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ABSTRACT
This study investigates the role of broadcast media in promoting gender equality in Nigeria, with specific focus on audience perception, media effectiveness, and the challenges encountered by media practitioners. Despite growing national and global awareness of gender inequality, Nigeria continues to experience disparities in representation, access to opportunities, and cultural biases influenced by tradition and religion. The mass media, particularly radio and television, play a strategic role in shaping public opinion, challenging stereotypes, and advocating for inclusive development. Using a quantitative research approach, data were collected through structured questionnaires administered to 80 respondents selected from diverse backgrounds. The findings reveal that the majority of respondents believe broadcast media regularly feature gender-related programs and have contributed to changing societal attitudes about gender roles. Moreover, many agreed that media campaigns have increased awareness of gender rights and promoted equal opportunities. However, the study also uncovered challenges such as cultural and religious constraints, limited funding, and lack of trained personnel in gender-sensitive reporting. The study concludes that while the broadcast media in Nigeria have made considerable contributions to promoting gender equality, more collaborative efforts are required to enhance their impact. Recommendations include increased funding, capacity building for journalists, policy enforcement, and strategic partnerships with NGOs and government agencies. The study underscores the potential of the media as a transformative tool for achieving gender parity in Nigeria.
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CHAPTER ONE
INTRODUCTION
1.1. BACKGROUND TO THE STUDY
The pursuit of gender equality is a fundamental component of modern societies, yet it remains a challenge in many countries, including Nigeria. Gender equality refers to the state in which individuals, regardless of their gender, have equal access to opportunities, resources, and rights. It is a principle deeply embedded in international frameworks such as the United Nations’ Sustainable Development Goals (SDGs), particularly Goal 5, which seeks to achieve gender equality and empower all women and girls. Despite these global commitments, Nigerian society continues to grapple with entrenched gender disparities that hinder progress in various sectors, including education, politics, economic participation, and health. Broadcast media, an essential facet of modern communication, holds a significant position in addressing these disparities. It serves as a tool not just for information dissemination but also for shaping public perceptions, influencing behavior, and creating societal norms. In Nigeria, television and radio—the two main forms of broadcast media—reach millions of people daily, transcending linguistic, cultural, and socio-economic barriers. This reach makes broadcast media a formidable platform for driving social change, including the promotion of gender equality.
Historically, Nigerian culture has been predominantly patriarchal, with societal norms dictating strict gender roles. These norms have often relegated women to secondary positions in education, leadership, and economic participation, while simultaneously imposing restrictive expectations on men. The media, both as a reflection and an influencer of society, has sometimes perpetuated these stereotypes through programming and advertising content. However, as society evolves and awareness of gender equality grows, the media has increasingly been recognized as a potential agent of change. The role of broadcast media in promoting gender equality involves challenging deep-seated stereotypes, amplifying the voices of women and girls, and advocating for equal rights and opportunities. Through documentaries, news reporting, talk shows, and public service announcements, the media can highlight issues such as gender-based violence, unequal pay, limited political representation, and cultural practices that marginalize women. Additionally, it can showcase stories of successful women in leadership, education, and entrepreneurship, offering role models for younger generations and encouraging broader societal acceptance of gender equality.
Despite its potential, the effectiveness of broadcast media in promoting gender equality in Nigeria is influenced by several factors. These include the level of media literacy among the population, the ownership and control of media outlets, and the willingness of media professionals to prioritize gender-sensitive content. Moreover, the pervasive influence of cultural and religious norms often poses challenges to the media's efforts in advocating for gender equality. Globally, the media has played a transformative role in advancing gender equality. For instance, campaigns such as the United Nations' HeForShe movement have leveraged media to engage men and boys in the fight for gender equality. In Nigeria, however, the impact of broadcast media has been uneven, with successes in urban areas often counterbalanced by persistent challenges in rural communities, where access to media is limited, and traditional norms are deeply entrenched. The introduction of this study focuses on situating the issue of gender equality within the Nigerian context, emphasizing the significance of broadcast media as a critical instrument for social change. It acknowledges the systemic barriers that hinder progress while highlighting the opportunities for broadcast media to bridge the gender gap. By examining the contributions of Nigerian television and radio, this study aims to provide insights into how media platforms can be harnessed more effectively to promote gender equality and foster a more inclusive society.
In a country as diverse as Nigeria, the role of media is even more pronounced, given its ability to reach people across different cultural and geographical divides. The media's power to inform, educate, and entertain places it in a unique position to challenge the status quo and influence attitudes toward gender roles and expectations. For instance, radio programs in local languages can address rural audiences on topics such as women’s rights, health, and education, while television dramas and documentaries can challenge stereotypes by portraying women in empowered roles.
Furthermore, the rise of digital platforms has expanded the reach and scope of broadcast media. Social media, podcasts, and online streaming services are now being integrated with traditional media, creating new opportunities for advocacy and engagement. However, these developments also require broadcasters to navigate issues such as misinformation, sensationalism, and bias, which can undermine efforts to promote gender equality. The introduction underscores the critical need to leverage broadcast media as a tool for gender advocacy in Nigeria. It highlights the dual nature of media as both a reflection of societal norms and an instrument for societal transformation. While acknowledging the challenges, this study emphasizes the importance of a proactive approach in utilizing broadcast media to educate, inspire, and mobilize the public toward a more equitable future.
This chapter sets the stage for an in-depth exploration of the contributions of broadcast media in promoting gender equality in Nigeria. It situates the research within the broader discourse on media and development, focusing on the unique challenges and opportunities presented by the Nigerian socio-cultural context. By doing so, it provides a comprehensive foundation for understanding the transformative potential of broadcast media in addressing one of Nigeria's most pressing social issues. Nigeria, with a diverse cultural heritage, is marked by a patriarchal structure that has historically relegated women to subordinate roles. Despite constitutional guarantees of equality and various international commitments, including the adoption of the United Nations’ Sustainable Development Goal 5 (SDG 5) aimed at achieving gender equality, progress remains slow.
Broadcast media, as a pervasive medium of communication, has long been used to inform, educate, and entertain. It reaches millions of Nigerians daily, cutting across age, gender, and socio-economic barriers. With its wide reach and influential nature, broadcast media has the capacity to reshape narratives, challenge discriminatory practices, and highlight the achievements of women, thereby promoting gender equality. Globally, media campaigns and programming have successfully addressed gender disparities in areas such as education and political participation. In Nigeria, however, traditional norms, limited media access in rural areas, and gender bias within the media industry itself have posed challenges to these efforts. Nonetheless, there is growing recognition of the transformative potential of broadcast media in addressing gender inequalities.
1.2. STATEMENT OF THE PROBLEM
Gender inequality persists as a significant impediment to Nigeria's development. Women constitute about 49% of the population but are underrepresented in key sectors such as politics, business leadership, and education. Harmful cultural practices, lack of access to opportunities, and limited media representation of women in empowering roles perpetuate this inequality.
While various studies have addressed the impact of gender inequality in Nigeria, there is a limited focus on how broadcast media can serve as a catalyst for promoting gender equality. This study seeks to address the gap by exploring how Nigerian broadcast media can challenge stereotypes, advocate for policy changes, and amplify women’s voices.
1.3. RESEARCH OBJECTIVES
The primary objective of this study is to examine the contribution of broadcast media in promoting gender equality in Nigeria. The specific objectives include:
i. To examine the extent to which broadcast media in Nigeria cover gender equality issues.
ii. To evaluate the effectiveness of broadcast media campaigns in challenging gender equality in Nigeria.
iii. To explore the perceptions of audiences regarding the role of broadcast media in promoting gender equality in Nigeria.
iv. To identify the challenges faced by broadcast media in promoting gender equality in Nigeria.
v. To recommend strategies for improving the effectiveness of broadcast media in promoting gender equality in Nigeria.
1.4. RESEARCH QUESTIONS
This study will address the following research questions:
i. How does broadcast media in Nigeria challenge gender equality?
ii. What are the strategies employed by broadcast media to promote gender equality empowerment in Nigeria?
iii. What is the societal impact of media campaigns aimed at promoting gender equality?
iv. What challenges do Nigerian broadcasters face in addressing gender inequality?
1.5. SCOPE OF THE STUDY
The scope of this study focuses on investigating the role of broadcast media, specifically television and radio, in promoting gender equality in Nigeria. It examines the nature, extent, and impact of media content addressing gender equality issues, with particular attention to programs such as news reports, talk shows, advertisements, and public service announcements. The study will cover both urban and rural areas to capture the diversity of media access and cultural contexts within the country. It will analyze trends in gender-related media content over a specific period, such as the past five years, to provide insights into contemporary developments. Additionally, the research will target various demographic groups, including men, women, and non-binary individuals from different age groups, educational backgrounds, and socioeconomic statuses, to understand their perceptions of and engagement with such content. Furthermore, the study will assess the contributions and challenges of selected national and regional broadcasting organizations, including both private and government-owned media outlets. While the primary focus is on broadcast media, brief references may be made to other forms of media, such as print or social media, to contextualize findings. This scope is designed to provide a comprehensive understanding of how broadcast media influences gender norms and contributes to the promotion of equality in Nigeria.
1.6. Significance of the Study
The study is significant in fostering public awareness of gender issues, encouraging critical engagement with media content, and empowering audiences to demand more equitable representations. It also contributes to academic literature by providing a localized perspective on the intersection of media and gender in Nigeria, offering a foundation for future research in this area. Ultimately, the study aims to drive transformative change by leveraging the power of broadcast media to promote a more inclusive and equitable society.
1.7. OPERATIONAL DEFINITION OF TERMS
In the context of "contribution of the broadcast media in promoting gender equality in Nigeria," several key terms can be defined as follows:
Role: This refers to the impact of broadcast media in influencing or advancing gender equality. It implies how the media, through its content, strategies, and outreach, positively affects the progress or awareness of gender equality issues.
Broadcast Media: This refers to communication platforms that transmit content to the public through radio, television, and more recently, digital streaming services. Broadcast media includes news, entertainment, educational programming, and advertisements that can reach large audiences. In Nigeria, broadcast media plays a significant role in shaping public opinion and disseminating information.
Promoting: This refers to the actions or efforts aimed at supporting, advancing, or advocating for a cause in this case, gender equality. The promotion can be through campaigns, content production, awareness programs, and discussions that encourage positive societal change.
Gender Equality: This is the state in which people of all genders have equal rights, opportunities, and access to resources. In the context of Nigeria, it encompasses the elimination of gender-based discrimination and the pursuit of fairness in political, economic, social, and cultural aspects of life.
Nigeria: A country in West Africa with diverse cultures, languages, and traditions, which influences its social norms, including gender roles. Nigeria has a complex gender dynamic, with certain practices and policies affecting the equality of men and women in various sectors.
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CHAPTER TWO
LITERATURE REVIEW 
2.0 INTRODUCTION 
Literature review is a comprehensive summary and critical analysis of existing research, theories, and scholarly works on a specific topic. It involves identifying, evaluating, and synthesizing relevant studies, articles, books, and other sources to understand the current state of knowledge, identify gaps, and provide context for new research.
The role of broadcast media in promoting gender equality has been a topic of significant interest in academic and social discourse. Broadcast media, encompassing radio and television, serves as a powerful medium for shaping societal values, influencing public opinion, and addressing critical social issues. In the context of gender equality, media plays a dual role: it can perpetuate stereotypes and reinforce existing inequalities, or it can serve as a platform for challenging discriminatory norms and fostering progressive attitudes. This literature review explores existing studies and scholarly discussions on the contribution of broadcast media to gender equality, focusing on its influence on societal perceptions, the portrayal of gender roles, and its potential as a tool for advocacy and social change. Particular attention is given to the Nigerian context, where cultural and socio-economic dynamics significantly shape the media’s impact on gender issues. The review seeks to provide a foundation for understanding the complexities of media representation and its implications for promoting a more inclusive society.
2.1 CONCEPTUAL REVIEW
2.1.1 HISTORY OF RADIO IN NIGERIA 
The Federal Radio Corporation of Nigeria was founded in 1933 by the British colonial government. Named the Radio Diffusion Service (RDS), it allowed the public to hear the British Broadcasting Corporation's foreign radio service broadcasts in certain public locations over loudspeakers. In April 1950, the RDS became the Nigerian Broadcasting Service and introduced radio stations in Lagos, Kaduna, Enugu, Ibadan, and Kano. This service was reorganized into the Nigerian Broadcasting Corporation (NBC) on April 1, 1957, by act of parliament. Its mission was to "provide, as a public service, independent and impartial broadcasting services". 
[bookmark: _GoBack]By 1962 the NBC had expanded its broadcast stations into Sokoto, Maiduguri, Ilorin, Zaria, Jos, and Katsina in the north; Port Harcourt, Calabar, and Onitsha in the East; and Abeokuta, Warri, and Ijebu-Ode in the West. Each of these stations was considered a subsidiary station of a regional station. The subsidiary stations broadcast local interest programs during part of the day, and then relayed programming from their regional station during the rest of the broadcast day. National programs were broadcast from two shortwave transmitters and one medium wave transmitter located in Sogunle, near Lagos. In late 1960, the Federal Parliament amended the NBC Ordinance to allow the sale of commercial advertisements. The first ads ran on October 31, 1961, and were broadcast from Lagos. By 1962 regional and provincial broadcasters began selling ads to local businesses. The goal of allowing radio advertisements was to help provide additional funding to NBC stations beyond that received from the government. The Federal Parliament approved the creation of the Voice of Nigeria (VON) external shortwave service in 1961. Broadcasts began on January 1, 1961, from Lagos State. 
Its initial operations were limited to two hours a day to West Africa, but by 1963 VON had expanded both its coverage and transmission times with the addition of five additional transmitters. In April 1961, with financial assistance from the Ford Foundation and technical assistance from the British Broadcasting Corporation, NBC began the National School Broadcasting Service in April 1961. The NBC Schools unit broadcast lessons in various school subjects for primary and secondary schools, as well as special programs for teacher training colleges. The Schools unit was based in Ibadan. The NBC and the Broadcasting Corporation of Northern Nigeria (BCNN) were merged in 1978 to become the Federal Radio Corporation of Nigeria (FRCN). Medium wave transmitters previously owned by the NBC were transferred to the individual state governments where the transmitters were located. At the same time, the states transferred shortwave transmitters to the FRCN. In 1996, VON installed three high power transmitters at its Ikorodu transmitter site, allowing worldwide transmissions for the first time. 
2.1.2 BASIC FUNCTIONS OF RADIO 
In every press free society, mass media has some unique and crucial role to play. These roles are surveillance of the society, gate keeping, informing, educating and entertaining the public. Press also serves has watchdog.
2.1.2.1 Surveillance Function 
This is otherwise known as news function of the radio. It involves scouting the environment to bring the evidence essential for information [news] about major happenings in the society the word ‘Surveillance’ according to ...connote a careful monitoring of something done in secrete. The idea behind surveillance is to protect things or someone under watch from falling below public expectation or going astray. This surveillance concept is synonymous to ‘Watchdog’ role of the press. As a Watchdog, radio (radio stations) monitor societal ills and exposes them. These ills include corruption in any sector of the society, politics, education, church, organizations etc. 
2.1.2.2 Informing
It is the responsibility of the press to report timely events has its happening to the public. Timeliness and factuality is one of the major criteria that make a radio station unique and standardized.
2.1.2.3 Educating
Radio has been used severally to educate the public on societal cause, values, norms and health related issues. Public are educated on positive and negative effects of their actions. 
2.1.2.4 Entertainment Function
One of the most popular functions of radio is entertainment. As a matter of fact, a higher percentage of audience prefers entertainment to information. Those in this category include students, youths, teenagers, sports lovers. Except for very serious-minded individuals who tune to radio for information, quite a number of people consume media products during their leisure time, and as such radio becomes a tool of enjoyment and entertainment.
2.1.2.5 Cultural Transmission 
This function entails the passing on or the transfer of a nation’s (or society) social heritage from one generation to another. Sambe (2005) describes the cultural transmission function as the preservation of past heritage or culture from one ethnic group to another, one nation to another and from generation to generation for the purpose of promoting and even integrating culture. Okunna (1994 cited in Sambe 2005) holds that the mass media (radio) disseminate cultural and artistic products for the purpose of preserving the past heritage of the people; they also help in the development of culture by awakening and stimulating the creative and aesthetic abilities in individuals, thus leading to the production of artefacts. 
Mass media (radio) transmits culture by the way the programmes transmitted reflect the behavioural norms and standard practice in the society. If for instance, the contents of media messages emphasize morals and religious harmony as an acceptable way of survival in the society, then those who consume such contents are most likely to pattern their lives accordingly. Another way of transmitting local culture is the programme policy of most broadcast media organizations such that 70% will be for local content and 30% for foreign content. For instance, Radio Lagos (Tiwantinwa) promotes and transmits Yoruba culture mostly.
2.1.2.6 Status Conferral 
This function holds that the mass media (radio) confers higher status on individuals in the society through the frequency of reportage done on the individual. Whenever the press (radio) beams their reportage on an individual, he automatically acquires a status of public figure and the name of such individual becomes a household name. For instance, individuals like Lamidi Adedibu, Chris Uba, Chris Ngige, Ayodele Fayose, Gani Fawehimi, Wole Soyinka, etc became household names in Nigeria because of the high level of frequency of reportage given to them by the mass media (radio). 
2.1.2.7 Enforcement of Norms and Cultural Values
Radio function as a source of enforcing the basic norms and values of the society through their reportage of cultural issues and events. It is through radio people get to know how cultural festivals are being celebrated, how people dance and sing in the Succinctly, radio helps a great deal to interpret, define, and analyze issues that border on people's cultures (both past and present). Radio through entertaining and educating programmes set agenda for the public as regards which cultural values they should accept or reject. They can also make citizens appreciate their indigenous values, norms, and cultural practices and embrace them. The norms of a society are almost always higher than the personal practices of the individuals within the society. For example, we publicly condemn what we privately condone.
2.1.2.8 Watchdog
One of the responsibilities of the press in a libertarian society is to serve as a watchdog. It watches government and its officials carrying out their responsibilities as assigned by law and reports any misdeed, mismanagement of public fund or misused of public office. Press does not only criticize but also praise those that perform outstandingly among public office holders. 
2.1.3 ABOUT SOBI FM
Sobi 101.9 FM is one of the private-owned broadcast media in Ilorin, the Kwara State capital. The station broadcasts on Frequency Modulation, (FM) Meter Band. It is an indigenous radio station. It transmits to the populace on one-zero-one dot nine (101.9) frequency modulation. The Broadcasting House of the station located at Walisum house, Sobi Hill, off Shao road, Ilorin, Kwara state of Nigeria. It was established on the 10th of July 2017 with its ownership and management, purely Nigerian affairs.
2.1.3.1 Coverage Capacity
Sobi FM broadcast to over three million listeners, on a 24-hour, daily basis. This is because of their broadcasting mast which is 390 meters above sea level which helps in dissipating their signals, far and wide, to about five neighbouring states. 
2.1.3.2 In-depth 
Sobi 101.9 FM Ilorin, operates within the confines of the operational guidelines and ethical regulations as entrenched by relevant monitoring and supervising agencies. The station hinges its services on protecting and projecting indigenous values. It serves as a link between the government and the governed through effective tracking of the performances of government towards addressing the aspirations of the masses. Similarly, the station performs other relevant social responsibility services, like promoting good governance and equitable distribution of dividends of democracy. Above all, Sobi 101.9 FM encourages inter-cultural, inter-religious and exchange of useful ideas to accelerate socio- economic lives of the people of Ilorin and its environments. Political affiliation of the proprietor of Sobi FM has several times question its objectivity in political reporting and analysing, most especially during 2019 general election. However, the station claimed that it always mindful of ownership and control, without compromising its social responsibility to its numerous audiences. 
2.1.3.3 ABOUT THE PROGRAMME “VOICE OF EQUALITY” 
Voice equality is about ensuring equal rights, responsibilities, and opportunities for all genders, a value that has far-reaching implications in every sphere of our lives: education, the workplace, health, and beyond. Yet, we know that there are still significant gaps to close before we achieve true gender equality.
The programme explores why it’s crucial, how we can make progress together, and what changes we can advocate for in our communities. Stay with us, as we have insightful discussions, stories, and ideas coming your way."
The programe has this two-way conversation, and encourage listerners to share thoughts with them throughout the program. 


2.2. THEORETICAL FRAMEWORK
The theoretical framework for this study is anchored on several interrelated communication and sociological theories that elucidate how the broadcast media can influence public perception, shape cultural narratives, and promote gender equality in Nigeria.
2.2.1 Uses and Gratification 
Theory Uses and Gratification Theory is one of foremost theories of mass communication. It is a theory that states that the more individual, group and society at large depends on media of communication, the more it influences their life and the more they will depend on it. The theory assumes that individuals have power over their media usage; that is, individuals are not passive consumers of media. This is contradiction to magic bullet theory which states that people are passive consumer of media messages. The theory discusses the effects of the media on the listeners. Uses and gratification was first introduced in the 1940s as scholars began to study why people choose to consume various forms of media. Uses and Gratifications theory as developed by Bulmer and Katz suggests that media users play an active role in choosing and using the media contents. 
These theories include the Agenda-Setting Theory, the Framing Theory, the Social Responsibility Theory, and Feminist Media Theory.
2.2.2. Agenda-Setting Theory
proposed by McCombs and Shaw (1972), posits that the media does not tell people what to think, but rather what to think about. In the context of gender equality, this theory implies that frequent and prominent coverage of gender issues by the broadcast media can influence public discourse and elevate gender-related matters in the national consciousness. When media platforms prioritize stories of gender-based discrimination, women empowerment, and gender equity policies, they create a cognitive framework through which the public begins to perceive these issues as critical and deserving of attention (Dearing & Rogers, 1996). In Nigeria, where patriarchal norms are deeply embedded, the consistent media projection of gender equality can begin to challenge traditional biases and reshape public attitudes.
2.2.3.	Framing Theory
which explores how media presentation influences interpretation. According to Entman (1993), framing involves selection and salience — choosing certain aspects of perceived reality and making them more noticeable. The manner in which Nigerian broadcast media frames stories related to women — whether as victims, achievers, leaders, or agents of change — significantly influences how audiences perceive gender roles. For example, framing women politicians as competent and strong, rather than emotional or weak, can influence public acceptance of women in leadership positions (Goffman, 1974; Byerly & Ross, 2006). Thus, framing is not just about coverage but about the angle, tone, and depth of representation.
2.2.4.	Social Responsibility Theory 
Also underpins this study by emphasizing the ethical obligations of the media in serving the public good. Originating from the Hutchins Commission of 1947, the theory argues that media should be free but also socially responsible by representing all segments of society fairly and equitably. In a diverse country like Nigeria, where gender inequality persists in various forms — from political underrepresentation to gender-based violence — the broadcast media has a responsibility to advocate for inclusive development and equality (Siebert, Peterson, & Schramm, 1956). This theory implies that Nigerian media organizations must deliberately include gender-sensitive programming, give voice to marginalized female populations, and challenge discriminatory narratives.
2.2.5.	Feminist Media Theory 
Offers a critical perspective on how media systems perpetuate or resist gender inequalities. It critiques the underrepresentation and stereotypical portrayal of women in the media while advocating for transformative practices that highlight women's diverse roles and contributions to society (Van Zoonen, 1994). Feminist scholars argue that media is a powerful tool for either reinforcing patriarchal ideologies or dismantling them. In the Nigerian context, feminist media theory provides a lens through which to analyze how broadcast content either reinforces traditional gender roles or promotes progressive gender discourse. The theory also supports advocacy for more female representation in media production and decision-making processes to ensure balanced perspectives and narratives.
The theoretical framework of this study integrates the agenda-setting and framing functions of the media, the normative expectations outlined by social responsibility theory, and the critical insights of feminist media theory. Together, these theories provide a robust analytical lens for understanding how Nigerian broadcast media can be both a mirror and a motor of change in the struggle for gender equality.

2.2.6. Criticisms of Uses and Gratification Theory
The theory has been severally criticized both on its theory and methodology. McQuail (1994) commented that the approach has not provided much successful prediction or causal explanation of media choice and use. Since it is true that much media use is circumstantial and weakly motivated, the approach seems to work best in examining specific types of media where motivation might be presented (McQuail, 1994).
The theory does not show media as important. The theory does not believe in the power of media and how media can influence human needs and gratification unconsciously (Shraddha 2018). The model is audience centred and shows audience as an active participant. Critics think that the theory does not meet the standards to be called a theory and can only be taken as an approach to analyse as research relies on recollection of memory. The theory ignores the use of media in social structures and audience might not always be active.
The theory does not show media as important. The theory does not believe in the power of media and how media can influence human needs and gratification unconsciously (Shraddha 2018). The model is audience centred and shows audience as an active participant. Critics think that the theory does not meet the standards to be called a theory and can only be taken as an approach to analyse as research relies on recollection of memory. The theory ignores the use of media in social structures and audience might not always be active. 
2.3.	EMPIRICAL REVIEW
A growing body of empirical research has examined the role of broadcast media in advancing gender equality, both globally and within the Nigerian context. These studies reveal complex interactions between media content, institutional practices, audience reception, and broader societal gender norms. Collectively, they highlight both the transformative potential and the persistent limitations of broadcast media in challenging gender-based discrimination.
In Nigeria, broadcast media has increasingly served as a platform for gender advocacy, though with varying levels of effectiveness. According to Okunna (2005), radio and television programs have played significant roles in raising awareness about issues such as girl-child education, women’s political participation, and domestic violence. Through campaigns such as “HeForShe” and locally produced programs like Gender Agenda on Nigerian Television Authority (NTA), media has contributed to reshaping public discourse. However, empirical findings suggest that while awareness may increase, behavior and attitude change are not automatic. Umechukwu and Oboh (2013) argue that although broadcast media has succeeded in spotlighting gender issues, it often fails to sustain long-term engagement due to inconsistent programming and the dominance of patriarchal editorial policies.
A study by Oyesomi and Oyero (2012) examined the role of selected Nigerian television stations in promoting gender equality and found that most stations portrayed women in traditional or subordinate roles, reinforcing gender stereotypes rather than challenging them. Their content analysis revealed a significant underrepresentation of women in news and leadership-related content, with women often portrayed as homemakers or dependent on men. This aligns with earlier findings by Nwosu and Nwodu (2008), who noted that the persistent use of stereotypical tropes in broadcast media continues to marginalize women and normalize gender inequality, despite constitutional guarantees of equal rights.
Conversely, there are empirical examples where media interventions have yielded positive results. In a quasi-experimental study conducted by Edeani and Eze (2010), communities exposed to gender-focused radio programming in southeastern Nigeria showed a statistically significant improvement in attitudes toward women’s participation in education and politics compared to control communities. These findings underscore the effectiveness of sustained, community-oriented broadcast initiatives in influencing social norms and promoting inclusivity.
The relationship between media ownership, editorial independence, and gender representation has also been explored. Adegbola and Ojebuyi (2017) found that media houses with female leadership or strong public interest mandates were more likely to air content that supports gender equality. Their study, which analyzed programming from federal and state-owned broadcasters in southwestern Nigeria, suggested that institutional culture and leadership play critical roles in shaping media content. Similarly, Asabe (2020) examined news content from both private and government-owned television stations and reported a higher incidence of gender-sensitive reporting in public broadcasting, likely due to governmental obligations under international frameworks such as the Convention on the Elimination of All Forms of Discrimination Against Women (CEDAW).
Further, audience studies highlight how media reception is influenced by cultural, religious, and socioeconomic factors. Musa and Yusha’u (2016) conducted focus group discussions across northern Nigeria and found that while broadcast messages about gender equity were understood, they were often resisted due to deeply entrenched patriarchal values. Their findings reinforce the argument that media content alone cannot shift societal norms without corresponding efforts in education, community engagement, and policy reform.
In terms of methodology, many empirical studies employ content analysis, surveys, focus groups, and experimental designs to measure the impact of media on gender attitudes. However, researchers such as Ezeh (2014) have criticized the over-reliance on quantitative approaches that fail to capture the nuanced, lived experiences of women in media production and consumption. There is a growing call for intersectional and feminist research methods that consider variables such as ethnicity, class, religion, and geography in evaluating media influence on gender dynamics.
Empirical evidence presents a dual narrative. On one hand, broadcast media in Nigeria holds significant potential as an agent of social change, capable of challenging patriarchal norms and promoting gender equity. On the other hand, structural inequalities within media institutions, cultural resistance, and inconsistent messaging undermine its effectiveness. The empirical literature thus supports a multifaceted approach to media reform—one that combines gender-sensitive content creation, inclusive institutional policies, audience engagement, and legal frameworks—to realize the full potential of broadcast media in promoting gender equality.
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CHAPTER THREE
RESEARCH DESIGN
3.1 RESEARCH METHOD
This is a description where one study a large population and researchers have to sample some portion of the population and generalize. It is a study that investigates the existing characteristics of large group of persons, objects or situation by collecting data from a portion of peoples or situation.
Olayiwola (2017) put it that survey research is a research method that describes a given state of affairs at a particular time. It is commonly involved gathering data from a population at a period from the total population a carefully selected sample having fact and characteristics techniques.
3.2 POPULATION OF STUDY
Population, according to Euborowalai (2023. 15) refers to the entire subject whom the researcher is investigating or any group of persons or organization being studied by on in investigator that constitute the population. This research work is to research on the role of the broadcast media in promoting gender equality in Nigeria, therefore the population of this study comprises of all the organization in Nigeria, majority of the respondents will be focused on the Ilorin residents.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUES
Undoubtedly, it is believed that the sample population of the research was the entire public of Nigerian. I will use the purpose sampling, the respondents are targeted to people living in Ilorin, and organization may include civil servant, traders, and some selected organization. The research will be focused on the Ilorin west resident which will be our site of research, Ilorin is situated in kwara state and Ilorin has the population of 165,200 as of 2022 local census. Ilorin contains on only three local government which includes Ilorin west, Ilorin south, and Ilorin east. This research work will focuses the research on Ilorin west and the wards within territory will be used. The local wards are: Adewole, Alanamu, Badari, Baboko, Ajikobi, Oko-Erin, Oloje, Ogidi, Magaji Are, Balogun Fulani, Warah Osin, Ojuekun/Zarumi. Random sampling will be used for the research, and 10 individual will be picked from the local wards and the total of 130 respondents will be administered the questionnaires, and the analysis will be done statistically using statistical instrument.
 Questionnaire will be administered on those who make themselves available this ensures hundred percent rate of return.
3.4 INSTRUMENTATION
This research design is descriptive and expository in nature, questionnaire will be used as instrument out data with the respondents opinions or views on the “ROLE OF THE BROADCAST MEDIA IN PROMOTING GENDER EQUALITY IN NIGERIA”.
3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT 
Validity is concerned with the ability of a research instrument to measure that it has design to measure i.e. how will it measure that it is supposed to measure? Does the instrument measure what is supposed to measure.
This instrument is valid because the questionnaire is protested and the questions were given the desired result moreover the question were crossed checked by the supervisors to give instrument validity on the basis of the above the instrument is therefore valid.
3.6 METHOD OF ADMINISTRATION OF INSTRUMENT
The instrument used in the study is questionnaire and it will be distributed through Google survey form, that will be share across to any available individual, I will consult various respondents through their personal Direct messages or personal inbox. Therefore, the total two hundred (200) questionnaire will be distributed and administered within a reasonable period of time.
3.7 METHOD OF DATA ANALYSIS 
To make the analysis of the media collection simple, frequency count was used, the statistical computation was done manually, furthermore, table as part of the descriptive statistical techniques was used mostly to best  the research, questions and each respondent were scared accounting to the basis or frequency distribution and sample percentage were corrupted from distributed.


CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.0. Introduction
This chapter presents, analyzes, and interprets the data collected through a structured questionnaire distributed to respondents. The questionnaire comprised two major sections: Section A (Demographic Information) and Section B (Responses Based on Research Objectives). The analysis involves the use of frequency tables and percentages, with interpretations that align with each research objective. The goal is to understand how the broadcast media promote gender equality in Nigeria and the perception of the audience regarding these efforts.
4.1. DATA PRESENTATION 
Section A: Demographic Information of Respondents
Table 4.1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	42
	52.5%

	Female
	35
	43.8%

	Prefer not to say
	3
	3.7%

	Total
	80
	100%


Source: Survey 2025
The above table indicates that the majority of respondents were male, representing 52.5% of the total participants, while females accounted for 43.8%. A small proportion, 3.7%, preferred not to disclose their gender. The near-balanced gender distribution is significant for this study because it allows insights into how both males and females perceive the role of broadcast media in promoting gender equality. The inclusion of a non-disclosure option also respects respondent privacy and highlights the sensitivity some may feel towards gender discourse, which is itself relevant to the topic.
Table 4.2: Age Group of Respondents
	Age Group
	Frequency
	Percentage (%)

	16–20
	12
	15.0%

	21–25
	30
	37.5%

	26–30
	20
	25.0%

	31–35
	10
	12.5%

	36 and above
	8
	10.0%

	Total
	80
	100%


Source: Survey 2025
Most respondents (37.5%) fall within the age bracket of 21–25, followed by those aged 26–30 (25%). This shows a youthful population with a high likelihood of regular media consumption, particularly from digital and broadcast platforms. The age distribution suggests that opinions formed about gender roles and media impact are primarily from a younger demographic. This is essential, as young people often drive social change and are more receptive to media messaging. Meanwhile, the relatively low representation of older age groups might indicate less media engagement or limited access to questionnaires.
Table 4.3: Occupation of Respondents
	Occupation
	Frequency
	Percentage (%)

	Student
	40
	50.0%

	Civil Servant
	12
	15.0%

	Private Sector Worker
	9
	11.3%

	Self-Employed
	10
	12.5%

	Unemployed
	9
	11.3%

	Total
	80
	100%


Source: Survey 2025
Students made up half of the total respondents (50%), indicating that a large segment of those surveyed are in an academic environment where social issues like gender equality may be actively discussed. Civil servants and self-employed individuals collectively account for 27.5%, suggesting some level of occupational diversity in the sample. The presence of unemployed individuals (11.3%) may reflect on socio-economic groups that rely heavily on media content for information and entertainment, and whose views are equally important in evaluating the impact of broadcast media campaigns.
Table 4.4: Educational Qualification of Respondents
	Educational Qualification
	Frequency
	Percentage (%)

	SSCE
	10
	12.5%

	OND/NCE
	18
	22.5%

	HND/B.Sc.
	35
	43.8%

	Postgraduate
	17
	21.2%

	Total
	80
	100%


Source: Survey 2025
A significant proportion of respondents (43.8%) possess either a Higher National Diploma or a Bachelor's degree, while 21.2% have attained postgraduate education. This indicates that the majority of respondents are well-educated and therefore capable of critically evaluating broadcast content, particularly in relation to social justice themes like gender equality. Respondents with SSCE (12.5%) still represent a valuable voice, especially in rural and grassroots contexts. The educational diversity captured here strengthens the validity of the findings across multiple literacy levels.
4.3 Section B: Analysis Based on Research Objectives
Objective 1: To Examine the Extent to Which Broadcast Media in Nigeria Cover Gender Equality Issues
Table 4.5: Broadcast media in Nigeria regularly feature programs related to gender equality
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	20
	25.0%

	Agree
	28
	35.0%

	Neutral
	14
	17.5%

	Disagree
	12
	15.0%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
A combined 60% of respondents (Strongly Agree + Agree) believe that broadcast media in Nigeria do regularly feature gender equality programs. This suggests a commendable level of awareness and effort by media organizations to address gender-related topics. However, the presence of 22.5% (Disagree + Strongly Disagree) reflects a concern among some respondents about insufficient or inconsistent programming. The 17.5% who were Neutral may indicate either indifference or a lack of exposure to such programs, which could suggest uneven distribution of gender equality content across regions or platforms.
Table 4.6: Gender equality is often included in news coverage on radio and television in Nigeria
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	18
	22.5%

	Agree
	30
	37.5%

	Neutral
	15
	18.8%

	Disagree
	12
	15.0%

	Strongly Disagree
	5
	6.2%

	Total
	80
	100%


Source: Survey 2025
Most respondents (60%) agreed that gender equality is frequently covered in radio and TV news. This is a positive indicator that media houses are integrating gender concerns into mainstream reporting. However, the 21.2% who disagreed raise questions about consistency, reach, or relevance of such coverage. The neutrality of 18.8% also reveals that a segment of the audience may not consciously recognize these efforts, highlighting a possible disconnect between content production and audience perception.
Table 4.7: I have noticed both male and female presenters anchoring gender-related programmes
	Response
	Frequency
	Percentage (%)

	Yes
	52
	65.0%

	No
	18
	22.5%

	Not Sure
	10
	12.5%

	Total
	80
	100%


Source: Survey 2025
A strong majority (65%) affirmed that both male and female presenters are involved in anchoring gender-related programs. This balanced representation is a crucial step towards modeling gender inclusiveness. However, the 22.5% who said "No" and the 12.5% who are "Not Sure" suggest that in some stations or regions, gender roles in media presentation may still be skewed or that such programs are not prominent enough to leave a clear impression.
Table 4.8: The media gives more attention to women empowerment than men’s gender issues
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	26
	32.5%

	Agree
	24
	30.0%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	8
	10.0%

	Total
	80
	100%


Source: Survey 2025
Approximately 62.5% of respondents believe that the media focuses more on women's empowerment than on men’s gender-related issues. This trend may be a reflection of ongoing efforts to correct historical disadvantages faced by women. Nevertheless, the findings suggest a need for the media to also address male-specific challenges, such as emotional well-being, mental health, or fatherhood responsibilities. Achieving a balance will promote a more holistic view of gender equality.
Objective 2: To Evaluate the Effectiveness of Broadcast Media Campaigns in Challenging Gender Inequality in Nigeria


Table 4.9: Radio and TV campaigns have helped change my perception about gender roles
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	22
	27.5%

	Agree
	30
	37.5%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
The data shows that 65% of respondents believe broadcast campaigns have influenced their understanding of gender roles. This affirms the power of the media in reshaping cultural narratives and attitudes. However, about 20% do not believe their views have changed, suggesting that either the messages are not persuasive enough or that deeply ingrained beliefs still pose resistance.
Table 4.10: Broadcast media programs have encouraged equal opportunities for both men and women
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	24
	30.0%

	Agree
	28
	35.0%

	Neutral
	10
	12.5%

	Disagree
	12
	15.0%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
With 65% in agreement, it is evident that broadcast media campaigns are playing a role in advocating equal opportunities. Nevertheless, the 22.5% who disagreed or strongly disagreed signal that improvements can still be made, especially in tailoring messages to appeal across cultural, religious, and socio-economic backgrounds.
Table 4.11: I have observed changes in societal attitudes toward gender equality due to media campaigns
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	20
	25.0%

	Agree
	26
	32.5%

	Neutral
	18
	22.5%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
The result reveals that 57.5% of respondents perceive a shift in societal attitudes, indicating the influence of long-term media advocacy. However, the presence of a large neutral group (22.5%) may mean that changes are either slow, subtle, or not uniformly experienced. These findings suggest that while progress is being made, sustained efforts are still required.
Table 4.12: Most gender-related campaigns on radio/TV are impactful and easy to understand
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	22
	27.5%

	Agree
	30
	37.5%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
Approximately 65% of the respondents found gender-related media campaigns to be both impactful and easy to comprehend. This is an encouraging sign, pointing to clarity in communication and audience engagement. However, 20% of respondents disagreed, indicating room for improvement in messaging strategies, language simplicity, and cultural relevance of the content.
Objective 3: To Explore the Perceptions of Audiences Regarding the Role of Broadcast Media in Promoting Gender Equality in Nigeria
Table 4.13: I believe that the broadcast media is a powerful tool for promoting gender equality
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	28
	35.0%

	Agree
	30
	37.5%

	Neutral
	10
	12.5%

	Disagree
	8
	10.0%

	Strongly Disagree
	4
	5.0%

	Total
	80
	100%


Source: Survey 2025
A combined 72.5% of the respondents agree that the broadcast media plays a powerful role in promoting gender equality. This overwhelming affirmation reveals public confidence in media institutions as effective instruments for social change. Nonetheless, the minority (15%) who disagreed or strongly disagreed may view media efforts as symbolic or insufficiently transformative. These responses suggest a need to reinforce not just message delivery but also real-world policy impacts connected to media advocacy.
Table 4.14: Broadcast media programs have increased my awareness of gender equality rights
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	25
	31.2%

	Agree
	28
	35.0%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	5
	6.3%

	Total
	80
	100%


Source: Survey 2025
Over two-thirds of respondents (66.2%) agreed that their awareness of gender equality rights increased through media exposure. This suggests that public enlightenment through broadcast media has been effective to a significant extent. The 15% neutral response and 18.8% disagreement indicate that some individuals are either not receiving these messages or feel the media is not addressing their specific concerns, possibly due to language barriers, program timing, or regional underrepresentation.
Table 4.15: I trust the broadcast media to provide fair representation of gender-related issues
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	20
	25.0%

	Agree
	30
	37.5%

	Neutral
	15
	18.8%

	Disagree
	10
	12.5%

	Strongly Disagree
	5
	6.2%

	Total
	80
	100%


Source: Survey 2025
62.5% of respondents expressed trust in the fairness of broadcast media’s coverage of gender-related issues. While this trust is encouraging, the combined 18.7% who disagreed or strongly disagreed highlight skepticism or perceived bias in the portrayal of gender stories. The neutrality of 18.8% suggests that fairness in gender reporting may not always be obvious or consistent. This underlines the need for ethical journalism and a deliberate balance in gender representation.
Table 4.16: I feel that media coverage of gender issues is often biased or one-sided
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	18
	22.5%

	Agree
	20
	25.0%

	Neutral
	12
	15.0%

	Disagree
	20
	25.0%

	Strongly Disagree
	10
	12.5%

	Total
	80
	100%


Source: Survey 2025
This table reveals divided opinions: 47.5% of respondents believe media coverage is biased or one-sided, while an equal 37.5% disagreed. This polarization highlights a major concern—many people feel gender issues are presented from a narrow perspective, possibly favoring one gender or failing to represent complex realities. These concerns could diminish audience trust and reduce the impact of campaigns. Media institutions must ensure objectivity and inclusiveness in all gender-related content.
Objective 4: To Identify the Challenges Faced by Broadcast Media in Promoting Gender Equality in Nigeria
Table 4.17: Cultural and religious beliefs affect how gender issues are reported in the media
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	32
	40.0%

	Agree
	24
	30.0%

	Neutral
	8
	10.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
A significant 70% of respondents believe that cultural and religious beliefs influence how gender issues are covered in the media. This finding is critical as it points to deeply embedded societal norms that may restrict open discussions of gender equality or lead to biased reporting. The implication is that media professionals often navigate sensitive terrain, which may limit the depth and scope of gender narratives. The media must find culturally sensitive yet progressive ways to address gender issues without provoking backlash.
Table 4.18: Lack of funding and sponsorship limits media content on gender equality
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	30
	37.5%

	Agree
	28
	35.0%

	Neutral
	10
	12.5%

	Disagree
	8
	10.0%

	Strongly Disagree
	4
	5.0%

	Total
	80
	100%


Source: Survey 2025
An overwhelming 72.5% of respondents agree that limited funding restricts the media’s ability to produce gender-sensitive content. This reflects financial realities in Nigerian media where commercial interests often outweigh social issues. Gender-focused programming may not receive enough sponsorship, limiting its visibility and continuity. To combat this, collaborative partnerships between media outlets, NGOs, and government bodies are essential to sustain impactful gender-related content.
Table 4.19: There is a lack of trained personnel to effectively report on gender issues in Nigeria
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	26
	32.5%

	Agree
	30
	37.5%

	Neutral
	12
	15.0%

	Disagree
	8
	10.0%

	Strongly Disagree
	4
	5.0%

	Total
	80
	100%


Source: Survey 2025
70% of the respondents believe that a lack of trained personnel negatively impacts gender reporting in Nigeria. This finding points to a structural problem within the media industry where many journalists may lack specific training in gender-sensitive reporting. This affects not only the accuracy of information but also the tone, balance, and influence of gender programs. Training and capacity building in gender journalism are therefore vital.
Objective 5: To Recommend Strategies for Improving the Effectiveness of Broadcast Media in Promoting Gender Equality in Nigeria
Table 4.20: Government and NGOs should partner with media houses to increase gender-sensitive content
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	35
	43.8%

	Agree
	28
	35.0%

	Neutral
	10
	12.5%

	Disagree
	5
	6.2%

	Strongly Disagree
	2
	2.5%

	Total
	80
	100%


Source: Survey 2025
An overwhelming majority (78.8%) agree that partnerships between media houses, government agencies, and NGOs are essential for increasing gender-sensitive content. This underscores the public's awareness that promoting gender equality requires a multi-sectoral approach. Such partnerships can lead to increased funding, technical training, content development, and community outreach, thereby enhancing the effectiveness and reach of media campaigns.
4.2.  Discussion of Findings
This section interprets the results of the data analysis in line with the specific objectives of the study. The findings are also discussed in the context of existing literature, theoretical frameworks, and the socio-cultural environment in Nigeria. The aim is to gain deeper insights into the role of broadcast media in promoting gender equality.
Objective 1: To Examine the Extent to Which Broadcast Media in Nigeria Cover Gender Equality Issues
The data revealed that a significant portion of the respondents (60%) agreed that broadcast media regularly feature gender-related programs. Additionally, 65% confirmed observing both male and female presenters anchoring such programs. These findings affirm that gender equality content is indeed present in Nigeria’s broadcast landscape.
However, the presence of 22.5% who disagreed or strongly disagreed, and a notable 17.5% who were neutral, indicates that such content might not be consistently visible across all platforms or time slots. The imbalance in perceptions suggests that access to and exposure to gender content may be limited by factors such as location, language, or broadcast timing.
Interestingly, more than 60% of the respondents felt that the media gives more attention to women’s empowerment than to men’s gender-related issues. While this highlights progress in addressing historical marginalization of women, it also reveals an emerging concern: the potential neglect of male-specific issues. This aligns with scholars like Okunna (2002), who argued that while female empowerment is crucial, media coverage must embrace a gender-balanced approach.
Objective 2: To Evaluate the Effectiveness of Broadcast Media Campaigns in Challenging Gender Inequality
The findings indicate that broadcast media campaigns have a strong influence on audience perception. A combined 65% of the respondents agreed that their understanding of gender roles changed due to radio and television content. Similarly, 65% believed media programs promote equal opportunities for both men and women, and 57.5% noticed changes in societal attitudes as a result of such campaigns.
This suggests that the media, especially radio and television, are effective in challenging traditional gender stereotypes and promoting equitable norms. The result supports McQuail’s Media Effects Theory, which posits that repeated media exposure can influence public attitudes and behaviors. Nevertheless, the significant number of neutral and disagreeing responses across multiple items suggests that impact is not uniform. Factors such as media literacy, content clarity, and personal beliefs might mediate the effectiveness of campaigns.
Moreover, although 65% found gender-related programs easy to understand and impactful, the remaining 35% who expressed either doubt or neutrality reveal a need for content improvement—particularly in linguistic accessibility, cultural sensitivity, and storytelling methods.
Objective 3: To Explore the Perceptions of Audiences Regarding the Role of Broadcast Media in Promoting Gender Equality
A substantial 72.5% of respondents agreed that broadcast media is a powerful tool for promoting gender equality. This finding is critical, as it reaffirms the position of the media as a driver of social development and public consciousness. Additionally, 66.2% claimed that their awareness of gender rights increased due to broadcast media efforts.
However, trust in media’s fairness was supported by only 62.5%, with a significant 18.7% expressing doubt. More importantly, nearly half (47.5%) of the respondents perceived media coverage of gender issues as biased or one-sided. This perceived bias may stem from the portrayal of gender in adversarial terms—often framing it as a “battle of the sexes” rather than a collective societal goal.
These perceptions highlight the need for broadcasters to reassess their framing techniques, avoid tokenism, and engage both genders equally in content production. The responses also reinforce the idea proposed by scholars like Gever & Coleman (2019), who emphasized the importance of nuanced, intersectional, and balanced gender discourse in media.
Objective 4: To Identify the Challenges Faced by Broadcast Media in Promoting Gender Equality in Nigeria
The data strongly pointed to three major challenges:
1. Cultural and Religious Constraints – 70% of respondents agreed that cultural and religious beliefs affect media reporting on gender. This is consistent with Aina (2011), who noted that entrenched patriarchy and religious dogma continue to shape the narratives the media is allowed—or dares—to promote.
2. Lack of Funding and Sponsorship – 72.5% agreed that inadequate funding limits the creation of gender-sensitive programs. As media organizations prioritize commercial content, social issues like gender equity may be sidelined.
3. Inadequate Training – 70% of respondents believed that lack of trained personnel is a barrier to effective reporting on gender issues. This underscores a capacity gap in gender-aware journalism, particularly in regional and grassroots media outlets.
These challenges reflect systemic weaknesses that reduce the media’s ability to fulfill its transformative potential. Without addressing these root issues, the sustainability and depth of media-led gender campaigns remain in question.
Objective 5: To Recommend Strategies for Improving the Effectiveness of Broadcast Media in Promoting Gender Equality
An overwhelming 78.8% of respondents agreed that partnerships between government agencies, NGOs, and media houses are crucial to enhancing gender-sensitive content. This shows strong public support for multi-stakeholder collaboration. As suggested by development communication scholars, a synergistic approach that combines policy support, civil society expertise, and media outreach is key to fostering lasting gender equality.
The study therefore aligns with the Agenda-Setting Theory, which emphasizes the media’s ability not only to inform but also to shape public priorities. If gender equality is given prominence consistently in broadcast media—backed by funding, training, and community engagement—it can become a national agenda embraced by all sectors.
4.3. Summary of Discussion of findings
In summary, while the study affirms that Nigerian broadcast media are playing a meaningful role in promoting gender equality, several gaps and challenges must be addressed. The findings suggest that increased funding, professional training, and collaboration with external organizations can help to deepen impact, ensure balanced reporting, and overcome cultural resistance. The public largely believes in the power of the media, and with proper support and 
From the data analysis above, it is clear that:
· The broadcast media in Nigeria play a notable role in promoting gender equality, with high audience awareness of related programs.
· Media campaigns are largely effective in shifting perceptions about gender roles, although challenges such as bias, inadequate funding, and lack of skilled personnel persist.
· Cultural and religious constraints often influence the presentation of gender issues, requiring the media to balance sensitivity with advocacy.
· There is strong public support for collaborative efforts to enhance gender equality programming.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of the Study
This study examined the role of broadcast media in promoting gender equality in Nigeria, with Sobi FM and other general broadcast institutions serving as a contextual reference. The study was necessitated by the persistent gender imbalance in Nigerian society, particularly in representation, opportunities, and access to information. The increasing use of media campaigns to advocate for social justice prompted the need to assess the extent, effectiveness, audience perception, challenges, and possible strategies for enhancing media-based gender equality advocacy.
Chapter One introduced the background of the study, highlighting the global and Nigerian contexts of gender inequality. It established the problem statement, objectives of the study, research questions, and significance. The primary objective was to assess how effective broadcast media has been in promoting gender equality in Nigeria. The chapter also discussed limitations and defined key terms.
Chapter Two presented a review of relevant literature and theoretical frameworks. It explored conceptual clarifications such as gender, gender equality, and media advocacy. It also reviewed empirical studies that explored the media’s involvement in promoting women’s rights, men’s gender challenges, and societal transformation. The theoretical framework relied on the Agenda-Setting Theory (McCombs & Shaw, 1972) and Social Responsibility Theory, both of which underscore the power of the media in shaping public discourse and driving social change.
Chapter Three focused on the methodology used in the study. A quantitative research design was adopted, and data were collected using structured questionnaires distributed to 80 respondents selected through purposive sampling. The analysis was done using frequency tables and percentage distributions.
Chapter Four presented, analyzed, and interpreted the data. The demographic distribution revealed that respondents were largely youthful and well-educated. The results showed that the majority believed that broadcast media have made significant efforts in promoting gender equality, though challenges such as cultural bias, funding limitations, and lack of skilled personnel persist. Furthermore, many respondents agreed that media campaigns influenced their perceptions about gender roles and increased their awareness of gender equality rights.
Chapter Five concludes the study by summarizing the findings, drawing conclusions, and making recommendations.
Base on the objective in chapter one here is the summary:
To examine the extent to which broadcast media in Nigeria cover gender equality issues
Broadcast media in Nigeria, comprising radio and television, play a pivotal role in shaping public discourse and awareness. However, their coverage of gender equality issues remains inconsistent and often superficial. While some media organizations include segments on women’s empowerment, gender-based violence, and girl-child education, these are not consistently mainstreamed into news reporting or entertainment content. A closer examination reveals that gender issues are frequently treated as occasional features rather than integrated topics of national concern. Furthermore, when covered, the framing of such stories sometimes reinforces stereotypes instead of challenging them. This calls for a more structured and deliberate editorial approach to ensure that gender equality is treated as a recurring and central theme in national media conversations.
To evaluate the effectiveness of broadcast media campaigns in challenging gender inequality in Nigeria
Broadcast media campaigns aimed at addressing gender inequality in Nigeria have had mixed outcomes. Notable successes include public service announcements and documentaries addressing domestic violence, child marriage, and women's participation in politics. Campaigns such as "HeForShe," and radio dramas like “Story, Story” by BBC Media Action, have shown potential in changing attitudes at the grassroots level. However, the effectiveness of these campaigns often depends on factors such as audience reach, cultural context, language, and frequency. Many campaigns are donor-driven and short-lived, lacking sustainability or nationwide coverage. There is also a gap in follow-up mechanisms to assess behavior change among audiences, thereby limiting the long-term impact of these efforts.
To explore the perceptions of audiences regarding the role of broadcast media in promoting gender equality in Nigeria
Audience perception plays a crucial role in determining the impact of media on societal issues. Studies and surveys suggest that many Nigerian audiences recognize the media’s power to influence thoughts on gender roles. However, perceptions vary across demographics such as gender, age, education, and location. While urban audiences may appreciate media efforts in promoting gender equity, rural audiences may be more skeptical due to deep-rooted cultural and religious beliefs. Additionally, some audiences believe that the media tends to over-sensationalize gender issues or portray them as urban elite problems, thus creating a disconnect. Understanding these perceptions is essential for designing inclusive and impactful media campaigns.
To identify the challenges faced by broadcast media in promoting gender equality in Nigeria
Broadcast media in Nigeria face numerous challenges in promoting gender equality. These include:
· Institutional Bias: Media organizations often reflect the patriarchal structures of Nigerian society, with fewer women in leadership roles or as decision-makers in content production.
· Limited Funding: Producing quality gender-sensitive content requires resources, which many media outlets lack, especially those operating in rural or low-income areas.
· Cultural and Religious Barriers: Taboos and conservative societal norms often restrict open discussions around gender issues.
· Audience Resistance: Some segments of the population resist gender equality messages, perceiving them as foreign or anti-cultural.
· Regulatory Gaps: The absence of strong policy frameworks that mandate gender sensitivity in media programming hampers efforts to mainstream gender issues.
To recommend strategies for improving the effectiveness of broadcast media in promoting gender equality in Nigeria
To enhance the role of broadcast media in fostering gender equality, the following strategies are recommended:
1. Policy Reform and Enforcement: Media regulatory bodies should enforce gender-sensitive programming standards across all platforms.
2. Capacity Building: Continuous training for media professionals on gender-sensitive reporting and inclusive storytelling techniques is essential.
3. Audience Engagement: Media houses should conduct regular feedback sessions and surveys to better understand audience needs and perspectives on gender issues.
4. Collaboration with Civil Society: Media organizations should partner with NGOs, gender advocacy groups, and educational institutions to produce content that is both informative and transformative.
5. Promoting Female Representation: Encourage more women in media leadership roles and ensure diverse voices are represented in newsrooms and programming.
6. Localization of Content: Develop content in local languages and culturally appropriate formats to reach and resonate with rural and traditional communities.
7. Monitoring and Evaluation: Establish robust mechanisms for evaluating the impact of media campaigns on gender attitudes and behaviors over time.
5.2 Conclusion
Based on the analysis and discussion of findings, it can be concluded that broadcast media in Nigeria play a significant and growing role in promoting gender equality. Through programs, news reports, talk shows, and campaigns, radio and television stations have become tools for advocacy, education, and empowerment.
However, the impact of these efforts is often limited by structural and contextual challenges, including cultural norms, religious restrictions, insufficient funding, and inadequate training of media professionals. Despite these limitations, the audience generally perceives the broadcast media as a credible and powerful force in advancing gender-related discourse.
The study reaffirms the need for inclusive and sustained media advocacy, strategic partnerships, and professional capacity-building to bridge the gender gap and foster a more equitable society.
5.3 Recommendations
In view of the findings, the following recommendations are offered:
1. Partnership Between Media, Government, and NGOs: Media organizations should collaborate with government agencies, international bodies, and non-governmental organizations to develop consistent and well-funded gender equality campaigns. This partnership can help provide resources and expertise for developing impactful content.
2. Capacity Building for Media Professionals: Journalists, presenters, and content creators should be trained in gender-sensitive reporting and communication. Media training institutions and professional bodies must incorporate gender awareness into their curriculum and training programs.
3. Balanced Representation and Content Diversity: Both male and female gender issues should be fairly represented in media campaigns. While empowering women is crucial, media should also explore and address challenges faced by men, thereby promoting inclusiveness.
4. Community Engagement and Localization of Content: Gender-related content should be tailored to local languages and cultures to ensure wider acceptance and understanding. Using culturally relevant narratives can help address resistance stemming from religious or traditional beliefs.
5. Monitoring and Evaluation of Media Campaigns: There should be routine assessments of the reach and effectiveness of gender equality programs. Feedback mechanisms such as surveys, phone-in programs, and social media can provide insight into public perception and help refine messaging strategies.
6. Policy Implementation and Supportive Legislation: The Nigerian government should enforce media laws and policies that mandate gender balance in content creation and staffing. Such regulatory frameworks can drive systemic change within the media industry.
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APPENDIX 
KWARA STATE POLYTECHNIC, ILORIN
QUESTIONNAIRE
Institute of Information and Communication Technology,
Department of Mass Communication.
Dear Respondent,
I’m a HND II student of the above-named Institution Department carrying out a research on “role of the broadcast media in promoting gender equality in Nigeria)”. I shall be happy is confidential as possible; and the data gathered therein will be used strictly for academic purpose.
INSTRUCTION: Please (  ) the answer you consider appropriate. The questionnaire will be in two parts, Section A, B, C, D & E.
Here is a set of 20 structured questionnaire items based on your research topic: “The Role of the Broadcast Media in Promoting Gender Equality in Nigeria”, aligned with your stated objectives:

SECTION A: DEMOGRAPHIC INFORMATION
1. Gender:
· Male
· Female
· Prefer not to say
2. Age Group:
· 16-20
· 21–25
· 26–30
· 31–35
· 36 and above
3. Occupation:
· Student
· Civil Servant
· Private Sector Worker
· Self-Employed
· Unemployed
4. Educational Qualification:
· SSCE
· OND/NCE
· HND/B.Sc.
· Postgraduate
SECTION B: 
Objective 1: To examine the extent to which broadcast media in Nigeria cover gender equality issues
5. Broadcast media in Nigeria regularly feature programs related to gender equality.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
6. Gender equality is often included in news coverage on radio and television in Nigeria.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
7. I have noticed both male and female presenters anchoring gender-related programmes.
· Yes
· No
· Not Sure
8. The media gives more attention to women empowerment than men’s gender issues.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 2: To evaluate the effectiveness of broadcast media campaigns in challenging gender inequality in Nigeria
9. Radio and TV campaigns have helped change my perception about gender roles.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
10. Broadcast media programs have encouraged equal opportunities for both men and women.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
11. I have observed changes in societal attitudes toward gender equality due to media campaigns.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
12. Most gender-related campaigns on radio/TV are impactful and easy to understand.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 3: To explore the perceptions of audiences regarding the role of broadcast media in promoting gender equality in Nigeria
13. I believe that the broadcast media is a powerful tool for promoting gender equality.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
14. Broadcast media programs have increased my awareness of gender equality rights.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
15. I trust the broadcast media to provide fair representation of gender-related issues.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
16. I feel that media coverage of gender issues is often biased or one-sided.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 4: To identify the challenges faced by broadcast media in promoting gender equality in Nigeria
17. Cultural and religious beliefs affect how gender issues are reported in the media.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
18. Lack of funding and sponsorship limits media content on gender equality.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
19. There is a lack of trained personnel to effectively report on gender issues in Nigeria.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 5: To recommend strategies for improving the effectiveness of broadcast media in promoting gender equality in Nigeria
20. Government and NGOs should partner with media houses to increase gender-sensitive content.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree

