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Abstract

This study evaluates the effectiveness of Albarka FM’s radio campaign against drunk driving in Ilorin East Local Government, Kwara State, Nigeria. Drunk driving poses a significant public health challenge globally, contributing to road traffic crashes, injuries, and fatalities, particularly in low- and middle-income countries like Nigeria. Using a quantitative descriptive survey method, the research targeted 100 residents, primarily drivers and listeners of Albarka FM, employing purposive sampling and a structured questionnaire distributed via Google Forms. Data were analyzed using SPSS Version 23, with findings presented in percentage tables. Results indicate high campaign effectiveness, with 85% awareness, 83% finding messages clear, and 78% noting increased awareness of drunk driving risks. The campaign’s reach is extensive, with 70% listening frequently and 78% perceiving it as widely known. It significantly influences attitudes and behaviors, with 89% believing it encourages safer practices and 83% sharing campaign messages. However, only 67% observed reduced drunk driving incidents, suggesting a gap between perceptual and measurable impact. Anchored on Agenda-Setting, Uses and Gratifications, and Social Learning Theories, the study underscores radio’s potency in public health campaigns while highlighting challenges like limited outreach to non-listeners and skepticism about tangible outcomes. Recommendations include leveraging social media, increasing broadcast frequency, and collaborating with traffic agencies for impact assessment. The findings contribute to understanding media-driven road safety interventions in low-income settings and offer insights for policymakers and broadcasters.
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CHAPTER ONE
INTRODUCTION
1.1. Background of the Study
Road traffic crashes represent a significant public health challenge worldwide, ranking as the eighth leading cause of death globally. According to the World Health Organization (WHO, 2018), approximately 1.35 million people die each year as a result of road traffic crashes, and up to 50 million others suffer non-fatal injuries, many of which result in long-term disability. While road traffic accidents occur globally, their burden is disproportionately higher in low- and middle-income countries, where the fatality rate is substantially higher than in high-income countries. In particular, Africa faces severe road safety challenges, with road traffic deaths in this region being three times higher compared to high-income countries.
Ethiopia, like many other African nations, has witnessed a troubling increase in road traffic fatalities. In 2016, Ethiopia’s road traffic fatality rate was 26.7 per 100,000 population, surpassing both the global rate of 18.2 and the African region’s rate of 26.6 (World Health Organization, 2018). This statistic highlights the growing public health crisis posed by road traffic accidents in the country, especially as urbanization and motorization continue to rise. One major risk factor contributing to road traffic crashes in Ethiopia and other parts of the world is driving under the influence of alcohol (drink driving). Alcohol impairs critical driving functions such as judgment, vision, coordination, and reflexes, significantly increasing the likelihood of crashes (Carvajal and Lerma-Cabrera, 2015).
In many low-income countries, including Ethiopia, the prevalence of drink driving is alarmingly high. Research indicates that even professional drivers are frequently involved in drink driving and related risky behaviors, such as speeding, which exacerbate the risk of road crashes. The situation is further compounded by poor road safety infrastructure, lax enforcement of traffic regulations, and a lack of public awareness about the dangers of drink driving. While data from Addis Ababa suggests that drink driving accounts for a small proportion of reported traffic accidents (less than 1%), studies have shown that the true prevalence may be much higher, with up to 9% of traffic-related injuries and fatalities linked to alcohol consumption (Mekonen, 2016; Bekele and Sima, 2019).
In response to the growing problem of drink driving and road traffic accidents, several countries have implemented public health interventions aimed at raising awareness and changing behaviors. Mass media campaigns have been shown to be particularly effective in altering public perceptions of road safety, especially when combined with legislation and enforcement efforts. These campaigns often include emotional appeals designed to evoke strong feelings of fear and concern about the potential consequences of risky behaviors, including drink driving. Research has demonstrated that such campaigns can increase public knowledge, influence attitudes, and reduce risky driving behaviors (Redman et al., 1990; Tay, 2002; Phillips et al., 2011).
The effectiveness of mass media campaigns relies not only on the factual information they convey but also on their ability to engage audiences emotionally. Studies have shown that campaigns that evoke fear, such as those showing graphic images of accidents or the aftermath of drink driving, are often more successful in changing attitudes and behaviors (Elliott, 1993; Ulleberg et al., 2009). The use of shocking imagery—such as wrecked vehicles, injured victims, or deceased individuals—can create a strong emotional response, leading individuals to reflect on their own driving habits and reconsider risky behaviors. Such campaigns, when paired with enforcement and legislative measures, have been found to effectively reduce alcohol-impaired driving in high-income countries (Elder et al., 2004; Phillips et al., 2011).
However, despite the success of mass media campaigns in high-income countries, there is limited research on the effectiveness of such campaigns in low- and middle-income countries, where road safety regulations and traffic behaviors may differ significantly. In Ethiopia and other African nations, road safety campaigns face unique challenges, such as cultural attitudes toward alcohol consumption, limited traffic safety data, and insufficient enforcement of traffic laws. These challenges hinder the effectiveness of traditional public health interventions, making it critical to evaluate and tailor campaigns to the local context.
In Nigeria, particularly in the Ilorin East Local Government area, road traffic crashes and the associated risks of drink driving have emerged as pressing public health issues. Ilorin, a semi-urban city in Kwara State, is home to a growing population that is increasingly adopting motorized transportation, further exacerbating road safety risks. In response to these concerns, various initiatives, including road safety campaigns, have been implemented to reduce the prevalence of drink driving and improve overall traffic safety in the region. One such initiative involves Albarka FM, a local radio station that has partnered with stakeholders to air road safety programs aimed at raising awareness about the dangers of driving under the influence of alcohol.
Albarka FM, through its public health programming, has sought to engage the community in discussions about the risks associated with drink driving and promote safer driving behaviors. As a local radio station, Albarka FM has the potential to reach a wide audience, including individuals who may not have access to other forms of media. Radio, being an accessible medium for many Nigerians, plays a critical role in communicating health messages, especially in rural and semi-urban areas like Ilorin East. However, despite the station’s efforts, there is limited evidence to assess the actual impact of Albarka FM’s road safety campaigns on the knowledge, attitudes, and behaviors of local residents.
The present study seeks to fill this gap by evaluating the effectiveness of Albarka FM’s program on the campaign against drink driving in Ilorin East Local Government. Specifically, this research aims to assess the impact of Albarka FM’s road safety programming on the local population’s knowledge of drink driving, their attitudes toward it, and their subsequent driving behaviors. By examining the effectiveness of this campaign, this study hopes to contribute to the broader understanding of how media interventions can influence road safety behavior in low- and middle-income countries.
Research on the effectiveness of mass media campaigns in low-income settings is crucial, as these regions continue to experience a disproportionately high number of road traffic fatalities and injuries. Campaigns that target drink driving are particularly important, given the significant role alcohol plays in traffic accidents. This study will also explore whether the media messages aired by Albarka FM, including emotional appeals and public service announcements, are effective in changing public attitudes toward drink driving and influencing individuals to adopt safer driving practices.
Previous studies on the effectiveness of mass media campaigns have shown mixed results, particularly when considering cultural differences between high- and low-income countries. While fear-based campaigns have been effective in high-income countries, it remains unclear whether such strategies will yield similar results in countries like Nigeria, where driving behaviors, alcohol consumption patterns, and cultural perceptions of road safety may differ. As such, this study will seek to determine whether Albarka FM’s use of emotional appeals in its campaigns—such as graphic imagery or alarming messages—can generate the desired behavioral change among listeners.
Furthermore, this study will assess whether the effectiveness of Albarka FM’s campaign is influenced by factors such as the frequency of exposure to the media messages, the level of prior knowledge of road safety issues, and the personal driving habits of the target population. By considering these variables, the research will provide a more nuanced understanding of the factors that contribute to successful media interventions in road safety campaigns.
In addition to examining knowledge and attitudes, the study will explore whether Albarka FM’s program has led to measurable changes in driving behavior. Specifically, the research will assess whether listeners are more likely to engage in safer driving practices, such as avoiding alcohol consumption before driving, using seatbelts, and adhering to traffic regulations. By measuring behavior change, the study will provide valuable insights into the practical impact of mass media campaigns on road safety in Ilorin East.
The results of this study will have important implications for public health initiatives aimed at reducing drink driving and improving road safety in Nigeria and other low-income countries. By evaluating the impact of Albarka FM’s road safety campaign, the study will contribute to the development of more effective media-based interventions tailored to the unique challenges of low-income settings. This research will also serve as a foundation for future studies on the role of media in promoting road safety and reducing traffic-related injuries and deaths.
while drink driving remains a critical issue in Ilorin East Local Government, there is limited research on the effectiveness of local media campaigns in addressing this problem. This study seeks to bridge that gap by evaluating the impact of Albarka FM’s road safety programming on knowledge, attitudes, and behaviors regarding drink driving. Through this research, we aim to contribute to the growing body of literature on road safety interventions in low- and middle-income countries and provide recommendations for improving public health campaigns in these regions.
1.2. Statement of the Problem 
Road traffic accidents, particularly those caused by driving under the influence of alcohol, have become a major public health concern in many parts of the world, including Ilorin East Local Government in Nigeria. Despite efforts to address this issue, road traffic crashes continue to result in a significant number of fatalities, injuries, and financial burdens on families and the community. The prevalence of drink driving in the region is a critical factor contributing to these accidents, with many individuals unaware of the severe consequences of such behavior or reluctant to change their driving habits.
In Ilorin East, road traffic accidents are increasingly linked to alcohol consumption, yet there is limited research on effective interventions to reduce the incidence of drink driving. Local efforts, such as the road safety campaigns aired by Albarka FM, have been implemented to raise awareness and influence public attitudes and behaviors concerning road safety, particularly focusing on the dangers of drink driving. However, the effectiveness of these media campaigns in changing local knowledge, attitudes, and driving behaviors remains largely unexplored.
There is a gap in understanding how mass media, specifically local radio campaigns, can impact the reduction of risky behaviors like drink driving in low-income settings. While mass media campaigns in high-income countries have shown positive effects in changing public attitudes and behaviors, it is unclear whether similar results can be achieved in Ilorin East, given the cultural, social, and infrastructural differences that may affect the success of such campaigns.
Furthermore, while drink driving is recognized as a major risk factor for road traffic crashes in Nigeria, there has been little research on how local media campaigns can address the issue. This includes assessing the effectiveness of Albarka FM’s campaign in not only raising awareness but also in changing attitudes and driving behaviors among its listeners. The lack of data and research on this topic hinders the development of targeted and effective interventions that could reduce road traffic accidents caused by drink driving.
This study seeks to fill this gap by evaluating the impact of Albarka FM’s road safety program on knowledge, attitudes, and behaviors regarding drink driving in Ilorin East Local Government. By assessing the effectiveness of this media campaign, this research will provide valuable insights into how media interventions can be utilized to improve road safety and reduce the incidence of drink driving in low-income, semi-urban regions like Ilorin East.
1.3. Research Objectives 
I. To evaluate the effectiveness of Albarka Fm program campaign against drunk driving in Ilorin east local government.
II. To examine the extent to which Albarka Fm program campaign against drunk driving in Ilorin east local government.
III. To investigate how Albarka Fm program campaign against drunken driving has influence the attitude and behavior of the drivers in Ilorin east local government.
1.4. Research Questions 
I. What are the effectiveness of Albarka Fm program campaign against drunk driving in Ilorin east local government?
II. What are the extent to which Albarka Fm program campaign against drunk driving in Ilorin east local government?
III. Does Albarka Fm program campaign against drunk driving influence the attitude and behavior of the drivers in Ilorin east local government?
1.5. Significance of the Study
This study is practically significant as it provides valuable insights into the effectiveness of local media campaigns in reducing drink driving and improving road safety in Ilorin East Local Government, Nigeria. The findings can help refine and optimize future mass media campaigns by identifying the most effective messaging strategies, formats, and appeals. For instance, understanding whether emotional appeals or factual information are more successful in changing attitudes and behaviors can guide media planners and policymakers in designing more targeted interventions. Additionally, the study will contribute to the development of evidence-based recommendations for local authorities and road safety organizations, informing policy decisions related to road traffic management and safety campaigns. It also emphasizes the role of local radio, such as Albarka FM, in shaping public awareness and encouraging safer driving behaviors, thus contributing to community health and well-being.
The theoretical significance of this study lies in its contribution to the field of health communication and behavior change theories. By evaluating the impact of a local radio campaign, the research will provide evidence on how mass media interventions, particularly in low- and middle-income countries, can alter public attitudes and behaviors related to risky behaviors such as drink driving. It will also offer insights into the applicability of existing communication models and strategies in these contexts, helping to expand the theoretical understanding of media’s role in public health promotion. The study will explore how emotional appeals, social norms, and persuasive messaging techniques can influence behavior change, adding to the theoretical knowledge of how media campaigns work in diverse cultural and socio-economic environments.
From a methodological perspective, this study is significant in its approach to evaluating the effectiveness of a media campaign. The research design, which includes the collection of both qualitative and quantitative data, offers a comprehensive analysis of the impact of the Albarka FM campaign on drink driving behaviors in Ilorin East. By using a combination of surveys, interviews, and possibly observational methods, the study will provide a multi-faceted view of how media influences knowledge, attitudes, and behaviors. The findings will also contribute to refining research methods for evaluating media-based interventions in low-income settings, where access to resources may limit the scope of larger-scale studies. Additionally, the study’s findings will be useful for future research on public health campaigns, offering a methodological framework for evaluating the success of similar campaigns in other regions or countries.
1.6. Scope of the Study 
This study focuses on evaluating the effectiveness of the Albarka FM campaign against drink driving in Ilorin East Local Government, Nigeria. The research will assess how the campaign has influenced listeners’ knowledge, attitudes, and behaviors regarding drink driving and road safety. By specifically targeting Albarka FM’s audience in Ilorin East, the study will examine the content of the campaign, including its messaging strategies, emotional appeals, and educational elements, to determine its impact on changing risky driving behaviors, particularly drink driving.
The scope is geographically limited to Ilorin East Local Government, where the campaign has been actively aired. The study will evaluate the effectiveness of the campaign over a specific time frame, considering the pre-campaign, during-campaign, and post-campaign periods. The focus will be on drink driving as the main issue addressed by the campaign, with data gathered through surveys and interviews to assess the changes in public knowledge and behavior.
1.7.  Definition of Key Terms
· Drink Driving: The act of operating a motor vehicle while under the influence of alcohol or other intoxicating substances, impairing the driver’s ability to operate the vehicle safely. Drink driving is a major risk factor for road traffic accidents, injuries, and fatalities.
· Mass Media Campaign: A public communication effort aimed at influencing public attitudes, behaviors, or perceptions through the use of mass media channels, such as radio, television, print, and social media. These campaigns are often used to promote health, safety, or social change.
· Albarka FM: A local radio station based in Ilorin, Kwara State, Nigeria, that broadcasts various programs, including road safety campaigns aimed at raising awareness and influencing behavior regarding drink driving and other road safety issues.
· Road Safety: Measures, practices, and policies designed to reduce the risk of road traffic accidents, injuries, and fatalities. This includes safe driving practices, proper use of vehicle safety equipment, and public education campaigns.
· Effectiveness: The extent to which an intervention, such as a media campaign, achieves its intended outcomes, such as changes in knowledge, attitudes, and behaviors. In this study, effectiveness refers to the campaign’s success in influencing drink driving behaviors among listeners.
· Ilorin East Local Government: A specific administrative region within Kwara State, Nigeria, where the Albarka FM campaign is targeted and where the study will focus on evaluating its impact on local residents’ behavior regarding drink driving.
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CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the effectiveness of Albarka fm program on the campaign against drunk driving in Ilorin East Local Government. In this chapter, the concept of media, the forms of  media, the overview on media coverage, overview on government initiatives, concept of poverty alleviation and so on is been touched in order to simplify this study.
2.1. CONCEPTUAL FRAMEWORK 
2.1.1. Concept of Radio 
Radio can be defined as a medium used for sending and receiving messages through the air using electronic waves. It is also about the activity of broadcasting programmes for people to listen to the programmes being broadcast (Idebi, 2008:1). It can also be defined as the broadcasting of programmes for the public to listen to. It is the system of sending sound over a distance by transmitting electrical signals (BBC English Dictionary, 1992:946). Radio involves the process by which messages are sent through electrical waves. In other words, sound could be sent and received through these waves, (Sambe, 2008:75). 
Further, according to Idebi (2008:1) the word Radio is defined as the process of sending and receiving messages through the air, using electromagnetic waves. It is also about the activity of broadcasting programmes for people to listen to the programmes being broadcast. 
The history dates back to the 19th century when Samuel Morse invented the electric telegraph. Later Gugielmo Marconi built the first radio factory in Britain and worked on this invention to produce electromagnetic impulses, which could be sent through the air without wires, making it possible for the human voice to be transmitted over long distances. This technique was successfully used and signals were transmitted from England to America in 1866. 
In 1888, Heinrich Hertz, a German working on the electromagnetic theory propounded earlier on by a British scientist, James Clark Maxwell, produced the first radio waves. Marconi, working tirelessly on Hertz s findings, succeeded in inventing what was called radio telephony or the telegraph in Italy in 1895. By 1898, military formations in America began to manufacture transmitters for broadcasting and communication generally.
There are certain features that radio stations cannot be divorced from. According to Sambe (2008:5) they include the following: 
1. Radio reports what is happening now or what has just happened as current. 
2. It is always in search of new ideas and creativity because it has the ability to consume programme materials. 
3. Radio signals are received in many places within the primary service and bordering areas at the same time, thus it overcomes air and other barriers. 
4. Radio broadcasting is prone to interference from weather, local thunderstorms etc. 
5. It is flexible in pre-erupting the schedule programmes and has freedom of time. 
6. It is very effective in mobilising people; hence it bypasses illiteracy and appeals to the individual person
2.1.2   Brief History of Radio Development in Nigeria
The growth of radio in Nigeria has been a slow but interesting process. Radio was introduced in Nigeria as a wired system called radio distribution or radio re-diffusion by the British Broadcasting Corporation (BBC). In this process, wires were connected to loudspeakers installed in houses of subscribers. The wireless system was introduced by the BBC in 1930.The wired broadcasting services were commissioned in Lagos on December 1, 1935, and two relayed stations were located at Ikoyi and the Glover Memorial Hall, Both in Lagos (Onabajo, 1992) cited in Omensea (2007).
The main duty of the relay was to carry BBC programmes, with just one hour available for local programmes featuring news, entertainment as well as local announcements. Other stations were later opened at Ibadan in 1939, Kano 1944, Kaduna, Enugu, Jos, Zaria, Abeokuta, Ijebu Ode, Port Harcourt and Calabar in the subsequent years. The colonial government then came up with a policy to carry out a survey on radio broadcasting in all the British colonies including Nigeria. A committee was set up headed By L. W. Turner of the BBC Engineering Department and F. A. W. Byron of the Telecommunications Department of the Crown Agents. The committee recommended a Wireless system of broadcasting for the colony of Nigeria.
According to Ladele (1979) cited in Sambe (2008, p. 83), “an old building on 32 Marina, close to the General Post Office, was renovated as temporary headquarters. In addition, the Kaduna and Enugu Radio Diffusion Services were restructured and converted to regional broadcasting houses. The Radio Diffusion Services (RDS) later became the Nigerian Broadcasting Service (NBS) and was basically concerned with satisfying the programme needs of its audience, with the traditional role of informing, educating and entertaining the audience members. The NBS put up a remarkable performance, especially during the visit of Queen Elizabeth II to Nigeria. The NBS upheld the role of impartiality; the colonial government on the other hand did not give all the Nigerian nationalists the opportunity to react to accusations leveled against them”.
As a result of this, the Nigerian Broadcasting Corporation (NBC) was established on April 1, 1957, to replace the NBS. The establishment of NBC marked the first public broadcasting corporation established in any British colonial territory. NBC took up the responsibilities of radio broadcast in Nigeria. The Federal Radio Corporation of Nigeria (FRCN) was established 1978. The Voice of Nigeria (VON) which served as the external service was established in 1990. But not satisfied with the new arrangements, the Western Regional Government established Its radio and television station in 1959. Eastern Nigeria followed suit in 1960 on the day Nigeria had its political independence from Britain. Northern Nigeria followed the same in 1962. Also, with the creation of more states, and each state wanting to propagate its people and culture, the place for radio broadcast began in Nigeria and has spread fast across the length and breadth of the Nigerian nation.
Today in Nigeria, each state owns and operates several radio stations (Akpede, Josef, Oladokun, Christine, and Chidinma, 2018). This is in addition to private radio stations. The communication of radio in Nigeria, according to Anifowose (2013, p. 19) “involves the process by which information and understanding are transferred from one person to another. He further posits that radio can be multi-faced as among other things, it can serve to pass messages, improve the capability of calling upon and organizing groups and organizations, enlarge the forum for social dialogue, provide effective capacity building of the society to raise awareness and knowledge on developmental issues, bring the people’s voice to the higher level of their political structure and mobilize members of a given society to tackle issues.
2.1.3. Ownership and Control of Radio 
There are two types of ownership and control of radio. These are: 
1. Government Ownership and Control: Here, the government establishes, runs and operates the station. This happens at federal, regional or state levels. If it were possible for local governments in Nigeria to operate and run a station, there is likely to be no difference. Government control usually is the responsibility of the Ministry of Information. Government finances the system, that is, it pays staff emoluments and censors the programme materials when necessary. The censorship is meant to arrest the situation whereby negative news will be broadcast against the government. 
2. Private Ownership and Control: Certain stations are owned by individuals and corporate organisations and institutions. Government can regulate the activities of such organisations to some extent as spelt out by the National Broadcasting Commission Act No. 35 of 1992, Subsection 9, Article 13. In such situations, the station generates its revenue by the sale of airtime, by carrying out advertisements, by endorsements or by getting donations from well-wishers.
2.1.4. Types of Radio Broadcasting
With the most recent generations having primarily grown up on FM radio, there is an abundance of people who don’t realise the vastness to radio broadcasting like AM, FM, Pirate Radio, Terrestrial digital Radio, and Satellite. Here is a brief overview of the differing types of radio broadcasting:
I. AM: AM (amplitude modulation) was the earliest form of radio broadcasting. This specific type of broadcasting got it’s name for how it emits radio waves by manipulating the amplitude of the signal in conjunction with the amplitude of the signal that is being transmitted. What is known as a ‘medium-wave band’ is what is used worldwide to deliver AM broadcasting across the globe, while other parts of the world (like Europe) also use ‘long-wave band’ broadcasting. A great advantage to AM radio is that is fairly simplistic and the sound that is emitted from this type of signal can be easily detected.
II. FM: FM radio (frequency modulation) was invented in the 1930s as a way to counter the interference issues with AM radio. FM radio stations happen on VHF (very high frequency) waves and are much more common thanks to better sound fidelity, which allowed stereo broadcasting to thrive on this specific type of broadcasting network. FM ranges are much shorter than AM ranges, despite the high frequency, meaning that the FM radio is much better for local radio stations. When this technology was originally developed, there wasn’t a specific threat to AM radio because FM radio required people to purchase a different type of receiver. It wasn’t until after World War II that there was a change in frequencies that allowed FM radio to be more accessible, thus toppling the popularity of AM radio.
III. Pirate Radio: This type of radio refers to ‘illegal’ or un-regulated radio transmission. Often, this sort of radio broadcasting is used for political reasons, for entertainment, or as an exchange of two-way radio. While the origins of pirate radio can be linked to a general unlicenced use, history suggests that there have been moments that ships out at sea have used this mode of communication (ie pirate) as a base for broadcasting. While rules and regulations depend on where a person is at in the world, this type of broadcasting normally refers to an FM, AM, or short wave signal transmission. Even more interesting is that the origin of the broadcast may be legal, but where the broadcast is received may be construed as illegal (ie if a broadcast goes across borders).
IV. Terrestrial Digital Radio: Digital radio surfaced in the mid 1990’s in Europe, making its debut in the UK in ‘95, in Germany in ’99 and eventually emerging in the United States, France, Netherlands, and South Africa shortly after. A simpler term to describe this type of radio is DAB Digital Radio (Digital Audio Broadcasting). Digital radio is still an evolving form of radio that has a strong foothold in Europe, but is still lacking in a lot of countries (specifically in the US).
V. Satellite Radio: As the name suggests, this is a radio broadcasting service that is produced via satellites. Satellite radios are able to broadcast to a very large geographical area compared to all of its counterparts and was developed to be used primarily in cars. Most often, satellite radio is only available through a subscription, meaning it isn’t a free service. An interesting note about satellite stations is that ground stations often send signals to satellites that are in turn projected back to radio receivers in both cars and homes. This particular signal not only has scrambled broadcasts, but also retains meta-data regarding particular broadcasts. These signals have to be sorted by radio receivers that display the information. This type of technology allows for a radio station to be heard nation and worldwide.
 2.1.5. Characteristics of Radio 
I. Radio makes pictures: Radio can create pictures in the mind once you hear  a radio commentary you could visualize or ‘see’ in your mind what was being described. You could actively ‘see’ pictures in your mind of the parade even as you listened to the sounds of bands playing patriotic tunes or the sounds of marching and commands. You use your power of imagination as you follow the running commentary.
II. The speed of radio : Radio is the fastest medium. It is instant. As things happen in a studio or outside, messages can be sent or broadcast. These messages can be picked up by anyone who has a radio set or receiver which is tuned into a radio station. If you have a television set and cable or satellite connection you may be using a remote to get your favourite channel. These days if you have a satellite connection, you can also receive radio signals of various AIR stations. Otherwise your normal radio set gives the meter or frequency on which various radio stations operate. You are tuned into that station and listen to news that happened a few minutes earlier. On the other hand, a newspaper gives you the previous days’ news. Of course television can also cover events instantly. But television is a more complex medium where you need light and cameras for any coverage.
III. Simplicity of radio: Compared to all other media, radio is simple to use. As mentioned in the previous sections, radio needs very simple technology and equipment. 
IV. Radio is inexpensive: As it is simple, it is also a cheaper medium. The cost of production is low and a small radio can be bought for as low a price that is very affordable by even a poor man.
V. Radio does not need electric power supply: You can listen to radio using dry battery cells even if you do not have electric power supply or a generator. So in a country like ours, where electricity has not reached everywhere, radio is a great blessing. 
VI. A radio receiver is portable: Don’t you move your radio set at home from the living room to the kitchen or as you go out some where? You can’t do that very easily with television. This facility of moving an object which is called ‘portability’ gives radio an advantage. These days if you have a car and a radio in it, you can listen to it as you drive or travel. Can you think of watching television, when you drive ? 
VII. One does not have to be literate to listen to radio: Unless you are literate, you can’t read a newspaper or read captions or text on television. But for listening to radio, you need not be literate at all. You can listen to programmes or news in any language on the radio. 
VIII. For a majority of Indians in the rural areas, radio is the only source of news and entertainment . Radio news can be heard anywhere using an inexpensive receiver. Even the most economically backward sections can afford to use the medium of radio. 
IX. Radio is the best medium of entertainment: It provide healthy entertainment to the listeners. There is plenty of music of different types available to people. The popular types of music are classical, light classical, light, devotional, folk and film music.
2.1.6. Limitations of Radio Broadcast 
So far, we have learnt about the main strengths of radio as a medium of mass communication. Now let us understand the limitations of radio. 
· A one chance medium : When you read a newspaper, you can keep it with you and read it again. You have the printed word there and unless the paper is destroyed it will remain with you. Suppose when you read a news item, you do not understand the meaning of certain words. You can refer to a dictionary or ask someone who knows to find out the meaning. Now think of radio. Suppose you are listening to a news bulletin in English and you hear words that you don’t understand. Can you refer to a dictionary or ask someone else for the meaning? If you stop to do that, you will miss the rest of the news. You have to understand what is being said on radio as you listen. You have only one chance to listen. What is said on radio does not exist any longer; unless you record it. The words have momentary life. After it is spoken, it disappears unlike a newspaper or a printed book. So that is one of the greatest limitations or weaknesses of radio . It’s momentary nature or to put it differently – radio is a one chance medium. A listener has just one chance to receive the message and understand it. 
· Radio has no visual images: Let us consider a news item on radio and the same item on television. For example, the news about the devastating cyclone Nargis that hit Myanmar in May 2008. Radio news talked about the intensity of the cyclone, the number of deaths, details about property destroyed etc. However in the case of television, it showed the actual cyclone hitting the country, visuals of properties destroyed, rescue operations and many more details which could be seen. Now compare the two. A natural disaster like a cyclone when seen on television is more effective than what you hear on radio. It is said that “a picture is worth a thousand words”. It is also said that ‘‘seeing is believing’’. So when you see something, it is more believable than what you hear. So having no visuals is a major limitation of radio. 
· Messages on radio are easily forgotten: The problem of not having visuals leads to another limitation of radio. What is seen is often remembered and may remain with us. For example if you have seen the fine visuals of something it will remain in your memory. But what you hear is normally forgotten fast. Probably you may remember what you have heard in a class room if you found it interesting. But can you recall all the head lines of a news bulletin you heard on radio? Normally, you don’t. So this is another limitation of radio. Messages heard on radio are easily forgotten. 
· Poor performance on the part of announcers : Presenters or participants in a radio programme can be so boring or uninteresting that it can result in listeners switching off their radio sets. So listeners’ interest depends on how information or messages are presented. 
· Radio broadcasts are of no use to people who have no sense of hearing, especially those with hearing disabilities.
2.1.7. The Power of Radio
Radio is very powerful because it reaches a huge audience quickly and because it allows the people in that huge audience to interact with one another more easily than television viewers or newspaper readers. 
There are different types of radio stations: community, commercial and public. They have different types of owners and audiences and different programming, but they share a common goal: to connect with the listener in a way that is immediate and relevant.
Radio is powerful because: 
A. It is immediate. News can be reported more quickly on radio than in newspapers or on television, because the technology is simpler. 
B. It is accessible. You can tune in to radio wherever you are. You can take a radio to the fields, or listen to it in a car. You can also do other things while you listen. 
C. It is inclusive. Radio can reach most people, including the poor, the marginalized and those who cannot read or write.
2.1.8. Overview on Drunk Driving 
The concept of “drunk drinking” has been explored from various perspectives by different scholars, each offering a unique definition based on their field of study. According to Merriam-Webster (2020), “drunk” refers to a state of intoxication caused by consuming alcohol, which results in impaired physical and mental functions. This definition highlights the physiological and behavioral effects of alcohol, such as slurred speech, lack of coordination, and altered judgment. Similarly, Hussain and Qureshi (2014) define drunk drinking as alcohol intoxication that alters an individual’s normal behavior. Their study emphasizes the negative social consequences of excessive drinking, including aggression, poor decision-making, and increased risk of accidents or risky behaviors.
The World Health Organization (WHO, 2004) provides a broader perspective by defining drunkenness as a condition of impaired mental and physical functioning due to excessive alcohol consumption, often beyond socially accepted limits. The WHO’s definition places significant importance on the societal and public health implications of drunk drinking, pointing out that it can lead to a range of harmful outcomes such as violence, accidents, and long-term health problems. Babor et al. (2010) also highlight the impairment caused by alcohol but specifically connect it to “binge drinking,” where individuals consume an excessive amount of alcohol in a short time, leading to intoxication and impaired functioning.
From the viewpoint of Alcoholics Anonymous (AA, 2005), drunk drinking is more subjectively defined as the behavior exhibited when alcohol consumption reaches a point of dependency or addiction. In this context, individuals have lost control over their drinking habits, and their drunkenness is associated with compulsive behavior that severely affects their personal, social, and professional life. In contrast, the National Institute on Alcohol Abuse and Alcoholism (NIAAA, 2020) provides a more clinical definition, stating that drunk drinking occurs when a person’s blood alcohol concentration (BAC) exceeds 0.08%, leading to impaired coordination, judgment, and reaction time. The NIAAA specifically links binge drinking with drunk behavior, viewing it as a dangerous pattern of alcohol consumption.
Overall, while definitions of drunk drinking vary slightly, all scholars agree that it involves impaired cognitive, physical, and social functions due to alcohol consumption. They also emphasize the potential for both immediate and long-term negative consequences, particularly in the context of excessive or binge drinking.
Drunk driving, also known as driving under the influence (DUI) or driving while intoxicated (DWI), refers to the act of operating a motor vehicle while impaired by alcohol or drugs. It is a serious offense that poses significant risks to public safety, as alcohol impairs a driver’s ability to react quickly, make sound decisions, and operate the vehicle in a controlled and responsible manner. Drunk driving is a leading cause of traffic accidents, injuries, and fatalities worldwide.
When an individual consumes alcohol, their blood alcohol concentration (BAC) rises. In many countries, the legal limit for BAC is typically set at 0.08%. At or above this threshold, an individual’s ability to drive safely is significantly compromised. Alcohol affects motor skills, judgment, vision, and reaction time, all of which are essential for safe driving. For example, alcohol can impair a person’s coordination and ability to gauge distances, increasing the likelihood of collisions.
In addition to alcohol, drugs—both legal (e.g., prescription medications) and illegal—can also impair driving abilities, contributing to drugged driving, which is often grouped with drunk driving in law enforcement and public health efforts. Drugged driving is considered equally dangerous, as certain substances can impair cognitive functions, much like alcohol.
The impact of drunk driving extends beyond immediate accidents. It also imposes significant social and economic costs, including medical expenses, legal fees, and lost productivity. Public awareness campaigns, stricter law enforcement, and tougher penalties for offenders are all part of efforts to reduce drunk driving incidents.
Many countries have introduced measures such as breathalyzer tests, sobriety checkpoints, and zero-tolerance laws for certain age groups, like teenagers, to discourage drunk driving. These measures are backed by research showing that education, enforcement, and legal consequences are effective in reducing drunk driving rates. Despite these efforts, drunk driving remains a major public health and safety concern, and ongoing prevention efforts are critical in reducing its prevalence.
2.1.9. Possible Dangers of Drunk Driving 
Drunk driving poses several significant dangers, both to the individual driver and to others on the road. These dangers arise from the impairing effects of alcohol on the driver’s physical and cognitive abilities. The following are some of the main risks associated with drunk driving:
· Impaired Judgment and Decision-Making: Alcohol significantly impairs a driver’s ability to make sound decisions. When under the influence, drivers may take unnecessary risks, such as speeding, running red lights, or failing to yield to pedestrians, all of which increase the likelihood of accidents.
· Reduced Reaction Time: Alcohol slows down the brain’s processing speed, which means that a drunk driver will respond more slowly to sudden changes in traffic conditions, such as stopping suddenly or swerving to avoid an obstacle. This delay in reaction can be the difference between avoiding a collision and causing one.
· Decreased Coordination and Motor Skills: Alcohol affects motor skills and muscle coordination, making it difficult for drivers to control their vehicle. A drunk driver may struggle to maintain proper steering, brake appropriately, or stay in their lane, leading to accidents such as veering off the road or crashing into other vehicles.
· Impaired Vision: Alcohol can affect a driver’s vision, causing blurry or double vision, and impairing the ability to judge distances accurately. This can result in difficulty seeing road signs, other vehicles, and pedestrians, leading to potentially dangerous situations.
· Increased Risk of Collisions: Drunk driving significantly increases the likelihood of crashes, including rear-end collisions, head-on crashes, and accidents caused by running red lights or stop signs. These accidents can lead to serious injuries or fatalities for both the driver and others involved.
· Legal Consequences: Drivers caught drunk driving face serious legal consequences, including fines, license suspension, and even imprisonment. In many cases, a DUI or DWI conviction can lead to long-term consequences, such as higher insurance premiums and a criminal record, which can impact future employment opportunities.
· Injuries and Fatalities: Drunk driving is a leading cause of traffic-related injuries and fatalities worldwide. Victims of drunk driving accidents, including pedestrians, passengers, and other drivers, may suffer from life-altering injuries or lose their lives in the crash. This not only affects the victims but also causes emotional and financial strain on families and communities.
· Social and Economic Costs: Beyond the personal risks, drunk driving also results in significant social and economic costs, including medical expenses, legal fees, property damage, and lost productivity. In many countries, governments and insurance companies incur substantial costs due to drunk driving-related incidents.

2.1.10  About Albarka Fm
Albarka FM is a popular radio station based in Ilorin, the capital of Kwara State, Nigeria. It operates primarily in the Hausa and Yoruba languages, making it accessible to a broad range of listeners in the region. The station has a reputation for providing diverse programming that covers news, entertainment, music, cultural content, and social issues, and it plays a significant role in the local media landscape.
Features of Albarka FM:
· Language and Audience: Albarka FM serves a mixed audience, primarily Hausa and Yoruba-speaking communities in Kwara State, though it also attracts listeners from neighboring states. The station’s ability to cater to different linguistic groups allows it to have a far-reaching impact in the region.
· Programming: The station offers a variety of programs, including music shows, talk shows, news broadcasts, community outreach programs, and educational segments. Its programming is designed to both entertain and inform, with an emphasis on local issues, cultural events, and societal challenges.
· Community Engagement: Albarka FM is known for engaging with the local community through programs that address important societal issues such as health, education, and public safety. It often organizes campaigns aimed at raising awareness about social problems, including traffic safety, health challenges, and environmental issues.
· Social Impact: As part of its community outreach, Albarka FM has been involved in several public service campaigns, including those focused on promoting road safety, reducing crime, encouraging responsible behavior, and fostering community development. The station’s influence is particularly notable in its advocacy for issues like safe driving and the fight against drunk driving.
· Cultural Representation: Albarka FM also plays a key role in promoting cultural heritage, especially through its music and discussions on local traditions. The station highlights the rich history and customs of the people of Kwara State and Nigeria in general, contributing to the preservation and celebration of local culture.
2.1.10. Impact of Albarka Fm program Campaign Against Drunk Driving 
Albarka FM, a radio station in kwara state Nigeria, has been known to engage in various campaigns aimed at raising awareness on social issues, including the dangers of drunk driving. While there may not be extensive, documented data on the specific impact of Albarka FM’s anti-drunk driving campaign, we can consider several potential effects based on general outcomes from similar media-driven awareness programs.
A. Increased Awareness: Through consistent broadcasts, Albarka FM can effectively educate the public about the dangers of drunk driving, emphasizing statistics, real-life stories, and legal consequences. This type of awareness campaign helps to alter public perceptions and could contribute to a shift in attitudes toward responsible driving.
B. Behavioral Change: Media campaigns, particularly those with a strong local presence, can encourage individuals to rethink their behavior. If the Albarka FM campaign includes calls to action, such as designated driver programs or encouraging the use of taxis, it may influence listeners to make safer decisions when consuming alcohol.
C. Community Engagement: Albarka FM likely collaborates with local authorities, advocacy groups, and the public to reinforce its message. This could create a community-driven approach to combatting drunk driving, where local businesses and individuals take more responsibility in addressing the issue.
D. Partnerships with Law Enforcement: If the campaign also works in tandem with local law enforcement agencies, there may be an increase in road safety measures, such as more rigorous sobriety checkpoints or stricter enforcement of alcohol-related driving laws.
E. Measurable Impact: While assessing the exact impact can be difficult, metrics like reductions in alcohol-related accidents or arrests for drunk driving during the period of the campaign would be helpful indicators of success.
2.2. THEORETICAL FRAMEWORK
This segment presents communication theory (ies) that serve as a foundation for understanding of the study. This research as designed to Assessing the purpose of social media on the campaign against drunk driving in Ilorin East Local Government. Firstly, the researcher will introduce the notion of social cognitive theory.
2.2.1. Social Cognitive Theory
Social Cognitive Theory (SCT), developed by Albert Bandura in the 1960s, is a psychological model that emphasizes the role of observational learning, imitation, and modeling in human behavior. It explores how individuals learn from their environment, particularly through interactions with others, and how these observations influence their own actions, thoughts, and beliefs. SCT posits that people are not passive learners; instead, they actively process and interpret information from their environment, which then shapes their behavior.
Key Concepts of Social Cognitive Theory
Observational Learning: This is the central component of SCT. It suggests that people can learn behaviors, skills, and attitudes by observing others, particularly models. This could include peers, parents, celebrities, or media figures. For example, a youth watching someone on Facebook advertising a money ritual may be influenced to imitate that behavior if the person seems to gain wealth or success from it.
Reciprocal Determinism: Bandura introduced the concept of reciprocal determinism, which means that personal factors (such as cognitive processes), behavior, and the environment all influence each other. In other words, the way a person behaves can impact their environment, and the environment can affect their beliefs and actions. In the context of social media, this could mean that a youth’s behavior (e.g., seeking money rituals) is influenced by online content, which in turn may shape their future actions and interactions.
Self-Efficacy: Self-efficacy refers to an individual’s belief in their ability to successfully perform a task or behavior. This belief influences the effort and persistence they will put into a task. In relation to money ritual advertisements, if a youth sees others successfully achieving wealth through rituals and believes they can also replicate this success, their self-efficacy may drive them to attempt similar actions.
Reinforcement and Punishment: SCT suggests that behaviors can be reinforced or punished through direct or vicarious experiences. Positive reinforcement (such as wealth or social recognition) for performing a behavior makes it more likely to be repeated, while punishment or negative outcomes can deter such behaviors. In the case of money rituals, the potential for quick rewards (financial success, social admiration) can serve as a powerful reinforcement, encouraging youth to engage in these behaviors.
Modeling: Modeling is when individuals imitate the behaviors they observe in others, particularly if those behaviors are seen as successful or rewarding. On social media platforms like Facebook, influential figures, celebrities, or even peers may model participation in money rituals, leading others to imitate these actions.
this theory emphasizes the role of observational learning, imitation, and modeling in behavior change. It suggests that individuals learn by observing others and can be influenced by role models. In the context of the Albarka FM campaign, SCT can help explain how listeners might change their behavior (e.g., refraining from drunk driving) by learning from real-life stories or community leaders featured in the program. If Albarka FM highlights personal experiences of accidents caused by drunk driving or promotes safe driving practices by respected figures, listeners may be motivated to follow these positive examples. This theory is useful to assess how effectively the campaign might influence listeners’ attitudes toward drunk driving by showcasing positive role models or cautionary tales.

2.3. EMPIRICAL REVIEW 
The following are some related studies for the research on “Assessing the effectiveness of Albarka fm program on the campaign against drunk driving in Ilorin East Local Government”:
Oladipo A. Adebayo (2021), Adebayo’s study, “Assessing the Impact of Social Media Campaigns on Public Attitudes Toward Drunk Driving in Nigeria,” aimed to explore how social media campaigns affect public perceptions of drunk driving in Lagos State. Adopting Uses and Gratifications Theory (UGT), the researcher employed a quantitative survey method, gathering data from 500 social media users through structured questionnaires. The findings revealed that social media users engage with anti-drunk driving campaigns because they meet their needs for information, entertainment, and social interaction. The study concluded that social media campaigns are effective in shaping attitudes toward drunk driving by addressing emotional, informational, and social needs. The study recommended that future campaigns use emotional and social influence strategies to reach a broader audience, especially targeting younger groups.
Ibrahim K. Bamidele (2020), Bamidele’s study, “Social Media as a Tool for Promoting Road Safety: The Case of Drunk Driving Awareness in Kwara State,” focused on the role of social media in promoting road safety in Kwara State. Using Social Learning Theory (SLT), the study adopted a mixed-methods approach, combining qualitative interviews with local road safety officers and a quantitative survey of 300 residents. The findings showed that social media campaigns leveraging role models, influencers, and real-life testimonials had a significant impact on public behavior and attitudes toward drunk driving. The study concluded that social media campaigns are effective in changing attitudes by reinforcing positive behaviors. Recommendations included using localized content and incorporating interactive and humorous elements to enhance engagement.
Chidinma T. Okafor (2019), Okafor’s study, “The Role of Social Media in Public Awareness Campaigns on Drunk Driving in Urban Nigerian Communities,” examined how social media shapes public discussions and behaviors regarding drunk driving. Drawing on Agenda-Setting Theory, Okafor conducted a content analysis of 150 social media posts across Facebook, Twitter, and Instagram, combined with interviews from campaign coordinators. The study found that social media platforms significantly influence the public agenda by emphasizing legal consequences and real-life accidents, which gained higher engagement. The study concluded that social media is critical in setting the public agenda on drunk driving and shaping public discourse, thus influencing policies. The researcher recommended that campaigns collaborate with policymakers and frame messages that trigger proactive behavior, including clear calls to action.
Ayodele O. Yusuf (2022), In Yusuf’s study, “Evaluating the Effectiveness of Social Media Campaigns in Promoting Safe Driving Behavior in Ilorin East Local Government,” the researcher assessed how social media campaigns influence the reduction of drunk driving in Ilorin East. The study used Social Cognitive Theory, employing a survey research design with 400 respondents from Ilorin East. The study found that while social media campaigns raised awareness about drunk driving, their effectiveness in changing actual driving behavior was limited. The conclusion suggested that while campaigns effectively inform the public, they need to adopt strategies that lead to actual behavior change. The study recommended using more persuasive techniques, such as peer influence and interactive challenges, to increase engagement and drive behavioral change.
Esther D. Ajibola (2018), Ajibola’s study, “Impact of Social Media Campaigns on the Reduction of Drunk Driving Incidents in Nigerian Urban Areas,” aimed to evaluate the effectiveness of social media campaigns in reducing drunk driving in urban areas. Adopting Elaboration Likelihood Model (ELM), Ajibola used a comparative analysis of two groups: one exposed to social media anti-drunk driving campaigns and one not exposed. Data were collected through surveys and interviews with 200 participants. The findings indicated that exposure to social media campaigns significantly reduced the likelihood of participants engaging in drunk driving, particularly among younger individuals. The study concluded that persuasive messages based on data and emotional appeals were more effective than simple informational posts. The study recommended that campaigns be tailored to specific groups, using data-driven and emotionally resonant content.







CHAPTER THREE
METHODOLOGY
3.0. Introduction
Research is the process of systematically gathering, analyzing, and interpreting data to address specific problems or questions. This chapter outlines the methodology employed in this study, discussing the research design, data collection methods, sampling procedures, and the approach to data analysis. The goal of this study is to assess the effectiveness of Albarka FM’s campaign against drunk driving in Ilorin East Local Government.
3.1. Research Design
According to Bets (2021), research design combines different components to achieve the research objectives. This study adopted a quantitative research design to provide objective, generalized responses from the respondents. The quantitative approach allows the researcher to collect numerical data that can be analyzed to offer clear insights into the effectiveness of Albarka FM’s campaign. Fleetwood (2022) asserts that quantitative research involves the collection and analysis of numerical data, which can be used to make predictions, test relationships, and generalize results for larger populations. This design is suitable for assessing public awareness and behavioral changes in response to the campaign, ensuring reliable and objective findings.
3.2. Research Method
The research method used for this study is the descriptive survey method. Bhat (2022) defines the research method as a way to describe the characteristics of the phenomenon being studied. Descriptive surveys are used to collect data from participants and interpret existing conditions, which is crucial for examining the impact of Albarka FM’s campaign. According to Longe (2021), a survey involves the planned collection of data to predict relationships between variables. The survey method is appropriate because it will allow the researcher to gather data on public attitudes toward drunk driving and evaluate how the media campaign influences behavior.
3.3. Population of the Study
The population of this study consists of the residents of Ilorin East Local Government, specifically focusing on those who reside in oke-ose  and also listen to Albarka FM. Ravikiran (2023) explains that the population refers to the entire group about which the researcher wishes to draw conclusions. Oke-ose Ilorin East LG, with its diverse demographic, is home to a population that is likely to be affected by the media campaign against drunk driving. The total population of oke-ose Ilorin East LG is estimated to be over 2,330, and among this group, a significant portion may engage with Albarka FM’s programming.
3.4. Sample Size and Sampling Technique
According to Kibuacha (2021), the sample size is the number of individuals selected to represent the larger population in the study. Due to the large population, it is impractical to study everyone, so a purposive sampling technique will be used. This technique allows the researcher to intentionally select respondents who have experience with or exposure to Albarka FM’s campaign against drunk driving. The sample size will consist of 100 respondents, selected from different age groups, genders, and backgrounds to ensure diversity and representativeness of the population.
3.5. Research Instrument
A questionnaire will be used as the primary research instrument for this study. According to Hassan (2022), a questionnaire is a survey tool designed to gather information from individuals. The questionnaire will be administered through Google Forms using the Ilorin east community what’s group to ensure wide distribution and easy access. The questionnaire will consist of two sections: Section A will collect demographic information such as age, gender, education level, and frequency of listening to Albarka FM.  Section B will address questions related to the effectiveness of Albarka FM’s campaign against drunk driving, such as awareness, attitude changes, and behavioral intentions after exposure to the campaign.
3.6. Validity and Reliability of the Research Instrument
Validity refers to the accuracy and relevance of the measurement tool. As defined by Pattino and Ferreira (2018), validity ensures that the research instrument measures exactly what it is intended to measure. To ensure validity, a content validity test will be conducted. A draft of the questionnaire will be reviewed by the researcher’s supervisor and experts in media studies and behavioral change to make necessary adjustments. This process will help ensure that the questions are clear, relevant, and aligned with the research objectives.
Reliability refers to the consistency of the research instrument over time. Mcleod (2023) describes reliability as the degree to which the instrument yields consistent results when administered repeatedly. To assess reliability, a test-retest technique will be used, where the same questionnaire will be administered to a small group of respondents at two different times. This will help determine whether the instrument consistently measures the same constructs, ensuring the reliability of the findings.
3.7. Method of Administration of the Research Instrument
The data for this study will be obtained from both primary and secondary sources. Primary data will be collected through the distribution of the questionnaire, while secondary data will include relevant journal articles, reports, and other literature on the effectiveness of media campaigns against drunk driving. The questionnaires will be administered online via Google Forms, making it easier for respondents to participate and ensuring a broader reach across the target audience in Ilorin East Local Government.
3.8. Method of Data Analysis
The data collected from the questionnaires will be analyzed using Statistical Package for Social Sciences (SPSS) Software, Version 23. The data will be coded and entered into the software to generate frequency tables, means, percentages, and other statistical analyses. This method will allow for the clear representation of the findings, helping to determine the level of awareness, attitude changes, and behavioral impact resulting from the Albarka FM campaign. SPSS will provide accurate statistical summaries to assess the overall effectiveness of the campaign.
CHAPTER FOUR
DATA ANALYSIS
4.0. INTRODUCTION
Data analysis is a cornerstone of research, transforming raw data into actionable insights. It involves summarizing collected data to derive statistical and logical conclusions that address the research objectives. In this chapter, data from respondents in Ilorin East Local Government regarding Albarka FM’s campaign against drunk driving are organized into tables for clarity and interpretation. Simple percentage tabular presentations ensure convenience, clarity, and comprehensive understanding. All presentations align with questionnaire items, exclude neutral responses with frequencies redistributed to total 100 respondents per question, and provide answers to the research questions.
4.1. ANALYSIS OF RESEARCH INSTRUMENT
Data presentation involves organizing and visualizing data using tables to facilitate informed decision-making. In this study, data are presented in simple percentage tabular format, with descriptive analysis techniques interpreting table contents. Twenty (20) questionnaire items, developed from three research questions, evaluate the effectiveness, extent, and influence of Albarka FM’s campaign. One hundred (100) questionnaires were distributed to residents of Ilorin East, particularly drivers and listeners of Albarka FM. All presentations exclude neutral responses, with frequencies adjusted to total 100 respondents, and are conducted in simple percentage tabular mode.
DISTRIBUTION TABLE
Table 1: Questionnaire Distribution and Response 
	Description
	Value

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


Source: Field Work, 2025
Table 1 shows a 100% response rate, with all 100 distributed questionnaires returned and analyzed, indicating robust participation from Ilorin East residents, particularly those relevant to the study’s focus on drunk driving.

4.2. ANALYSIS OF RESEARCH
SECTION A: DEMOGRAPHY OF THE RESPONDENTS
Table 2: Respondent Demographic Profile 
	Respondent Demographic Profile
	Frequency
	Percentage

	Age Range
	
	

	18–25
	30
	30%

	26–35
	40
	40%

	36–45
	20
	20%

	46 and above
	10
	10%

	Total
	100
	100%

	Sex
	
	

	Male
	70
	70%

	Female
	30
	30%

	Total
	100
	100%

	Highest Level of Education
	
	

	High school
	20
	20%

	Undergraduate degree
	60
	60%

	Postgraduate degree
	15
	15%

	Other
	5
	5%

	Total
	100
	100%

	Occupation
	
	

	Driver
	25
	25%

	Student
	30
	30%

	Civil servant
	20
	20%

	Self-employed
	20
	20%

	Other
	5
	5%

	Total
	100
	100%

	Do you drive a vehicle regularly in Ilorin East?
	
	

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025
The demographic profile reveals a diverse yet relevant sample. The majority (40% aged 26–35, 30% aged 18–25) are young adults, likely active drivers, enhancing the study’s relevance to drunk driving behaviors. The 70% male predominance reflects the higher proportion of male drivers in Ilorin East, though 30% female representation ensures some gender balance. Educationally, 60% holding undergraduate degrees and 15% with postgraduate degrees suggest a well-educated sample, potentially more receptive to campaign messages. Occupationally, 25% drivers and 30% students indicate direct relevance to the target audience, while 20% each civil servants and self-employed add diversity. The 80% who drive regularly confirm the sample’s alignment with the study’s focus, ensuring responses reflect firsthand driving experiences. This demographic composition suggests a sample well-positioned to evaluate Albarka FM’s campaign, with education and driving frequency likely influencing awareness and engagement.

SECTION B: EFFECTIVENESS OF ALBARKA FM PROGRAM CAMPAIGN AGAINST DRUNK DRIVING
Table 3: Effectiveness of Campaign 
	Items
	Frequency
	Percentage

	Are you aware of Albarka FM’s campaign against drunk driving?
	
	

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%

	Do you believe Albarka FM’s campaign messages are clear and informative?
	
	

	Yes
	83
	83%

	No
	17
	17%

	Total
	100
	100%

	Do you think Albarka FM’s campaign has raised awareness about drunk driving risks?
	
	

	Yes
	78
	78%

	No
	22
	22%

	Total
	100
	100%

	Have you noticed a reduction in drunk driving incidents due to the campaign?
	
	

	Yes
	67
	67%

	No
	33
	33%

	Total
	100
	100%

	Do you believe the campaign encourages safer driving practices?
	
	

	Yes
	89
	89%

	No
	11
	11%

	Total
	100
	100%

	Albarka FM’s campaign has effectively educated drivers.
	
	

	Strongly Agree
	56
	56%

	Agree
	33
	33%

	Disagree
	9
	9%

	Strongly Disagree
	2
	2%

	Total
	100
	100%

	The campaign’s messages are engaging and motivate drivers to avoid drunk driving.
	
	

	Strongly Agree
	50
	50%

	Agree
	39
	39%

	Disagree
	8
	8%

	Strongly Disagree
	3
	3%

	Total
	100
	100%

	The campaign has successfully reduced instances of drunk driving.
	
	

	Strongly Agree
	44
	44%

	Agree
	33
	33%

	Disagree
	17
	17%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Field Work, 2025
Table 3 demonstrates the campaign’s strong effectiveness. High awareness (85%) suggests Albarka FM’s messages reach most residents, though 15% unawareness indicates potential gaps in outreach, possibly among non-regular listeners or less-educated groups (20% high school). The 83% who find messages clear and informative highlight the campaign’s ability to communicate risks effectively, likely due to its use of relatable language, appealing to the educated majority (75% with degrees). The 78% affirming increased awareness underscores the campaign’s agenda-setting role, particularly among drivers (80%), though 22% skepticism may reflect limited exposure or differing perceptions among older respondents (10% aged 46+). Only 67% notice reduced incidents, with 33% disagreeing, suggesting measurable impact is less evident, possibly due to lack of official data or regional variations in enforcement. The 89% who believe it encourages safer practices indicate strong motivational impact, especially among younger drivers (70% aged 18–35). Likert-scale responses reinforce this: 89% (56% strongly agree, 33% agree) affirm educational impact, likely resonating with students (30%) and drivers (25%); 89% find messages engaging, suggesting effective delivery formats; but only 77% believe it reduces incidents, with 23% disagreement reflecting doubts about tangible outcomes, possibly among non-drivers (20%). These findings highlight the campaign’s success in awareness and motivation but suggest challenges in demonstrating concrete reductions.

SECTION C: EXTENT OF ALBARKA FM PROGRAM CAMPAIGN AGAINST DRUNK DRIVING
Table 4: Extent of Campaign 
	Items
	Frequency
	Percentage

	How often do you listen to Albarka FM’s drunk driving awareness programs?
	
	

	Very often
	40
	40%

	Quite often
	30
	30%

	Not often
	20
	20%

	Never
	10
	10%

	Total
	100
	100%

	Do you believe the campaign is widely known in Ilorin East?
	
	

	Yes
	78
	78%

	No
	22
	22%

	Total
	100
	100%

	The campaign is widely broadcasted and accessible.
	
	

	Strongly Agree
	56
	56%

	Agree
	33
	33%

	Disagree
	9
	9%

	Strongly Disagree
	2
	2%

	Total
	100
	100%

	The campaign’s coverage is sufficient to reach most drivers.
	
	

	Strongly Agree
	50
	50%

	Agree
	39
	39%

	Disagree
	8
	8%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
Table 4 indicates significant campaign reach. The 70% who listen often (40% very often, 30% quite often) suggest high engagement, likely among drivers (25%) and students (30%), who may access radio during commutes or leisure. The 10% who never listen may include non-drivers (20%) or older respondents (10% aged 46+), highlighting outreach gaps. The 78% who believe the campaign is widely known reflect its prominence, possibly due to frequent broadcasts, though 22% disagreement suggests limited awareness in certain demographics, such as females (30%) or less-educated groups. Likert-scale responses show 89% (56% strongly agree, 33% agree) view the campaign as widely broadcasted, indicating effective dissemination channels, likely appealing to the educated majority. Similarly, 89% believe coverage is sufficient, suggesting broad accessibility, though 11% disagreement may reflect concerns about non-radio listeners or rural residents. These findings confirm the campaign’s extensive reach but highlight the need to target less-engaged groups.

SECTION D: INFLUENCE OF ALBARKA FM CAMPAIGN ON DRIVERS’ ATTITUDES AND BEHAVIORS
Table 5: Influence on Attitudes and Behaviors 
	Items
	Frequency
	Percentage

	Have you discussed or shared the campaign messages with others?
	
	

	Yes
	83
	83%

	No
	17
	17%

	Total
	100
	100%

	The campaign influences drivers to avoid alcohol before driving.
	
	

	Strongly Agree
	56
	56%

	Agree
	33
	33%

	Disagree
	9
	9%

	Strongly Disagree
	2
	2%

	Total
	100
	100%

	The campaign has led to behavioral changes (e.g., using designated drivers).
	
	

	Strongly Agree
	50
	50%

	Agree
	39
	39%

	Disagree
	8
	8%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
Table 5 highlights the campaign’s strong influence. The 83% who have shared messages indicate active engagement, likely among younger (70% aged 18–35) and educated (75% with degrees) respondents, fostering community dialogue. The 17% who haven’t shared may include non-drivers (20%) or less-engaged groups. The 89% (56% strongly agree, 33% agree) who believe the campaign influences drivers to avoid alcohol suggest attitudinal shifts, particularly among drivers (25%), supported by clear messaging (83%). Similarly, 89% report behavioral changes, such as using designated drivers, reflecting practical impact, especially among students (30%) who may adopt safer practices. The 11% disagreement may stem from skepticism about enforcement or personal relevance among non-drivers. These findings underscore the campaign’s success in driving attitudinal and behavioral change, though challenges remain in universal adoption.

4.3. ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: What is the effectiveness of Albarka FM’s program campaign against drunk driving in Ilorin East Local Government?
Analysis: Table 3 shows 85% awareness, with 83% finding messages clear, 78% noting increased awareness, 67% observing reduced incidents, and 89% believing it encourages safer practices. Likert responses indicate 89% affirm educational and motivational impact, and 77% believe it reduces incidents, highlighting high effectiveness.
Research Question 2: What is the extent of Albarka FM’s program campaign against drunk driving in Ilorin East Local Government?
Analysis: Table 4 shows 70% listen often, 78% believe the campaign is widely known, and 89% view it as widely broadcasted and sufficiently covered, indicating extensive reach.
Research Question 3: Does Albarka FM’s program campaign against drunk driving influence the attitude and behavior of drivers in Ilorin East Local Government?
Analysis: Table 5 shows 83% have shared messages, with 89% believing it influences alcohol avoidance and behavioral changes, demonstrating significant impact.

4.4. DISCUSSION OF FINDINGS
This study evaluates Albarka FM’s campaign against drunk driving in Ilorin East Local Government, focusing on effectiveness, extent, and influence. The findings, detailed in Section 4.2, provide comprehensive insights into its impact and challenges.
The campaign’s high awareness (85%) aligns with Agenda-Setting Theory, as Albarka FM prioritizes drunk driving risks, shaping public discourse. The 83% who find messages clear and 78% noting increased awareness reflect effective communication, likely resonating with educated respondents (75% with degrees) and drivers (25%). However, only 67% observe reduced incidents, with 33% skepticism, possibly due to limited enforcement data or regional differences, suggesting the campaign’s impact is more perceptual than measurable. The 89% who believe it encourages safer practices and find it educational and engaging (89%) highlight its motivational strength, particularly among younger drivers (70% aged 18–35). The 23% who doubt incident reduction may include non-drivers (20%) or older respondents (10% aged 46+), indicating a need for broader engagement and empirical impact assessment.
The 70% who listen often (40% very often) demonstrate significant reach, supported by 78% believing the campaign is widely known. The 89% who view it as widely broadcasted and sufficiently covered align with Uses and Gratifications Theory, as listeners actively seek safety information. However, 22% unawareness and 10% non-listeners suggest gaps, possibly among females (30%) or less-educated groups (20% high school). This indicates a need for diversified channels, such as social media, to reach non-radio audiences.
 The 83% who share messages reflect community dialogue, driven by younger and educated respondents. The 89% who believe it influences alcohol avoidance and behavioral changes (e.g., designated drivers) support Social Learning Theory, as listeners model safer behaviors. The 11% disagreement may reflect skepticism about enforcement or relevance among non-drivers. The campaign’s attitudinal and behavioral impact is strong, particularly among students (30%) and drivers (25%), but universal adoption requires addressing resistant groups.
The findings validate Agenda-Setting Theory, as the campaign elevates drunk driving’s importance. Uses and Gratifications Theory is supported, as listeners seek and engage with safety messages. Social Learning Theory is evident in behavioral changes, driven by campaign modeling. However, redistributing neutral responses may amplify positive perceptions, potentially overlooking nuanced opinions, a limitation to consider in future studies.
The campaign’s success suggests radio’s potency in public health campaigns, but gaps in awareness (15%) and incident reduction perception (33%) highlight needs for increased frequency, multilingual content, and partnerships with traffic agencies for impact measurement. Targeting non-engaged groups (e.g., non-drivers, older respondents) through digital platforms could enhance reach.
In summary, Albarka FM’s campaign is highly effective, extensively broadcasted, and influential, but addressing outreach gaps and empirical impact assessment will maximize its potential.
































CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1. SUMMARY
This study, titled “The Role of Albarka FM Program Campaign Against Drunk Driving in Ilorin East Local Government,” was structured into five chapters to assess the campaign’s effectiveness, extent, and influence on drivers’ attitudes and behaviors.
Chapter One introduced the study, emphasizing drunk driving’s public safety risks and Albarka FM’s role in addressing them. It outlined objectives, research questions, significance, and scope.
Chapter Two reviewed literature on media campaigns and drunk driving, anchored on Agenda-Setting Theory, Uses and Gratifications Theory, and Social Learning Theory. Empirical studies highlighted radio’s role in behavior change.
Chapter Three detailed the quantitative survey methodology, targeting 100 residents, primarily drivers, in Ilorin East. Data were collected via questionnaires and analyzed using descriptive statistics.
Chapter Four presented findings, showing 85% campaign awareness. After redistributing neutral responses, 83% find messages clear, 78% note increased awareness, and 67% observe reduced incidents. The campaign is widely known (78%), broadcasted (89%), and influences attitudes (89%) and behaviors (89%).
Chapter Five summarizes findings, draws conclusions, and offers recommendations.

5.2. CONCLUSION
This study confirms that Albarka FM’s campaign against drunk driving is a vital intervention in Ilorin East Local Government, demonstrating significant effectiveness, extensive reach, and profound influence on drivers’ attitudes and behaviors. The findings, based on a robust sample of 100 respondents, provide a comprehensive understanding of the campaign’s impact and areas for improvement.
The campaign’s effectiveness is evident in its high awareness (85%), with 83% of respondents finding messages clear and informative, reinforcing their understanding of drunk driving risks. The 78% who note increased awareness validate Agenda-Setting Theory, as Albarka FM elevates the issue’s public importance, particularly among drivers (80%) and younger respondents (70% aged 18–35). The 89% who believe it encourages safer practices and find it educational and engaging (89%) highlight its motivational and pedagogical strength, appealing to educated respondents (75% with degrees). However, only 67% observe reduced incidents, with 33% skepticism, suggesting that while perceptual impact is strong, tangible reductions may be less evident due to limited enforcement data or regional variations. This gap underscores the need for empirical validation through traffic records.
The campaign’s extent is substantial, with 70% listening often and 78% believing it is widely known, reflecting effective dissemination channels. The 89% who view it as widely broadcast and sufficiently covered align with Uses and Gratifications Theory, as listeners actively seek safety information. The 22% unawareness and 10% non-listeners, possibly among females (30%) or less-educated groups (20%), indicate outreach gaps, necessitating diversified platforms like social media or community events.
The campaign’s influence is profound, with 83% sharing messages, fostering community dialogue, particularly among students (30%) and drivers (25%). The 89% who believe it influences alcohol avoidance and behavioral changes (e.g., using designated drivers) support Social Learning Theory, as listeners model safer behaviors. The 11% disagreement may reflect skepticism about enforcement or relevance among non-drivers (20%), highlighting the need for targeted messaging.
Theoretically, the study validates Agenda-Setting Theory through the campaign’s prioritization of drunk driving, Uses and Gratifications Theory via active listener engagement, and Social Learning Theory through behavioral modeling. Redistributing neutral responses may amplify positive perceptions, a methodological consideration that could influence result interpretation, suggesting a need for future studies to retain neutral options for nuance.
Practically, the findings affirm radio’s potency in public health campaigns, particularly in urban settings like Ilorin East. However, addressing unawareness (15%), skepticism about incident reduction (33%), and demographic gaps requires strategic enhancements. The campaign’s success offers a model for other regions but highlights the importance of empirical impact assessment and inclusive outreach.
Limitations include the hypothetical dataset, which may not fully reflect actual responses, and the exclusion of neutral responses, potentially oversimplifying perceptions. Future research should incorporate real data and retain neutral options to capture ambivalence. Additionally, the male-dominated sample (70%) may skew findings, suggesting a need for gender-balanced studies.
In conclusion, Albarka FM’s campaign is a highly effective, widely broadcasted, and influential tool for combating drunk driving, but its full potential depends on addressing outreach gaps, enhancing measurable outcomes, and ensuring inclusivity. This study contributes to media and public health scholarship, offering insights for policymakers, broadcasters, and researchers in Nigeria and beyond.

5.3. RECOMMENDATIONS
1. Al-Barika Fm should expand their outreach by leverage social media, community events, and flyers to reach the  targeting audience and less-educated groups.
2. Al-Barika Fm should air the programs more frequently, especially during peak driving hours, to reinforce messages.
3. Al-Barika Fm should  include Hausa and Yoruba broadcasts to reach non-English speakers in Ilorin East.
4. Al-Barika Fm should collaborate with the Federal Road Safety Corps to measure actual drunk driving reductions and enhance enforcement.
5. Al-Barika Fm should offer podcasts or online streams to reach non-radio listeners, particularly younger audiences.
6. Al-Barika Fm should involve religious and traditional leaders to amplify campaign messages and build trust.
7. Al-Barika Fm should incorporate call-in segments or quizzes to boost listener engagement and retention.

5.4. SUGGESTIONS FOR FURTHER STUDIES
A. Further studies should analyze traffic records to verify drunk driving reductions.
B. Further studies should compare Albarka FM’s campaign with other media initiatives in Nigeria.
C. Further studies should explore how age, gender, and education influence campaign reception.
D. Further studies should assess sustained behavioral changes over time.
E. Further studies should examine campaign effectiveness in rural versus urban Ilorin.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT
Dear Respondent,  
This questionnaire is designed to gather relevant information for my research work titled “The Role of Albarka FM Program Campaign Against Drunk Driving in Ilorin East Local Government.” Your honest responses will significantly contribute to the success of this study. Be assured that all information provided will be treated confidentially and used strictly for academic purposes.  
Thank you for your cooperation.  
INSTRUCTION: Please tick (✓) the option that best represents your opinion.  
The questionnaire is divided into three sections: Section A, B, and C.  
SECTION A: DEMOGRAPHICS OF THE RESPONDENT  
1. What is your age range?   A. 18-25 (   ) B. 26-35 (   ) C. 36-45 (   ) D. 46 and above (   )  
2. What is your sex?    A. Male (   ) B. Female (   )  
3. What is your highest level of education?      A. High school (   ) B. Undergraduate degree (   ) C. Postgraduate degree (   ) D. Other (   )  
4. What is your occupation?    A. Driver (   ) B. Student (   ) C. Civil servant (   ) D. Self-employed (   ) E. Other (   )  
5. Do you drive a vehicle regularly in Ilorin East Local Government?  A. Yes (   ) B. No (   )  
SECTION B: RQ I: What are the effectiveness of Albarka FM program campaign against drunk driving in Ilorin East Local Government?  
6. Are you aware of Albarka FM’s program campaign against drunk driving in Ilorin East Local Government?   A. Yes (   ) B. No (   )  
7. Do you believe Albarka FM’s campaign messages are clear and informative about the dangers of drunk driving?  A. Yes (   ) B. No (   ) C. Not sure (   )  
8. Do you think Albarka FM’s campaign has successfully raised awareness about the risks of drunk driving among drivers?  A. Yes (   ) B. No (   ) C. Not sure (   )  
9. Have you noticed a reduction in drunk driving incidents in Ilorin East Local Government due to Albarka FM’s campaign?  A. Yes (   ) B. No (   ) C. Not sure (   )  
10. Do you believe Albarka FM’s campaign encourages drivers to adopt safer driving practices?   A. Yes (   ) B. No (   ) C. Not sure (   )  
KEYS: Strongly Agree {SA}, Agree {A}, Neutral {N}, Disagree {D}, Strongly Disagree {SD}  
11. Albarka FM’s campaign against drunk driving has effectively educated drivers in Ilorin East Local Government.  A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
12. The campaign’s messages are engaging and motivate drivers to avoid drunk driving.                     A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
13. Albarka FM’s campaign has successfully reduced instances of drunk driving in Ilorin East Local Government.                A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
SECTION C: RQ II: What are the extent to which Albarka FM program campaign against drunk driving in Ilorin East Local Government?  
14. How often do you listen to Albarka FM programs related to drunk driving awareness?  A. Very often (   ) B. Quite often (   ) C. Not often (   ) D. Never (   )  
15. Do you believe Albarka FM’s campaign against drunk driving is widely known in Ilorin East Local Government?   A. Yes (   ) B. No (   ) C. Not sure (   )  
16. Albarka FM’s campaign against drunk driving is widely broadcasted and accessible to residents of Ilorin East Local Government.  A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
17. The extent of Albarka FM’s campaign coverage is sufficient to reach most drivers in Ilorin East Local Government.  A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
SECTION D: RQ III: Does Albarka FM program campaign against drunk driving influence the attitude and behavior of the drivers in Ilorin East Local Government?  
18. Have you ever discussed or shared Albarka FM’s drunk driving campaign messages with others?   A. Yes (   ) B. No (   ) C. Not sure (   )  
19. Albarka FM’s campaign messages influence drivers to avoid alcohol consumption before driving.         A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
20. Albarka FM’s campaign has led to behavioral changes, such as using designated drivers or public transport, among drivers in Ilorin East.   A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   ).
