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ABSTRACT
This study evaluates the effectiveness of radio advertisements on family planning programs with a specific focus on child spacing in Ilorin. The research was motivated by the need to assess how radio, as a mass communication tool, influences awareness, knowledge, and adoption of family planning practices among residents of Ilorin. The study employed the survey method using structured questionnaires to collect data from selected married individuals and parents within the Metropolis. Findings reveal that radio advertisements play a significant role in raising awareness about the benefits of child spacing and various family planning methods. Respondents indicated that radio messages are often clear, persuasive, and culturally sensitive, which enhances their impact. However, the study also discovered limitations such as inconsistent airing of programs, language barriers, and misinformation from other sources, which sometimes reduce the effectiveness of these advertisements. The study concludes that while radio remains a vital channel for disseminating information on family planning in Ilorin, its effectiveness can be improved through more consistent, well-targeted, and interactive programming. The research recommends increased collaboration between health agencies and radio stations to enhance message delivery and public engagement.



















CHAPTER ONE
INTRODUCTION
1.1. Background of the Study
Radio advertising has long been recognized as an effective medium for communicating public health messages, particularly in developing countries like Nigeria. Limited infrastructure, literacy levels, and cultural dynamics make radio a vital tool for health communication, including family planning campaigns aimed at child spacing. Scholars such as Bertrand et al. (2006) have identified mass media as a key driver in shaping attitudes and behaviors toward family planning programs, demonstrating the critical role of radio in influencing public opinion.
Family planning is a cornerstone of public health, enabling individuals and couples to make informed decisions about the number and timing of their children. According to the World Health Organization (WHO, 2023), child spacing—maintaining a minimum interval of two years between pregnancies—significantly reduces maternal and child mortality, improves maternal health, and enhances family well-being. Research by Cleland et al. (2006) indicates that effective child-spacing practices contribute to economic stability and improved outcomes for children, such as better access to education and nutrition.
Nigeria’s high fertility rate and rapid population growth present significant challenges to achieving sustainable development. The United Nations (2022) reported that Nigeria’s population, which exceeds 200 million, is growing at an annual rate of 2.6%, straining health, education, and economic resources. This underscores the need for family planning programs that address societal barriers to adoption, as highlighted by Sedgh et al. (2016).
Radio is a powerful medium for health communication, particularly in regions like Ilorin, where it is the most accessible source of information. Evidence from studies by Chapman et al. (2021) shows that radio can transcend literacy barriers and reach diverse audiences, including rural communities with limited access to formal education. Its ability to deliver messages in local languages makes it a valuable tool for promoting family planning.
Furthermore, storytelling, jingles, and testimonials in radio programs create engaging content that resonates with listeners. Research by Muturi and Mwangi (2017) emphasizes that culturally appropriate messaging on radio increases the likelihood of audience engagement and behavioral change, making it an ideal medium for promoting family planning practices.
Despite the availability of family planning services in Ilorin, adoption rates remain low due to cultural, religious, and social factors. Studies by Feyisetan and Bankole (2009) reveal that cultural norms and religious beliefs often discourage contraceptive use, with some communities viewing child spacing as contradictory to their traditions or faith. Additionally, misconceptions about contraceptive side effects are a significant barrier to adoption.
Gender dynamics also play a role, as highlighted by Blanc (2001), who noted that men often dominate reproductive decision-making in many Nigerian households. A lack of male support for family planning can hinder its implementation. Moreover, inadequate access to affordable contraceptives, particularly in rural areas, limits uptake, as noted by Adebowale et al. (2016).

The effectiveness of radio advertisements in promoting family planning programs can be evaluated through audience reach, message clarity, and behavioral change. Audience reach is essential to ensure widespread dissemination of messages, and research by Sood et al. (2004) shows that frequent broadcasts and strategic timing enhance campaign impact.
Message clarity is another critical factor. Messages tailored to the cultural and linguistic contexts of the target audience have been shown to improve comprehension and relevance, as demonstrated by Lee et al. (2018). Behavioral change, the ultimate goal, involves measuring knowledge, attitudes, and practices regarding family planning. Babalola et al. (2022) argue that community-based surveys and focus group discussions are effective tools for assessing the influence of radio campaigns.
Ilorin, the capital of Kwara State, offers a unique setting for studying radio’s impact on family planning programs. The city’s population reflects a blend of urban and rural characteristics, with varying socio-cultural and religious backgrounds. As Oyeniyi et al. (2019) observed, Ilorin’s radio landscape caters to diverse demographics, making it an ideal platform for health communication.
Family planning efforts in Ilorin have historically faced resistance due to cultural and religious factors. However, increasing urbanization and exposure to modern lifestyles have begun to shift perceptions, particularly among younger generations. According to NURHI (2020), the presence of NGOs and government initiatives focusing on reproductive health has created opportunities for enhanced communication strategies to promote family planning.
In conclusion, radio advertising is a crucial tool for promoting family planning and child spacing in Ilorin. Its accessibility and ability to transcend literacy barriers make it an effective medium for reaching diverse audiences. This study seeks to assess the effectiveness of radio advertisements in achieving these objectives, providing valuable insights into how radio can enhance public health campaigns. By addressing challenges and leveraging opportunities, this research aims to contribute to improved reproductive health outcomes and family well-being in Ilorin and beyond. 
1.2. Statement of the Problem
Family planning programs play a critical role in reducing maternal and child mortality, improving maternal health, and promoting socio-economic development. However, despite their importance, the adoption of family planning practices in Ilorin, Nigeria, remains suboptimal. According to the Nigeria Demographic and Health Survey (NDHS, 2023), the country has one of the highest fertility rates globally, with a significant unmet need for contraception. Many individuals in Ilorin, particularly in rural and semi-urban areas, lack adequate knowledge about the health and economic benefits of child spacing. Studies by Feyisetan and Bankole (2009) indicate that this gap is largely due to cultural, religious, and social misconceptions, which hinder the acceptance of family planning practices.
Radio, as one of the most accessible and widely consumed media in Ilorin, has the potential to bridge the information gap by delivering tailored messages on family planning. Research by Chapman et al. (2021) highlights the effectiveness of radio in transcending literacy barriers and reaching diverse audiences. However, the impact of radio advertisements on family planning practices in Ilorin remains underexplored. Key questions include whether these advertisements effectively reach the target audience, whether the messages resonate culturally and contextually, and whether they result in measurable behavioral change.

Factors such as message clarity, language, frequency of broadcasts, and timing may influence the impact of radio campaigns. Sood et al. (2004) emphasize that poorly designed messages or inadequate broadcast strategies can reduce the effectiveness of health communication campaigns. Additionally, societal barriers such as male dominance in reproductive decision-making, religious resistance, and widespread misconceptions about contraceptives complicate the adoption of family planning practices, as noted by Blanc (2001) and Adebowale et al. (2016).
This study seeks to address these issues by evaluating the effectiveness of radio advertisements in promoting family planning programs in Ilorin. It aims to identify the challenges faced by these campaigns and provide recommendations for enhancing their impact on child-spacing practices. By understanding the gaps in communication and behavioral change, this research hopes to contribute to the design of more effective family planning campaigns in the region (Babalola et al., 2022).
1.3. Research Objectives
1. To evaluate the effectiveness of radio advertisements in increasing awareness of family planning programs and child-spacing practices in Ilorin.

2. To analyze the impact of radio advertisements on the attitudes and behavioral changes related to family planning adoption among residents of Ilorin.

3. To identify the challenges and limitations of using radio advertisements as a medium for promoting family planning programs in Ilorin.

1.4. Research Questions
1. How effective are radio advertisements in increasing awareness of family planning programs and child-spacing practices in Ilorin?

2. To what extent do radio advertisements influence attitudes and behavioral changes regarding the adoption of family planning practices in Ilorin?

3. What are the challenges and limitations of using radio advertisements to promote family planning programs in Ilorin?
1.5. Significance of the Stud
This study is significant for several reasons, particularly in addressing public health challenges in Ilorin and similar settings. First, it contributes to the growing body of knowledge on the effectiveness of media in health communication. By focusing on radio advertisements, the study provides valuable insights into how this medium can be optimized to promote family planning programs and child-spacing practices. Given that radio is a widely accessible medium in Nigeria, the findings will be instrumental in guiding policymakers and health communication experts on leveraging its potential to reach diverse audiences, including rural and semi-literate populations.
Second, the study has practical implications for public health planning and intervention. Understanding the effectiveness of radio advertisements in changing attitudes and behaviors related to family planning can help public health practitioners design more targeted and culturally relevant campaigns. It will also provide evidence-based recommendations on improving the content, frequency, and delivery of family planning messages to achieve better outcomes in maternal and child health.
Furthermore, the study addresses critical societal challenges, such as the high fertility rate and unmet need for contraception in Nigeria. By identifying the barriers and challenges to effective family planning communication, it provides a foundation for addressing misconceptions, cultural resistance, and gender dynamics that hinder the adoption of family planning practices. This aligns with global efforts to improve reproductive health and achieve sustainable development goals, particularly those related to health and gender equality.
Lastly, the study is beneficial to future researchers and academics. It serves as a reference for studies on media effectiveness in health communication and can inspire further research on the intersection of media, culture, and public health. By contributing to the academic discourse on these topics, the study lays the groundwork for innovative approaches to improving health outcomes through communication strategies.
1.6. Scope of the Study
The scope of this study is centered on evaluating the effectiveness of radio advertisements in promoting family planning programs, specifically focusing on child-spacing practices, within Ilorin, Kwara State, Nigeria. The study targets the adult population in Ilorin, including both urban and semi-urban residents, as they are the primary audience for family planning campaigns.
The research examines the reach, clarity, and impact of family planning messages broadcasted through local radio stations, analyzing their influence on knowledge, attitudes, and practices regarding child-spacing. It also explores how cultural, religious, and gender-related factors affect the reception and adoption of these messages.
This study is limited to radio advertisements aired on popular radio stations in Ilorin, as radio remains one of the most accessible and influential communication mediums in the region. The timeframe for the study covers a specific period during which these advertisements were actively broadcasted. The study does not include other forms of media or communication channels, such as television, social media, or community outreach, as its focus is solely on radio-based messaging.

By narrowing the scope to Ilorin and radio advertisements, the study aims to provide a detailed and context-specific analysis of the role of radio in health communication. Findings from this study are expected to be relevant to public health practitioners, policymakers, and media professionals working on family planning programs in similar socio-cultural settings.
1.7. Definition of Terms
1. Evaluation: The systematic assessment of the extent to which radio advertisements achieve their intended objectives in influencing knowledge, attitudes, and behaviors toward family planning and child spacing.
2. Effectiveness: The degree to which radio advertisements produce the desired impact on raising awareness and promoting the adoption of family planning practices.
3. Radio Advertisement: Promotional messages aired on radio stations aimed at disseminating information about family planning programs and encouraging child-spacing practices.
4. Family Planning Program: Organized initiatives aimed at providing individuals and families with information and access to contraceptives to control the timing and number of children they have.
5. Child Spacing: The practice of maintaining an optimal interval between consecutive births to improve maternal and child health.
6. Ilorin: The capital city of Kwara State, Nigeria, which serves as the geographical focus of the study.
















CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual Framework. 
2.1.1. Family Planning
According to the World Health Organization (WHO), family planning refers to the ability of individuals and couples to anticipate and attain their desired number of children and regulate the spacing of their births. This is achieved through the use of contraceptive methods and the treatment of infertility. Family planning not only emphasizes birth control but also includes broader considerations, such as promoting reproductive health and empowering individuals to make informed decisions regarding their family size (WHO, 2020).
1. Significance of Family Planning
1. Improved Maternal and Child Health
Family planning significantly reduces maternal and child mortality by preventing unintended pregnancies and ensuring adequate birth spacing. Closely spaced pregnancies can lead to complications such as anemia, preterm birth, and low birth weight (UNICEF, 2019). Evidence from Nigeria indicates that proper family planning reduces maternal mortality rates by up to 30% in communities with high contraceptive use (National Population Commission, 2021).
2. Reduction in Infant Mortality
Spacing births for at least two years has been shown to improve child survival rates. Children born to mothers who have time to recover between pregnancies are less likely to suffer from malnutrition or health complications (WHO, 2018).
3. Economic Benefits
Family planning allows families to allocate resources more efficiently, improving access to education, healthcare, and nutrition for each child. At a national level, it alleviates pressure on healthcare and education systems while supporting economic growth through a more balanced population structure (World Bank, 2020).
4. Empowerment of Women
Family planning empowers women to pursue educational and career opportunities, contributing to gender equality. Research by the Guttmacher Institute (2022) highlights that access to contraceptives increases women’s participation in the workforce, enabling them to contribute more effectively to family and societal development.
5. Population Control and Sustainability
Unchecked population growth places immense pressure on resources and infrastructure. Family planning is an essential tool for managing population growth, particularly in resource-constrained areas like Ilorin, where healthcare and education systems are often overstretched (National Bureau of Statistics, 2022).
6. Prevention of Sexually Transmitted Infections (STIs)
Dual-purpose contraceptives, such as condoms, protect against unintended pregnancies and sexually transmitted infections (STIs), including HIV/AIDS. This dual protection is vital in reducing STI prevalence in high-risk populations (UNAIDS, 2020).
2.1.2. Overview of Child Spacing and Its Benefits for Maternal and Child Health
Child spacing refers to the practice of maintaining adequate intervals between consecutive births. Recommended by the World Health Organization (WHO), a minimum of 24 months between births is essential for promoting the health and well-being of both mother and child (WHO, 2020). This section explores the concept of child spacing and its associated health benefits, particularly in the context of maternal and child health.
Child spacing is the deliberate planning of the time between births to optimize health outcomes for both the mother and the child. It involves using modern or traditional contraceptive methods to delay or space pregnancies. WHO advocates for at least a two-year interval between childbirth and the next pregnancy to reduce health risks (WHO, 2020). 
1. Benefits of Child Spacing
1. Improved Maternal Health
Reduced Risk of Complications: Closely spaced pregnancies increase the likelihood of maternal health complications, including anemia, postpartum hemorrhage, and uterine rupture. Adequate spacing allows the mother’s body to recover fully from the physical and nutritional demands of pregnancy and breastfeeding (UNICEF, 2019).
Lower Risk of Maternal Mortality: Evidence suggests that child spacing significantly reduces the risk of maternal mortality. For example, studies in sub-Saharan Africa, including Nigeria, show that maternal mortality rates are lower in families practicing adequate spacing (National Population Commission, 2021).
2. Enhanced Child Health
Reduced Infant Mortality: Short birth intervals are associated with higher rates of preterm births, low birth weights, and neonatal mortality. Children born after sufficient spacing are more likely to survive and thrive due to better maternal health during pregnancy (Guttmacher Institute, 2022).
Improved Nutrition and Care: Adequate spacing ensures that mothers can provide sufficient breastfeeding and attention to each child, leading to better growth and development (WHO, 2020).
3. Prevention of Malnutrition
Closely spaced pregnancies can lead to competition for limited household resources, contributing to malnutrition among children. Child spacing allows families to plan resources more effectively, reducing the risk of undernutrition (UNICEF, 2019).
4. Psychological and Emotional Well-being
Adequate spacing helps mothers manage parenting stress, ensuring they are mentally and emotionally prepared for subsequent pregnancies and childcare (National Population Commission, 2021).
5. Economic and Social Benefits
Families practicing child spacing can invest more in each child’s education, healthcare, and overall well-being, contributing to improved quality of life. At the societal level, it reduces healthcare costs and alleviates pressure on public health systems (World Bank, 2020)
2.1.3. Cultural, Religious, and Socio-economic Factors Influencing Family Planning. 
1. Cultural Factors
1. Traditional Beliefs and Practices
Cultural norms often prioritize large family sizes as a symbol of wealth, prestige, and security in many Nigerian societies, including Ilorin. This can discourage the use of contraceptives, as having many children is perceived as fulfilling societal expectations (National Population Commission, 2021).
2. Gender Roles
In many cultures within Ilorin, decision-making about family size and contraceptive use is male-dominated. Women may lack the autonomy to make independent choices regarding family planning due to traditional gender roles (UNICEF, 2019).
3. Myths and Misinformation
Cultural myths surrounding contraceptive methods, such as fears of infertility or adverse health effects, hinder the adoption of family planning. These misconceptions are widespread in both urban and rural areas (Guttmacher Institute, 2022).
2. Religious Factors
1. Islamic Teachings and Family Planning
While Islamic teachings allow for family planning, the interpretation varies among religious leaders. Some leaders support contraception for health and economic reasons, while others oppose it, citing religious doctrines (WHO, 2020). This divergence impacts the acceptance of family planning methods in Ilorin, where Islam is the dominant religion.
2. Christian Perspectives
Christian groups in Ilorin also differ in their views on contraception. While some denominations advocate for modern family planning, others promote natural methods or discourage contraceptive use altogether, viewing it as contradictory to divine plans (National Bureau of Statistics, 2022).
3. Role of Religious Leaders
Religious leaders significantly influence attitudes toward family planning. Supportive leaders can promote awareness and encourage adoption, while those opposing it may reinforce resistance (World Bank, 2020).
3. Socio-economic Factors
1. Education
Educational attainment is a critical determinant of family planning acceptance. Women with higher levels of education are more likely to use contraceptives and understand the health and economic benefits of child spacing. However, literacy levels in parts of Ilorin remain low, limiting access to information (UNICEF, 2019).
2. Economic Status
Economic constraints often limit access to contraceptives in low-income households. High poverty rates in Ilorin mean that many families prioritize immediate survival needs over investments in family planning (National Population Commission, 2021). Conversely, wealthier families are more likely to adopt modern contraceptive methods due to better access to Healthcare. 
3. Access to Healthcare Services
Limited availability of family planning services, particularly in rural areas of Ilorin, hinders contraceptive use. Cost, distance, and lack of skilled healthcare providers are significant barriers (WHO, 2020).
4. Employment and Urbanization
Urbanization and increased female participation in the workforce have led to a shift in family planning attitudes in urban areas of Ilorin. Women seeking economic empowerment are more likely to adopt contraceptive methods to balance work and family life (World Bank, 2020). 
2.1.4. Role of Media in Health Communication
Media serves as a critical tool in promoting health communication by educating and influencing public health behaviors. It simplifies complex medical concepts into relatable information, ensuring the public understands and adopts healthy practices. Media campaigns often focus on raising awareness about key health issues such as maternal health, family planning, and disease prevention. They also address misconceptions by providing evidence-based information, fostering behavioral change, and building trust among audiences. In resource-limited settings, media has proven instrumental in bridging the gap between healthcare services and the public, promoting access to life-saving health information (WHO, 2020; UNICEF, 2019).
Radio, in particular, stands out as one of the most effective media platforms for health communication, especially in communities like Ilorin, where it is widely accessible and affordable. Radio is a pervasive medium, capable of reaching diverse populations, including those in remote and underserved areas. Over 80% of households in Nigeria have access to a radio, making it an essential tool for disseminating health messages to the masses (National Bureau of Statistics, 2022). Its affordability and portability allow even low-income families to benefit from regular health updates and campaigns.
Another significant advantage of radio is its cultural and linguistic adaptability. Radio programs can be designed to reflect the cultural values and languages of specific communities, ensuring that health messages resonate with the target audience. Broadcasting in local dialects enhances comprehension and acceptance, breaking down barriers that might otherwise hinder the adoption of health practices (WHO, 2020). For instance, community radio stations in Ilorin have effectively used culturally tailored programs to promote family planning and child spacing, leading to increased awareness and acceptance.
Radio also fosters interactive communication, which is critical in health campaigns. Through live call-ins, text messages, and panel discussions, listeners can engage directly with health experts to ask questions, seek clarifications, and share their concerns. This two-way communication builds trust and ensures that health messages are not only received but also understood and applied (UNICEF, 2019). Additionally, the participatory nature of radio allows for real-time feedback, making it easier to address misconceptions and provide accurate information promptly.
In summary, media plays an indispensable role in health communication, with radio being particularly effective in reaching and influencing public behavior. Its accessibility, widespread reach, cultural adaptability, and interactive nature make it an invaluable tool for promoting health awareness and encouraging positive behavioral changes. Leveraging radio’s potential can significantly enhance the success of health campaigns, particularly in addressing pressing issues such as family planning and maternal health in Ilorin (National Population Commission, 2021; World Bank, 2020).
2.1.5. Accessibility and Reach of Radio in Rural and Urban Communities
1. Radio Accessibility in Rural Communities
Radio has proven to be one of the most accessible and affordable means of communication in rural communities. Unlike other media platforms that require internet access or expensive infrastructure, radio can penetrate even the most remote areas, where other forms of communication may be unavailable. In rural communities, where access to education, healthcare, and other services is limited, radio becomes a crucial source of information. It is affordable, with many households owning a simple transistor radio, and it does not require electricity, making it ideal for low-income and off-the-grid areas (National Population Commission, 2021).
In Nigeria, radio reaches rural areas with higher consistency compared to other media. Local radio stations, which often broadcast in indigenous languages and dialects, cater to the specific cultural needs of rural populations. This linguistic adaptation improves the accessibility of content, ensuring that health campaigns, such as family planning and maternal health, are understood and relevant to local communities. Radio also provides a platform for local voices and opinions, which fosters trust and increases the likelihood of people tuning in regularly to access important information (National Bureau of Statistics, 2022).
2.  Radio Accessibility in Urban Communities
In urban communities, radio remains a prominent source of information, though it faces competition from other media platforms such as television, the internet, and social media. Despite this, radio continues to have broad reach in cities and towns, with a large portion of the population regularly tuning in to news, entertainment, and educational content. Urban areas often have a higher concentration of radio stations, providing diverse programming that caters to various demographics and interests (WHO, 2020).
While access to radio is still widespread in urban areas, the platform’s reach is often complemented by other digital tools. For example, many urban residents listen to radio stations online, either through apps or streaming services, giving them additional flexibility in accessing content. This digital shift has expanded radio’s accessibility in urban environments, allowing people to engage with content at their convenience, beyond traditional broadcast times. Despite the rise of internet and digital media, radio remains the preferred medium for many urban residents due to its ease of use and portability (UNICEF, 2019).
2.1.6. Radio and Behavioral Change Communication
1. Radio as a Persuasive Medium
Radio’s persuasive power lies in its ability to engage listeners emotionally and informatively. Programs designed for BCC often incorporate storytelling, expert advice, and public service announcements to persuade listeners to adopt desired behaviors. For instance, family planning campaigns on radio often feature personal stories from individuals or couples who have benefited from child spacing or contraceptive use, which can encourage others to follow suit. As noted by Chikwe (2021), radio’s use of personal testimonies helps break down barriers of resistance and promotes acceptance of new behaviors.
2. Creating Awareness and Knowledge
A key aspect of BCC is raising awareness and disseminating accurate information. Radio has proven to be effective in increasing public awareness of health-related issues, such as family planning, HIV prevention, and nutrition. According to Ayeni and Oladejo (2020), radio programs focusing on health education have contributed significantly to the knowledge acquisition of listeners, equipping them with vital information that influences decision-making. In their study on health communication in Nigeria, they found that consistent exposure to radio health campaigns led to improved knowledge about preventive health practices.
3. Interactive Platforms and Listener Engagement
Radio’s ability to facilitate two-way communication enhances its effectiveness in BCC. Through live call-ins, listener feedback, and SMS interactions, radio allows for direct engagement with the audience. This interactivity helps clarify doubts and deepens understanding, which is particularly crucial in health campaigns. In a study by Okeke et al. (2019), it was found that interactive health programs on radio not only educated listeners but also encouraged them to actively participate in their health decisions by asking questions and discussing the benefits of family planning with experts.
4. Social and Cultural Relevance
A major strength of radio in BCC is its ability to adapt content to local cultures, languages, and social norms. By broadcasting in indigenous languages and using culturally appropriate messages, radio increases its effectiveness in diverse communities. In rural areas, where traditional beliefs may hinder the acceptance of modern health practices, culturally sensitive programming on radio can overcome resistance by addressing misconceptions. This was supported by Adebayo and Ireti (2020), who showed that radio programs tailored to local cultural contexts significantly increased the acceptance of family planning in rural Nigerian communities.
5. Reinforcement and Continuity
The success of BCC campaigns relies on the repeated exposure of health messages to reinforce desired behaviors. Radio is uniquely positioned to provide continuous reinforcement through daily or weekly broadcasts. In family planning campaigns, for instance, regular radio messages about the benefits of child spacing, contraceptive use, and maternal health can sustain attention and facilitate long-term behavioral changes. As Durojaiye (2021) found in his study of health communication in Nigeria, the consistent airing of health-related programs on radio resulted in sustained behavior change, particularly in areas like family planning adoption.
2.1.7. Radio’s Role in Family Planning and Health Campaigns
1. Promoting Family Planning
Radio has played a significant role in promoting family planning in Nigeria. Numerous studies have shown that radio campaigns targeting family planning have successfully raised awareness and influenced behavior. According to Aliyu et al. (2022), radio programs on family planning that incorporate local languages and community leaders have contributed to a higher adoption rate of contraceptives in both urban and rural settings. These campaigns highlight the advantages of child spacing, such as better maternal health and economic stability, which resonate well with the audience.
2. Health Behavior Change for Disease Prevention
In addition to family planning, radio has been instrumental in promoting other health behaviors, including disease prevention practices. During health crises, such as outbreaks of infectious diseases, radio has been a key medium for educating the public about preventive measures. A study by Okonkwo et al. (2020) demonstrated that radio broadcasts during the Ebola outbreak in West Africa effectively informed the public about disease prevention, reducing the spread of the virus. Similarly, radio has been used to promote hygiene practices, vaccination, and HIV/AIDS prevention, which are essential in safeguarding public health.
2.1.8.  Effectiveness of Radio Advertisement. 
1. Reach and Accessibility of Radio Advertising
Radio has a unique advantage in terms of its reach and accessibility, making it a powerful tool for advertising. One of the key factors contributing to the effectiveness of radio advertisements is the medium’s ability to reach a wide audience. In both urban and rural settings, radio is one of the most accessible forms of media, with millions of listeners tuning in daily (National Population Commission, 2021). This wide coverage ensures that radio advertisements can reach a diverse demographic, including people who may not have access to television or the internet, making radio a valuable platform for public health campaigns.
A study by Chikwe and Durojaiye (2021) found that radio advertisements targeted at rural populations significantly increased awareness and adoption of health behaviors like family planning. By reaching both urban and rural listeners, radio advertisements provide an effective means of conveying health information to large, diverse populations. Moreover, radio’s accessibility ensures that even marginalized groups, such as women and the elderly, who might not be engaged with other forms of media, are included in the campaign message (Guttmacher Institute, 2022).
2. Radio’s Ability to Engage and Persuade Audiences
The effectiveness of radio advertisements lies in their ability to engage and persuade listeners. Radio’s audio nature allows for the use of music, sound effects, and emotive language to capture attention and evoke strong emotional responses. According to Ayeni and Oladejo (2020), radio ads can be particularly persuasive in shaping public attitudes and behaviors, especially when they focus on relatable content such as personal stories or testimonials. In family planning campaigns, radio ads that include testimonies from real individuals about the benefits of family planning can influence listeners’ decisions and increase their willingness to adopt family planning practices.
Furthermore, radio advertisements often combine persuasive techniques with informative content, presenting health facts, statistics, and expert opinions. This combination of emotional appeal and rational argumentation enhances the credibility of the message and makes the ad more likely to result in behavior change (World Bank, 2020). For example, a radio ad promoting family planning might blend a moving personal story with scientific information about the health benefits of child spacing, which strengthens the message’s impact.
3. Frequency and Repetition in Radio Advertising
The frequency and repetition of radio advertisements are critical components of their effectiveness. Studies show that repeated exposure to a message enhances message recall and retention, ultimately influencing behavior. In a study on the effectiveness of radio advertising in health campaigns, Durojaiye (2021) emphasized that the continuous airing of health-related ads led to higher engagement and better retention of information. This is particularly true for health campaigns where listeners may need consistent reminders about the benefits of certain behaviors, such as family planning or vaccination.
Radio’s ability to broadcast multiple times a day means that advertisements can be repeated frequently, ensuring that the message stays top of mind for listeners. The more frequently an advertisement is heard, the more likely it is to shape listeners’ attitudes and prompt action. For example, family planning ads that air several times a day are more likely to influence individuals to seek out information or access services related to family planning (Chikwe, 2021).
4. Targeting and Customization of Radio Advertisements
Another factor contributing to the effectiveness of radio advertisements is the ability to target specific audiences through content customization. Radio advertisements can be tailored to suit the needs and preferences of different demographic groups, such as age, gender, or geographic location. By using local languages, addressing community-specific issues, and using familiar cultural references, radio ads can increase relevance and effectiveness. This is particularly important in health campaigns, where cultural beliefs and local traditions may influence the reception of messages.
In a study by Adebayo and Ireti (2020), it was found that radio ads promoting family planning that were tailored to local cultural contexts resulted in higher engagement and better adoption rates. This customization helps ensure that the message resonates with the audience, increasing the likelihood that the desired behavior will be adopted.
5. Effectiveness in Public Health Campaigns
Radio advertisements have demonstrated effectiveness in public health campaigns, especially in promoting family planning, disease prevention, and maternal health. For example, radio ads promoting contraceptive use and child spacing have successfully increased awareness and led to behavior changes in many African countries, including Nigeria. Aliyu et al. (2022) found that radio advertisements were instrumental in promoting family planning in Nigeria, leading to an increase in contraceptive use among both urban and rural populations. The effectiveness of these campaigns was largely attributed to radio’s wide reach, emotional appeal, and the ability to deliver consistent and persuasive messages.
Similarly, in disease prevention campaigns, radio ads have been found to significantly influence behaviors such as handwashing, vaccination, and the use of mosquito nets. According to a study by WHO (2020), radio advertisements in African countries during the Ebola outbreak effectively informed the public about preventive measures, reducing the transmission of the virus.
2.1.9. Factors Determining the Success of Radio Advertisement
1. Message Clarity
A clear and straightforward message is crucial to the success of radio advertisements. In a radio ad, listeners have limited time to process information, and thus, advertisements must convey their core message concisely and effectively. According to Aliyu et al. (2022), message clarity is one of the most important factors that determine whether an advertisement will be understood and acted upon. Ads that are too complex or contain excessive information may confuse listeners, leading to lower effectiveness. Simple, direct messaging ensures that the audience retains key points and can easily recall the call to action, such as seeking more information about family planning services or purchasing a product.
In a study on radio advertising for health campaigns, Okeke et al. (2019) found that advertisements that clearly outlined the benefits of a behavior or service, without unnecessary jargon or distractions, had a significantly higher success rate. The message should not only be clear but also memorable, ensuring it sticks with listeners long after the ad has aired.
2. Language and Communication Style
The choice of language and the communication style used in radio advertisements is another important determinant of their success. Ads that speak in a language familiar and accessible to the target audience are more likely to resonate and elicit a response. This includes the use of local dialects, idiomatic expressions, and informal language, which can help establish a stronger connection with the audience. For example, in family planning campaigns, using language that is not only educational but also culturally sensitive helps avoid alienation and ensures that the message is received positively.
Chikwe (2021) highlighted that the use of local languages in radio advertisements significantly increased the adoption of health behaviors like family planning in Nigeria. Advertisements in the local dialects allowed the message to feel more personal, relatable, and relevant to the community. Furthermore, communication styles that reflect the emotional and social norms of the target audience can strengthen the persuasive power of an ad. For example, ads that combine humor, empathy, or compassion with the main message often produce better results by creating an emotional connection with listeners (Durojaiye, 2021).
3. Cultural Relevance
Cultural relevance is critical in ensuring that radio advertisements are well-received and effective. An advertisement must align with the cultural beliefs, practices, and values of the target audience to be effective. Ads that ignore or disregard cultural sensitivities may encounter resistance or misunderstanding. For instance, in campaigns related to health behaviors like family planning or child spacing, it is important to address local customs and traditions while promoting positive behavior change.
According to Adebayo and Ireti (2020), cultural relevance in radio ads can be achieved through the use of culturally familiar scenarios, references to local values, and involvement of respected community figures. In family planning campaigns, integrating culturally accepted notions of family and community well-being into the message ensures the ad is perceived as both relevant and respectful. Ads that feature local role models or community leaders advocating for a behavior, such as the use of contraception, are often more persuasive and accepted by the community.
4. Timing and Frequency of Broadcasts
The timing and frequency of radio advertisements are significant factors that influence their effectiveness. Research by Okonkwo et al. (2020) emphasized that the success of radio ads depends on when they are broadcasted, as well as how often they are aired. Ads aired during peak listening times, such as early mornings, late evenings, or weekends, are more likely to reach a larger audience. Additionally, regular repetition of the advertisement is essential for reinforcing the message and ensuring it sticks with the listeners.
In public health campaigns, for instance, family planning ads that are aired consistently at times when the target demographic is most likely to be listening—such as during commute hours or evening relaxation—are more likely to generate awareness and behavior change. Ayeni and Oladejo (2020) found that frequent exposure to radio ads resulted in higher retention rates and better behavioral outcomes, such as increased contraceptive use or adoption of healthier practices.
5. Target Audience and Segmentation
The success of a radio advertisement also depends on how well it is targeted to specific audience segments. Radio allows advertisers to segment their audience based on demographic factors such as age, gender, location, and socio-economic status, ensuring that the message is tailored to the needs and characteristics of the intended group.
A study by Guttmacher Institute (2022) found that ads specifically designed for younger populations or women in reproductive age groups were more effective in promoting family planning when they addressed the unique concerns of these groups. For instance, an ad targeting young women may focus on the benefits of family planning for career advancement and economic stability, while an ad targeting older women may emphasize health benefits and family well-being.
6. Credibility and Trustworthiness
Credibility plays a crucial role in the success of radio advertisements. Audiences are more likely to act on messages from sources they trust. Radio advertisements that feature credible spokespeople, such as healthcare professionals, respected community leaders, or well-known celebrities, tend to have a higher impact. According to Chikwe and Durojaiye (2021), ads that feature credible experts provide reassurance to the audience and increase the perceived reliability of the message. When listeners trust the message, they are more likely to take action, whether it is seeking information about family planning or changing health behaviors.
2.1.10. Audience Perception of Radio Advertisements on Family Planning
1. Trust and Credibility of the Message
Trust is one of the most important factors influencing the audience’s perception of radio advertisements, particularly in health-related campaigns such as family planning. When listeners trust the source of the message, they are more likely to accept and act on the information provided. Research by Ayeni and Oladejo (2020) found that advertisements that featured credible health experts or well-known figures in the community were perceived as more trustworthy and had a greater influence on behavior. In family planning campaigns, using healthcare professionals, respected community leaders, or celebrities with established trustworthiness enhances the effectiveness of the message.
Furthermore, according to Durojaiye (2021), when radio ads present factual information supported by scientific evidence, the message is perceived as credible and reliable. This is especially important in family planning campaigns, where misinformation or cultural myths about contraceptive use may prevail. Providing accurate and clear information can dispel misconceptions and foster positive attitudes toward family planning.
2. Cultural Sensitivities and Relevance
Audience perception of family planning advertisements is deeply influenced by cultural norms and values. In many societies, particularly in regions like Ilorin, where family and religion play central roles in social life, sensitive topics such as contraception and child spacing are often met with resistance. Therefore, radio advertisements must be designed in a way that respects cultural and religious beliefs while still promoting the desired behavior change.
Research by Guttmacher Institute (2022) suggests that culturally sensitive messaging is key to the success of family planning campaigns. Ads that are perceived as culturally inappropriate or disrespectful may face rejection or backlash. In contrast, radio ads that use culturally relevant language, symbols, and scenarios are more likely to resonate with the audience. For example, portraying family planning as a responsible and positive choice for the health and well-being of both mothers and children, rather than as a taboo or controversial subject, can enhance the acceptance of the message.
Chikwe (2021) further emphasized that family planning messages that align with traditional values of family unity, maternal care, and child health are more likely to be accepted by the community. In Ilorin, for example, radio ads that highlight the benefits of child spacing for maternal health and family prosperity are more likely to be perceived positively by the target audience.
3. Message Framing and Emotional Appeal
The way family planning messages are framed significantly affects how the audience perceives them. Framing refers to how information is presented and can influence how the audience interprets and responds to the message. Radio advertisements can either frame family planning in a positive light, emphasizing the benefits for health, family well-being, and economic stability, or in a negative light, focusing on the consequences of not using contraception.
A study by Adebayo and Ireti (2020) revealed that positive framing, which emphasizes the benefits of family planning (e.g., healthier children, more opportunities for women), is more likely to result in favorable perceptions of family planning. Negative framing, such as focusing on the risks of not adopting family planning methods (e.g., high maternal mortality, unplanned pregnancies), can be perceived as coercive or stigmatizing, potentially alienating the audience.
Emotional appeal is another aspect of message framing that influences perception. According to Okeke et al. (2019), radio advertisements that use emotional appeals, such as personal stories or testimonials, can create a stronger connection with the audience. For example, hearing a story from a mother who experienced the benefits of child spacing can elicit empathy and motivate other listeners to adopt similar behaviors. Emotional appeals can humanize the message, making it more relatable and persuasive.
4. Audience Engagement and Interaction
Another factor that influences audience perception is the level of engagement that radio advertisements can generate. Interactive formats, such as phone-ins, listener polls, or Q&A sessions, allow the audience to engage directly with the advertisement and the message. This interaction not only increases listener involvement but also provides an opportunity for listeners to ask questions or express concerns, further shaping their perception of the message.
A study by Okonkwo et al. (2020) found that audience interaction with health-related radio ads leads to greater perception of the advertisement as helpful and relevant. In the context of family planning, ads that offer listeners the opportunity to call in and ask questions about contraception or child spacing may lead to better understanding and higher levels of engagement. This approach empowers the audience, making them active participants in the campaign, rather than passive recipients of information.
5. Socio-Demographic Influences on Perception
Audience perception of family planning advertisements can also vary significantly based on socio-demographic factors such as age, gender, education level, and socio-economic status. For example, research by Aliyu et al. (2022) found that younger audiences, particularly those in their reproductive years, were more likely to respond positively to radio advertisements on family planning. This is because they are at a stage in life where they may be considering family planning options, making them more receptive to the message.
Similarly, women, especially those who are married or in relationships, may perceive family planning advertisements differently than men. Research by Chikwe (2021) suggests that advertisements that specifically address women’s needs and concerns, such as maternal health, economic benefits, and empowerment, are more likely to be well-received. Men, on the other hand, may be more influenced by advertisements that highlight shared responsibilities in family planning and the role of men in supporting women’s reproductive health.
2.1.11. Challenges Faced by Radio Advertisements in Promoting Family Planning
1. Cultural and Religious Resistance
One of the primary challenges that radio advertisements face in promoting family planning is cultural and religious resistance. In many societies, particularly in conservative regions like Ilorin, family planning and contraceptive use are often perceived as taboo or morally controversial. Religious beliefs and traditional values about procreation may conflict with the concept of family planning, leading to skepticism or outright rejection of radio ads promoting these behaviors.
Research by Adebayo and Ireti (2020) found that family planning messages were often met with resistance when they did not align with local religious or cultural norms. In predominantly Islamic regions like Ilorin, where large portions of the population adhere to conservative views on family life, family planning messages might be seen as promoting values that contradict religious teachings. This cultural resistance can limit the effectiveness of radio advertisements, as the audience may disregard or actively oppose the message.
2. Misinformation and Myths
Misinformation and myths surrounding family planning methods are another significant barrier to the success of radio advertisements. Many individuals in developing regions hold misconceptions about contraception, including fears of infertility, side effects, and the misconception that family planning is unnatural or dangerous. These myths, often propagated by word-of-mouth or misinformation from local community sources, can hinder the adoption of family planning practices.
A study by Okeke et al. (2019) highlighted how prevalent misinformation about contraceptives can undermine the effectiveness of radio campaigns. For example, some radio ads might promote family planning as a solution for child spacing, but listeners may be hesitant to adopt the practice due to fears of health complications or societal stigmas. Overcoming these myths requires careful and fact-based messaging that directly addresses these misconceptions, which can be a challenge for radio ads that have limited time to explain complex medical information.
3. Limited Reach in Rural and Remote Areas
Despite radio’s wide coverage, its reach in rural and remote areas can still be limited, especially if the infrastructure is inadequate. In regions like Ilorin, where rural communities may have limited access to media resources or poor reception of radio signals, radio advertisements may not reach the target audience effectively. This geographic limitation poses a major challenge in promoting family planning on a large scale.
Aliyu et al. (2022) found that while urban areas typically benefit from widespread radio coverage, rural populations often lack consistent access to radio broadcasts, particularly when local stations are not sufficiently developed or funded. Additionally, economic barriers such as poverty and lack of access to electricity can further hinder the ability of rural communities to engage with radio advertisements. To overcome these challenges, radio stations may need to explore alternative platforms such as mobile messaging, social media, or community outreach to ensure that family planning messages reach the broader audience.
4. Financial Constraints and Limited Resources
Financial constraints are another key challenge in running effective radio advertisements, particularly in the context of public health campaigns. Radio advertisements require funding for production, airtime, and dissemination, which can be costly, especially for campaigns with limited budgets. In many cases, family planning initiatives are funded by government agencies or non-governmental organizations (NGOs), which may have limited resources to allocate for media campaigns.
According to Ayeni and Oladejo (2020), the high cost of radio advertisements can limit the frequency and duration of family planning campaigns, resulting in reduced impact. Radio stations may also face budgetary constraints that prevent them from producing high-quality advertisements or reaching key demographic groups. The lack of adequate funding for these campaigns may result in a lack of consistency, preventing family planning messages from reaching the audience on a regular basis, which is crucial for behavior change.
5. Ineffective Message Delivery and Comprehension
Another challenge is ensuring that the message is delivered effectively within the limited time frame of a radio advertisement. Radio advertisements are often brief, with a typical ad lasting only 30 to 60 seconds. In this short period, it can be difficult to provide a comprehensive explanation of family planning options, benefits, and services in a way that is both clear and engaging.
Chikwe (2021) emphasized that the effectiveness of family planning messages depends on how well the information is packaged for radio audiences. A common challenge is presenting complex health information in a simple, relatable manner without overwhelming the listener or leaving out essential details. Overly technical language or poorly structured messages can confuse the audience, leading to a lack of understanding or misinterpretation of the ad. Additionally, ads that are too generic or fail to address specific concerns may not resonate with the target audience, reducing the effectiveness of the campaign.
6. Stigma and Social Norms
Family planning, particularly contraceptive use, is often surrounded by stigma, especially in societies where large families are culturally preferred or expected. In such communities, discussing contraception on public platforms like radio may be seen as inappropriate or controversial, further limiting the reach and impact of these advertisements.
Adebayo and Ireti (2020) observed that societal stigma can discourage people from even considering family planning as a legitimate option. Advertisements that attempt to break the silence around family planning may encounter resistance from community members who are wary of shifting social norms. In regions where large families are seen as a cultural or religious ideal, radio ads that promote family planning as a positive choice for both women and men may face significant pushback.
2.2. THEORETICAL FRAMEWORKS
2.2.1. Uses and Gratifications Theory
Uses and Gratifications Theory (UGT) focuses on how individuals actively seek out media to satisfy their needs, including informational, educational, and entertainment needs. The theory suggests that audiences are not passive recipients of media content; rather, they are active participants who select media based on their needs, preferences, and motivations. In the context of family planning, UGT provides valuable insights into why and how individuals engage with media content related to reproductive health and family planning.
In the case of radio advertisements promoting family planning, the audience may turn to radio for various reasons, including seeking information on contraceptive methods, understanding the health benefits of family planning, or learning about available services in their communities. According to Katz, Blumler, and Gurevitch (1974), people consume media to fulfill specific needs, which can include both personal (e.g., self-identity, emotional satisfaction) and social needs (e.g., education, awareness). Family planning messages on radio fulfill informational and educational needs, providing listeners with critical knowledge that can help them make informed decisions about contraception and child spacing.
For instance, individuals may tune into family planning ads to gain knowledge about the benefits of child spacing for maternal and child health, or to learn how to access family planning services in their local area. UGT suggests that when these informational and educational needs are satisfied, audiences are more likely to engage with the content, internalize the message, and take actions that align with the information they have received (Blumler & Katz, 1974).
Family planning radio ads that are designed to address specific needs—such as providing accurate information, dispelling myths, and guiding listeners on how to make informed choices—are more likely to be successful in motivating behavior change. Additionally, the emotional needs of listeners may also be met by framing the message in a way that resonates with their aspirations for a healthier family life and a better future for their children.
2.2.2. Diffusion of Innovations Theory
The Diffusion of Innovations Theory, developed by Everett Rogers (1962), explains how new ideas, practices, and technologies spread within a society over time. The theory posits that the adoption of innovations follows a predictable pattern, with different individuals or groups adopting the innovation at different rates. The theory is particularly useful in understanding how new behaviors, such as family planning practices, are adopted within communities.
According to Rogers, innovations spread through five adopter categories: innovators, early adopters, early majority, late majority, and laggards. Radio plays a significant role in facilitating the diffusion process by reaching large audiences quickly, making it an effective medium for promoting the adoption of family planning practices.
1. How Radio Facilitates Adoption of Family Planning
In the context of family planning, radio acts as an effective tool for facilitating the adoption of contraceptive practices by disseminating information to a wide audience. Radio programs, including advertisements, can serve as a catalyst for change by introducing new ideas about family planning, emphasizing the benefits of child spacing, and promoting the use of contraceptives as a modern and responsible choice for family health.
1. Innovators and Early Adopters
Radio is particularly effective in reaching innovators and early adopters—individuals who are typically more open to new ideas and who influence others within their social networks. When family planning messages are broadcasted on the radio, innovators are the first to adopt the new practice, and they are instrumental in spreading the message to others within their community. These early adopters often share their experiences and encourage the early majority to follow suit.
2. Early and Late Majority
The early and late majority groups are the larger segments of the population who may take longer to adopt family planning practices. Radio advertisements play a crucial role in promoting family planning to these groups by reinforcing the benefits and practicality of contraceptive use. Consistent and repeated messaging via radio ads helps normalize family planning, making it an accepted part of everyday life.
Role of Radio in the Diffusion Process
The radio medium plays an important role in the diffusion process because it is widely accessible and has the ability to reach a large, diverse audience quickly. It is particularly effective in rural and underserved areas, where other forms of communication may be less accessible. Radio campaigns can provide a continuous stream of information, reinforcing family planning messages through regular broadcasts and special programs.
Furthermore, radio has the power to shape social norms by presenting family planning as a socially acceptable and responsible behavior. According to Rogers, the key to successful diffusion lies in ensuring that the innovation (in this case, family planning) is perceived as advantageous, compatible with existing values, and easy to use. When radio messages frame family planning as a practical and beneficial choice, it encourages greater adoption.
Both the Uses and Gratifications Theory and Diffusion of Innovations Theory provide valuable frameworks for understanding how radio advertisements can influence family planning behaviors. UGT explains the active role of individuals in selecting media to satisfy their informational needs, while the Diffusion of Innovations Theory outlines how new behaviors, such as family planning practices, spread across populations. By understanding how individuals use radio to fulfill their informational and educational needs (UGT) and how radio helps facilitate the adoption of family planning practices over time (Diffusion of Innovations), health communicators can design more effective radio campaigns that promote positive behavior change in the context of family planning.
2.3. Empirical Review
Research on family planning programs in Nigeria has consistently highlighted both successes and challenges in promoting contraceptive use across various regions. Several empirical studies have examined how communication strategies, including radio campaigns, have played a role in influencing family planning behaviors.
One study by Adebayo and Ireti (2020) examined the role of culturally relevant radio-based health communication in promoting family planning, particularly in rural Nigerian communities. The research found that radio campaigns using local languages and culturally sensitive content were more effective in engaging audiences. By addressing local customs and beliefs, the campaigns were able to overcome resistance to family planning in conservative areas. This finding underscores the importance of tailoring messages to the cultural context to increase receptivity and adoption.
Oduwole et al. (2021) conducted a study on the knowledge and awareness of family planning methods in Nigeria, emphasizing the gap between knowledge and practice. Although many Nigerians are aware of family planning methods, misconceptions about the side effects and risks of contraception remain prevalent. Their study found that radio campaigns that focus on educating listeners about the safety and benefits of family planning were crucial in dispelling these myths. Radio’s ability to provide clear, consistent information was identified as a key factor in promoting more informed decisions about family planning.
In a study by Ijaiya et al. (2019), the effectiveness of the “Health and Family Life” program by Radio Nigeria was evaluated. The research found that the program significantly increased awareness of family planning in rural areas where access to health services and information was limited. The success of the program was attributed to its use of relatable language, community involvement, and the inclusion of local health experts who addressed common concerns about contraception. This study demonstrated how radio can serve as an effective tool in regions with limited access to formal health education, making it an important medium for reaching underserved populations.
Research by Mustapha and Nwachukwu (2021) focused on the “Space for Family Health” campaign in Northern Nigeria, a region with high fertility rates and low contraceptive use. Their study found that radio campaigns tailored to the region’s specific health challenges, such as maternal mortality and child spacing, were successful in increasing awareness and encouraging the use of family planning services. The study emphasized the need for radio programs to focus on the health benefits of child spacing, which resonated with the community’s desire to improve maternal and child health outcomes. Radio, when used strategically, was found to be a powerful tool for promoting behavior change in the northern parts of Nigeria.
In Lagos State, Adebayo and Oladejo (2020) analyzed the impact of the “Family Planning Radio Campaign” on contraceptive use among urban residents. Their study found that the campaign, which featured endorsements from popular celebrities and community leaders, effectively reached a large audience and encouraged many individuals to seek family planning services. The use of local languages and success stories also contributed to the campaign’s success. The study concluded that radio campaigns in urban areas should focus on making family planning information more accessible and relatable, emphasizing how it can improve the quality of life for families.
These empirical studies collectively highlight the significant role radio plays in addressing the information gap surrounding family planning, dispelling myths, and encouraging behavior change in both rural and urban Nigerian communities. Despite the challenges, radio continues to be a vital tool in promoting family planning in Nigeria, particularly when campaigns are tailored to the cultural and socio-economic contexts of the target populations.








CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
This chapter outlines the research methodology employed in the study, providing a structured framework to guide the conduct and evaluation of the research. The study investigates the effectiveness of radio advertisements in promoting family planning programs and child spacing in Ilorin, focusing on the impact of these advertisements on the target audience. A survey method was used to collect data, with structured and unstructured questionnaires designed to assess the perception and impact of radio advertisements on family planning awareness.
3.1 RESEARCH DESIGN
The research adopted the survey research method, a widely accepted approach for collecting and analyzing data from a representative sample of the population. According to Nwodu (2006), the survey method is ideal for understanding public attitudes and behaviors. In this study, the method was selected to gather insights into how radio advertisements have influenced knowledge and attitudes towards family planning and child spacing among residents of Ilorin.
3.2 POPULATION OF THE STUDY
The population of the study consists of residents of Ilorin who have access to Sobi FM and other local radio stations broadcasting family planning advertisements. As defined by Afiwokemi (2015), the population includes all participants eligible for the study. For this research, the target population encompasses a diverse group of individuals across various age groups, socio-economic backgrounds, and educational levels who are exposed to radio advertisements on family planning.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
A total of 100 respondents were selected for the study. The sampling technique employed was stratified random sampling, which ensures that different subgroups within the population (such as age, gender, and educational level) are proportionately represented. This method was chosen to capture a broad spectrum of opinions, ensuring the reliability and validity of the findings.
3.4 DATA GATHERING INSTRUMENT
The primary data gathering instrument was a questionnaire, designed to collect relevant information about the respondents' exposure to radio advertisements on family planning and child spacing. The questionnaire contained both closed and open-ended questions, allowing respondents to express their views and experiences regarding the advertisements. A total of 100 copies of the questionnaire were distributed and collected to ensure high response rates and data accuracy.
3.5 INSTRUMENTATION
The questionnaire consisted of 20 items, with questions aimed at assessing the effectiveness of radio advertisements in raising awareness about family planning and child spacing. The instrument was designed to measure the level of exposure, understanding, and behavioral change related to family planning programs after listening to the radio advertisements. The questionnaires were administered in person to enhance reliability and minimize the chances of incomplete responses.
3.6 VALIDITY AND RELIABILITY OF INSTRUMENTS
To ensure the validity and reliability of the questionnaire, a pre-test was conducted on a smaller sample from the study area. The test-retest method was employed, where the questionnaire was administered to a group of respondents and then re-administered after a certain period to measure consistency in responses. This process helped confirm that the instrument accurately captured the effectiveness of radio advertisements.
3.7 METHOD OF DATA ANALYSIS
The data collected from the questionnaires were analyzed using descriptive statistics, including simple percentages and frequency distributions, to present an overview of respondents' attitudes and perceptions. Cross-tabulations were also used to examine relationships between exposure to radio advertisements and changes in family planning knowledge and practices. The findings were interpreted to assess the impact of radio advertisements on the effectiveness of family planning programs in Ilorin, and recommendations were made for improving future campaigns.








CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION OF RESULTS
4.0 Introduction
This chapter presents the analysis and interpretation of the data obtained from the questionnaire distributed to respondents. The data is analysed using tables, percentages, and chi-square to ensure the validity and reliability of the findings. A total of 100 questionnaires were distributed, all of which were filled and returned, representing a 100% response rate. The analysis answers the research questions outlined in the study.
Number of Questionnaires Distributed: 100
Number of Questionnaires Filled and Returned: 100
Number of Questionnaires Not Returned: 0
Number of Questionnaires Analysed: 100

4.1 Data Presentation and Analysis
1. Demographic Data of Respondents
Table 1: Gender of Respondents
	Options
	Respondents
	Percentage

	Male
	64
	64%

	Female
	36
	36%

	Total
	100
	100%


Source: Field Survey, 2025
From Table 1 above, 64% of the respondents are male, while 36% are female.
Table 2: Age Distribution of Respondents
	Options
	Respondents
	Percentage

	18–25 years
	68
	68%

	26–35 years
	27
	27%

	Above 35
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Table 2 shows that the majority of respondents (68%) are between 18–25 years of age, followed by 27% aged 26–35 years, and 5% are above 35 years.
Table 3: Educational Level of Respondents
	Options
	Respondents
	Percentage

	ND1
	18
	18%

	ND2
	24
	24%

	HND1
	28
	28%

	HND2
	30
	30%

	Total
	100
	100%


Source: Field Survey, 2025
From Table 3, 30% of respondents are in HND2, 28% in HND1, 24% in ND2, and 18% in ND1.
Table 4: Marital Status of Respondents
	Options
	Respondents
	Percentage

	Single
	74
	74%

	Engaged
	22
	22%

	Married
	4
	4%

	Total
	100
	100%


Source: Field Survey, 2025
Table 4 indicates that 74% of the respondents are single, 22% are engaged, while 4% are married.
Table 5: Religion of Respondents
	Options
	Respondents
	Percentage

	Islam
	67
	67%

	Christianity
	33
	33%

	Total
	100
	100%


Source: Field Survey, 2025
From Table 5, 67% of respondents identify as Muslims, while 33% identify as Christians.
Table 6: Do you listen to radio stations that broadcast in Ilorin?
	Options
	Respondents
	Percentage

	Yes
	71
	71%

	No
	29
	29%

	Total
	100
	100%


Source: Field Survey, 2025
Table 6 shows that a majority of respondents (71%) listen to radio stations that broadcast in Ilorin, while 29% do not. This indicates that radio is a relatively popular medium among the audience in Ilorin..
Table 7: Are you aware of any radio programs or adverts on family planning or child spacing?
	Options
	Respondents
	Percentage

	Yes
	81
	81%

	No
	19
	19%

	Total
	100
	100%


Source: Field Survey, 2025
According to Table 7, 81% of the respondents are aware of radio programs or advertisements related to family planning or child spacing, while 19% are not. This suggests a high level of awareness fostered by radio broadcasts on this topic.
Table 8: Which radio station do you mostly hear family planning messages from?
	Options
	Respondents
	Percentage

	Yes
	76
	76%

	No
	24
	24%

	Total
	100
	100%


Source: Field Survey, 2025
Table 8 indicates that 76% of the respondents frequently hear family planning messages on a particular radio station (presumably the most mentioned one), while 24% do not. This shows that certain stations may be more active in promoting such content.
Table 9: How frequently do you hear radio advertisements related to family planning?
	Options
	Respondents
	Percentage

	Yes
	71
	71%

	No
	30
	30%

	Total
	100
	100%


Source: Field Work: 2025
Table 9 reveals that 71% of respondents frequently hear radio advertisements related to family planning, while 30% do not. This suggests that such advertisements are relatively common and potentially impactful.
Table 10: Have such advertisements ever made you discuss or seek more information on family planning?
	Options
	Respondents
	Percentage

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Field work 20255
Table 10 shows that 80% of the respondents have discussed or sought more information on family planning after hearing radio advertisements, while 20% have not. This indicates that radio messages have a significant influence on encouraging public engagement with family planning issues.
SECTION C: EFFECTIVENESS OF WHATSAPP IN SOCIAL AND CIVIC ADVOCACY
Table 11: Radio ads provide accessible information on family planning.		
	Options
	Respondents
	Percentage

	Strongly Agree
	42
	42%

	Agree
	34
	34%

	Neutral
	8
	8%

	Disagree
	10
	10%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
Table 11 shows that a significant majority—76% of respondents (42% strongly agree and 34% agree)—believe that radio advertisements provide accessible information on family planning. Only 16% disagreed (10% disagreed and 6% strongly disagreed), while 8% were neutral. This suggests that radio is generally seen as an effective medium for disseminating clear and understandable messages on family planning.
Table 12: Radio messages have improved your understanding of child spacing.
	Options
	Respondents
	Percentage

	Strongly Agree
	39
	39%

	Agree
	36
	36%

	Neutral
	7
	7%

	Disagree
	12
	12%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
According to Table 12, 75% of respondents (39% strongly agree and 36% agree) reported that radio messages have improved their understanding of child spacing. Meanwhile, 18% expressed disagreement (12% disagree, 6% strongly disagree), and 7% remained neutral. This highlights the important educational role radio plays in shaping public knowledge on child spacing practices.
Table 13: Family planning ads on radio are clear and easy to understand.					
	Options
	Respondents
	Percentage

	Strongly Agree
	30
	30%

	Agree
	43
	43%

	Neutral
	5
	5%

	Disagree
	12
	12%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Table 13 reveals that 73% of respondents (30% strongly agree and 43% agree) find family planning advertisements on radio to be clear and easy to understand. In contrast, 22% (12% disagree and 10% strongly disagree) felt otherwise, and 5% were neutral. This underscores radio’s effectiveness in delivering straightforward and comprehensible messages on sensitive topics like family planning.
Table 14: The use of local languages in radio adverts increases message retention.	
	Options
	Respondents
	Percentage

	Strongly Agree
	25
	25%

	Agree
	41
	41%

	Neutral
	10
	10%

	Disagree
	13
	13%

	Strongly Disagree
	11
	11%

	Total
	100
	100%


Source: Field Survey, 2025
From Table 14, 66% of respondents (25% strongly agree and 41% agree) believe that using local languages in radio advertisements increases message retention. Meanwhile, 24% (13% disagree and 11% strongly disagree) disagreed, and 10% remained neutral. This suggests that language localization significantly enhances message comprehension and recall among the audience.
Table 15: Radio campaigns influence decision-making on family planning.
	Options
	Respondents
	Percentage

	Strongly Agree
	32
	32%

	Agree
	38
	38%

	Neutral
	8
	8%

	Disagree
	13
	13%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Source: Field Survey, 2025
As shown in Table 15, a total of 70% of respondents (32% strongly agree and 38% agree) believe that radio campaigns influence their decisions regarding family planning. 22% (13% disagree and 9% strongly disagree) indicated otherwise, while 8% were neutral. This affirms that radio campaigns can shape health-related decision-making among listeners.
Table 16: Radio advertisements help reduce the stigma around family planning.	
	Variables
	Respondents
	Percentage

	Strongly Agree
	28
	28%

	Agree
	48
	48%

	Neutral
	11
	11%

	Strongly Disagree
	3
	3%

	Disagree
	10
	10%


Source: Field Work 2025
Table 16 shows that 76% of respondents (28% strongly agree and 48% agree) believe that radio advertisements play a role in reducing the stigma associated with family planning. Only 13% (10% disagree and 3% strongly disagree) disagreed, while 11% were neutral. This highlights the effectiveness of radio in addressing and normalizing discussions around family planning, especially in communities where such topics are often considered taboo.
Table 17: Radio campaigns encourage couples to plan their families.					

	Variables
	Respondents
	Percentage

	Strongly Agree
	48
	48%

	Agree
	34
	34%

	Neutral
	5
	5%

	Strongly Disagree
	4
	4%

	Disagree
	9
	9%


According to Table 17, a significant 82% of respondents (48% strongly agree and 34% agree) feel that radio campaigns encourage couples to plan their families. In contrast, only 13% disagreed (9% disagree and 4% strongly disagree), and 5% remained neutral. This underscores the persuasive influence of radio in promoting positive family planning behaviors among couples.
Table 18: You have taken personal action (e.g., visiting a health center) after hearing a radio ad.		
	Variables
	Respondents
	Percentage

	Strongly Agree
	15
	15%

	Agree
	23
	23%

	Neutral
	14
	14%

	Strongly Disagree
	23
	23%

	Disagree
	25
	25%


Table 18 reveals a more mixed response. While 38% of respondents (15% strongly agree and 23% agree) reported taking personal action after hearing radio ads, a larger proportion—48% (25% disagree and 23% strongly disagree)—did not. Another 14% were neutral. This indicates that while radio ads may raise awareness, additional barriers such as fear, misinformation, or access to services might limit personal action.
Table 19: Family planning messages on radio help improve maternal and child health.	

	Variables
	Respondents
	Percentage

	Strongly Agree
	39
	39%

	Agree
	27
	27%

	Neutral
	5
	5%

	Strongly Disagree
	6
	6%

	Disagree
	22
	22%


From Table 19, 66% of respondents (39% strongly agree and 27% agree) believe that radio messages on family planning contribute to better maternal and child health outcomes. Meanwhile, 28% (22% disagree and 6% strongly disagree) disagreed, and 5% were neutral. These results suggest that many respondents recognize a link between media advocacy and health improvement, though a notable minority remain unconvinced.
Table 20: Radio messages promote responsible parenthood and family welfare.			
	Variables
	Respondents
	Percentage

	Strongly Agree
	55
	55%

	Agree
	21
	21%

	Neutral
	2
	2%

	Strongly Disagree
	10
	10%

	Disagree
	12
	12%


Table 20 shows that 76% of respondents (55% strongly agree and 21% agree) believe radio messages promote responsible parenthood and overall family welfare. Only 22% (12% disagree and 10% strongly disagree) disagreed, and 2% were neutral. This strong approval suggests that radio remains a trusted and effective channel for influencing positive parenting and welfare practices.
Table 21: Some radio ads on family planning lack cultural sensitivity.					
	Variables
	Respondents
	Percentage

	Strongly Agree
	42
	42%

	Agree
	24
	24%

	Neutral
	2
	2%

	Strongly Disagree
	20
	20%

	Disagree
	12
	12%


Table 21 reveals that 66% of respondents (42% strongly agree and 24% agree) believe some radio ads on family planning lack cultural sensitivity. Meanwhile, 32% (20% strongly disagree and 12% disagree) disagreed, and only 2% were neutral. This suggests a significant concern that family planning messages may conflict with cultural norms or traditions, which could reduce their effectiveness or provoke resistance among certain audience groups.

Table 22: Religious beliefs sometimes conflict with messages heard on the radio.	.
	Variables
	Respondents
	Percentage

	Strongly Agree
	31
	31%

	Agree
	21
	21%

	Neutral
	2
	2%

	Strongly Disagree
	36
	36%

	Disagree
	12
	12%


According to Table 22, 52% (31% strongly agree and 21% agree) of respondents acknowledge a conflict between religious beliefs and the messages conveyed in radio programs on family planning. However, a notable 48% (36% strongly disagree and 12% disagree) disagreed with this view, with only 2% neutral. This near-even divide suggests that while some listeners find the messages incompatible with their faith, others perceive no conflict, reflecting the diversity of religious interpretations in society.

Table 23: Lack of consistent programming reduces the effectiveness of campaigns.
	Variables
	Respondents
	Percentage

	Strongly Agree
	37
	37%

	Agree
	26
	26%

	Neutral
	2
	2%

	Strongly Disagree
	23
	23%

	Disagree
	12
	12%


Table 23 shows that 63% (37% strongly agree and 26% agree) of respondents think that inconsistent programming undermines the impact of radio campaigns on family planning. On the other hand, 35% (23% strongly disagree and 12% disagree) disagreed, and 2% were neutral. This highlights the need for regular, sustained messaging to reinforce knowledge and influence behavior effectively over time.


24. Time slots for family planning ads are not always convenient.					
	Variables 
	Respondents
	Percentage 

	Strongly agree
	31
	31% 

	Agree
	21
	21%

	Neutral
	2
	2%

	Strongly disagree 
	36
	36%

	Disagree
	12
	12%

	Total 
	100
	100%


Source: Researchers field survey 2024
From Table 24, 52% (31% strongly agree and 21% agree) of respondents believe that the airing times of family planning ads are not always convenient. In contrast, 48% (36% strongly disagree and 12% disagree) disagreed, and 2% were neutral. This split opinion indicates that although some listeners are unable to access these messages due to timing, others find the schedule acceptable. It underscores the importance of strategically selecting time slots that match audience availability.
4.2. ANAYLSIS OF RESEARCH QUESTIONS
Research Question 1: To what extent do radio advertisements influence awareness and acceptance of family planning methods?
The findings reveal that radio advertisements significantly influence public awareness and acceptance of family planning. A substantial majority of respondents agreed that radio ads provide accessible information on family planning (76% in Table 10) and help improve understanding of child spacing (75% in Table 11). Similarly, Table 12 shows that 73% of respondents found the messages to be clear and easy to understand, indicating the effectiveness of the medium in conveying sensitive health topics. Moreover, 66% agreed that using local languages in radio adverts increases message retention (Table 13), while 70% affirmed that radio campaigns influence decision-making on family planning (Table 14). These results suggest that radio is a powerful tool in raising awareness and shaping positive perceptions about family planning among the target audience.

Research Question 2: Do radio advertisements prompt individuals to take personal action regarding family planning?
The data indicates a relatively lower rate of personal action taken in response to radio advertisements. As seen in Table 18, only 38% of respondents acknowledged taking steps such as visiting a health center after hearing a radio ad, while a larger percentage (48%) disagreed. This suggests that while radio is effective in raising awareness, it may not be sufficient on its own to motivate behavioral change. Other factors such as cultural beliefs, access to healthcare services, and spousal support might influence whether individuals act on the information they hear. Therefore, additional engagement strategies may be necessary to convert awareness into concrete action.

Research Question 3: What are the challenges affecting the effectiveness of radio campaigns on family planning?
Several challenges limiting the effectiveness of radio campaigns were identified through the responses. In Table 21, 66% of respondents agreed that some radio ads lack cultural sensitivity, which could alienate certain audience segments. Table 22 further reveals that 52% of respondents believe religious beliefs sometimes conflict with messages heard on the radio, posing a barrier to acceptance. Additionally, 63% of respondents in Table 23 noted that inconsistent programming reduces campaign effectiveness. Lastly, as shown in Table 24, 52% indicated that the time slots for family planning ads are not always convenient, suggesting poor scheduling might limit message reach. These findings highlight the need for culturally sensitive messaging, consistent programming, and strategic scheduling to improve campaign outcomes
4.3. Discussion of Findings
The findings of this study provide valuable insights into the effectiveness of radio advertisements in promoting family planning awareness and influencing public behavior. The results suggest that radio remains a powerful and accessible medium for disseminating health-related messages, especially on topics like family planning which require continuous sensitization and public education.

A significant portion of respondents affirmed the role of radio in raising awareness and shaping positive attitudes toward family planning. For instance, 76% agreed that radio advertisements help reduce the stigma around family planning (Table 16), while 82% agreed that radio campaigns encourage couples to plan their families (Table 17). These responses suggest that radio plays a critical role in breaking cultural taboos and fostering public acceptance of family planning practices. Similarly, 66% of respondents noted that such messages help improve maternal and child health (Table 19), and 76% believed that radio promotes responsible parenthood and family welfare (Table 20). These outcomes highlight the potential of radio not just in awareness creation but also in supporting broader public health goals.

However, when it comes to actual behavioral change, the findings are mixed. Only 38% of respondents reported taking personal action—such as visiting a health center—after hearing a radio ad (Table 18). This indicates a gap between awareness and action, suggesting that while radio messages are effective in informing the public, additional barriers such as socio-cultural beliefs, healthcare access, and personal readiness may hinder follow-through.

The study also identified several limitations affecting the effectiveness of radio campaigns. Cultural sensitivity emerged as a major concern, with 66% of respondents agreeing that some radio ads lack this quality (Table 21). Additionally, religious beliefs were noted as conflicting with family planning messages by 52% of respondents (Table 22), which may further reduce message receptivity. Operational factors such as inconsistent programming (63% agreement in Table 23) and poorly timed broadcasts (52% in Table 24) were also seen as undermining the potential impact of these campaigns. These findings emphasize the need for tailored messaging that aligns with the audience’s cultural and religious contexts, as well as strategic scheduling to maximize listenership.

In summary, while the study confirms the importance of radio in raising awareness about family planning, it also underscores the need for a multi-pronged approach—one that combines effective messaging with cultural sensitivity, community involvement, and improved access to services—in order to translate awareness into actionable health decisions.


















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY 
This study investigated the effectiveness of radio advertisements in promoting awareness and influencing attitudes toward family planning. Using data gathered through a field survey in 2024, the research examined how radio messages impact public understanding, acceptance, and behavior regarding family planning practices.
The findings revealed that radio remains a crucial medium for disseminating family planning messages. A majority of respondents agreed that radio ads help reduce stigma, encourage couples to plan their families, and promote maternal and child health. However, the study also found a gap between awareness and action, as fewer respondents reported taking personal steps after hearing such messages.
Challenges such as cultural insensitivity, conflicting religious beliefs, poor timing of broadcasts, and inconsistent programming were also identified as factors that undermine the effectiveness of these campaigns.
Overall, the study underscores the need for culturally sensitive, well-timed, and consistent radio programming to improve the impact of family planning messages and drive actual behavioral change among the audience.
5.2. CONCLUSIONS 
The study concludes that radio remains a vital tool for raising awareness and shaping public attitudes towards family planning in Ilorin. Most respondents acknowledged that radio advertisements improve knowledge, reduce stigma, and encourage responsible family planning practices. However, challenges such as cultural insensitivity, religious conflicts, inconvenient broadcast times, and inconsistent messaging limit the full potential of radio campaigns.

Additionally, while awareness is high, translating this into concrete personal action remains a hurdle. These findings suggest that for radio campaigns to be more effective, they must address cultural and religious sensitivities and ensure programming is consistent and accessible to all segments of the population.
5.3. RECOMMENDATIONS 
1. Enhance Cultural Sensitivity:
Radio advertisers should incorporate local languages and culturally relevant content to increase message retention and acceptance.
2. Engage Religious and Community Leaders:
Collaborate with influential figures to address religious concerns and align family planning messages with community values.
3. Optimize Broadcast Timing:
Schedule family planning ads during times when the target audience is most likely to listen to maximize reach and impact.
4. Ensure Consistent Programming:
Develop regular and sustained radio campaigns rather than sporadic messaging to reinforce key concepts over time.
5. Encourage Behavioral Change:
Complement radio messages with community outreach and health center support to bridge the gap between awareness and action.
6. Monitor and Evaluate:
Implement feedback mechanisms to assess listener understanding and adapt campaigns to emerging audience needs and concerns.
By implementing these recommendations, stakeholders can strengthen the role of radio in promoting family planning and improving public health outcomes in the region.
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APPENDIX

DEPARTMENT OF MASS COMMUNICATION
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
KWARA STATE POLYTECHNIC, ILORIN
Dear Respondent,
I am a final-year student of Mass Communication, HND2, conducting a research study titled:
“Evaluation of the Effectiveness of Radio Advertisement on Family Planning Programs and Child Spacing in Ilorin.”
This questionnaire is for academic purposes only. Your responses will be treated with the utmost confidentiality.
Instructions:
Kindly tick [√] the option that best represents your opinion. The questionnaire is divided into three sections:
· Section A – Personal Data
· Section B – Awareness and Listenership
· Section C – Effectiveness and Impact of Radio Advertisements on Family Planning
SECTION A: PERSONAL DATA
1. Gender: Male [ ] Female [ ]
2. Age: 18–25 [ ] 26–35 [ ] Above 35 [ ]
3. Educational Level: SSCE [ ] ND [ ] HND [ ] Others [ ]
4. Marital Status: Single [ ] Married [ ] Divorced [ ] Widowed [ ]
5. Religion: Islam [ ] Christianity [ ] Traditional [ ] Others [ ]
SECTION B: AWARENESS AND LISTENERSHIP
1. Do you listen to radio stations that broadcast in Ilorin?
· Yes [ ] No [ ]
2. Are you aware of any radio programs or adverts on family planning or child spacing?
· Yes [ ] No [ ]
3. Which radio station do you mostly hear family planning messages from?
· Sobi FM [ ] Harmony FM [ ] Midland FM [ ] Others (Please specify) ___________
4. How frequently do you hear radio advertisements related to family planning?
· Daily [ ] Weekly [ ] Occasionally [ ] Never [ ]
5. Have such advertisements ever made you discuss or seek more information on family planning?
· Yes [ ] No [ ]
SECTION C: EFFECTIVENESS AND IMPACT OF RADIO ADVERTISEMENTS
Instruction: Tick [√] the option that best describes your opinion.
Key: SA – Strongly Agree | A – Agree | N – Neutral | D – Disagree | SD – Strongly Disagree
C1: General Effectiveness of Radio Advertisements
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	Radio ads provide accessible information on family planning.
	
	
	
	
	

	2
	Radio messages have improved your understanding of child spacing.
	
	
	
	
	

	3
	Family planning ads on radio are clear and easy to understand.
	
	
	
	
	

	4
	The use of local languages in radio adverts increases message retention.
	
	
	
	
	

	5
	Radio campaigns influence decision-making on family planning.
	
	
	
	
	


C2: Perceived Impact on Behavior and Society
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	Radio advertisements help reduce the stigma around family planning.
	
	
	
	
	

	2
	Radio campaigns encourage couples to plan their families.
	
	
	
	
	

	3
	You have taken personal action (e.g., visiting a health center) after hearing a radio ad.
	
	
	
	
	

	4
	Family planning messages on radio help improve maternal and child health.
	
	
	
	
	

	5
	Radio messages promote responsible parenthood and family welfare.
	
	
	
	
	


C3: Challenges in Radio Campaigns on Family Planning
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	Some radio ads on family planning lack cultural sensitivity.
	
	
	
	
	

	2
	Religious beliefs sometimes conflict with messages heard on the radio.
	
	
	
	
	

	3
	Lack of consistent programming reduces the effectiveness of campaigns.
	
	
	
	
	

	4
	Time slots for family planning ads are not always convenient.
	
	
	
	
	

	5
	Misinformation or lack of clarity in radio ads creates confusion.
	
	
	
	
	



Thank you for your time and cooperation. Your responses will significantly contribute to this academic research.
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