want to listen to? 
			Strongly agreed 		(    ) 		Agreed  		(    ) 
 			Strongly Disagreed 		(    ) 		Disagreed   		(    ) 
14. The choice of radio station influence audience lifestyle? 	
			Strongly agreed 		(    ) 		Agreed  		(    ) 
 			Strongly Disagreed 		(    ) 		Disagreed   		(    )
15. Listenership refers a radio station that provide up-to-date information on issue? 
			Strongly agreed 		(    ) 		Agreed  		(    ) 
 			Strongly Disagreed 		(    ) 		Disagreed   		(    ) 

