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ABSTRACT
Breast cancer remains one of the most prevalent and deadly forms of cancer affecting women globally, and Nigeria is no exception. Despite numerous awareness efforts, early detection and prevention practices remain alarmingly low, particularly in semi-urban areas such as Ilorin Metropolis. This study evaluates the effectiveness of media campaigns on breast cancer awareness in Ilorin, focusing on the extent to which these campaigns influence knowledge, attitudes, and preventive behaviors among women. Using a descriptive survey design, data were collected through structured questionnaires administered to a sample of female residents, including students of Kwara State Polytechnic. The study assessed the role of various media platforms—television, radio, social media, and print media—in disseminating breast cancer information. Findings revealed that while media campaigns have increased general awareness, significant gaps remain in knowledge depth and behavioral change, with cultural beliefs, limited access to accurate information, and low media reach in rural areas identified as key barriers. The study recommends more targeted, culturally sensitive campaigns using diverse media channels and local languages to enhance effectiveness. The findings offer valuable insights for public health practitioners, media agencies, and policymakers in improving breast cancer communication strategies in Nigeria.
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CHAPTER ONE

INTRODUCTION 

1.1
BACKGROUND OF THE STUDY

Breast cancer is one of the most common forms of cancer globally, with a significant impact on women’s health. According to the World Health Organization (WHO), breast cancer accounts for 25% of all cancer cases and 15% of all cancer-related deaths in women (World Health Organization, 2021). Early detection and awareness have been shown to significantly reduce mortality rates, as they allow for timely intervention. However, despite increasing global awareness, breast cancer remains a major health challenge in many developing countries, including Nigeria. In these regions, lack of early detection, inadequate health education, and limited access to screening services contribute to high mortality rates.

In Nigeria, breast cancer is one of the leading causes of death among women, with an increasing number of cases being diagnosed every year. A study by Olasehinde et al. (2020) indicated that breast cancer is responsible for about 25% of cancer-related deaths in Nigeria. One significant factor contributing to the poor health outcomes is the low awareness of the disease, which often results in late-stage diagnoses. Many women are unaware of the symptoms, risk factors, or the importance of regular screenings, such as mammography or self-breast examinations. This gap in awareness often leads to the delay in seeking medical help, which negatively affects treatment outcomes (Abdullahi et al., 2018).

Several public health campaigns aimed at raising awareness about breast cancer have been launched globally, and Nigeria is no exception. Media campaigns, which include television, radio, social media, and print, are often the most effective method of disseminating health information to the public (Ajuwon & Adebayo, 2021). These campaigns are designed to educate women about the importance of early detection, breast cancer symptoms, and preventive measures such as lifestyle changes. However, despite the efforts of various stakeholders in Nigeria, the effectiveness of these campaigns, particularly in smaller cities like Ilorin Metropolis, remains unclear. Studies such as those by Dada and Okunola (2020) suggest that while media campaigns have been conducted, the level of awareness remains inadequate, and many women continue to present with advanced stages of the disease.

Ilorin, the capital of Kwara State in Nigeria, is home to a significant number of women who could benefit from breast cancer awareness initiatives. However, the city still faces challenges related to healthcare accessibility, illiteracy, and cultural beliefs that affect health-seeking behavior (Ige et al., 2019). This highlights the need for evaluating the media campaigns specifically targeting breast cancer in the metropolis to determine their reach and effectiveness in changing knowledge, attitudes, and practices regarding breast cancer prevention and early detection.

Previous studies, such as those conducted by Adedayo et al. (2021), have explored the role of the media in promoting health awareness, but the evaluation of media campaigns in terms of their actual impact on behavior change in Ilorin Metropolis remains limited. This study, therefore, aims to evaluate the effectiveness of media campaigns on breast cancer awareness in Ilorin Metropolis and provide recommendations for improving these campaigns. The evaluation will focus on understanding the level of awareness, knowledge, and practices of women in the area, in addition to analyzing how media campaigns contribute to shaping their attitudes toward early detection and preventive measures
1.2
STAEMENT OF THE PROBLEMS


Despite the increasing awareness of breast cancer globally, the awareness level in Ilorin Metropolis remains inadequate. Many women do not engage in preventive measures such as self-breast examinations, clinical screening, or visiting health facilities early for check-ups. There is also a noticeable gap between media messages and public actions. This study seeks to investigate how effectively media campaigns in Ilorin Metropolis have reached the target audience and influenced knowledge, attitudes, and behaviors regarding breast cancer prevention and early detection.

1.3
OBJECTIVES OF THE STUDY


The objectives of the study are:

1. To evaluate the effectiveness of media campaigns on breast cancer awareness in Ilorin Metropolis.

2. To assess the level of knowledge and awareness of breast cancer among women in Ilorin Metropolis.

3. To determine the impact of media campaigns on the practices of women regarding early detection and prevention of breast cancer.

4. To examine the role of different media platforms (radio, television, social media, etc.) in spreading breast cancer awareness.

5. To identify barriers to effective communication in media campaigns and propose strategies for improvement..
1.4
RESEARCH QUESTIONS

The research questions are as follows:

a. How effective have media campaigns been in raising awareness about breast cancer in Ilorin Metropolis?

b. What is the level of knowledge about breast cancer among women in Ilorin Metropolis?

c. What impact do media campaigns have on the attitudes and practices of women towards breast cancer prevention and early detection?

d. Which media platforms are most commonly used to disseminate breast cancer information in Ilorin Metropolis?

e. What challenges hinder the effectiveness of breast cancer media campaigns in Ilorin Metropolis?
1 .5
SIGNIFICANCE OF THE STUDY

The significance of this study lies in its potential to provide valuable insights into the effectiveness of media as a tool for public health awareness, specifically regarding breast cancer in Nigeria. Given the increasing incidence of breast cancer and the importance of early detection for better survival rates, understanding the impact of media campaigns is crucial in improving health outcomes. 
This research could guide future health communication strategies, influence policy-making, and enhance the design of more targeted campaigns, ultimately contributing to reducing the breast cancer burden in Kwara State.
1.6 
SCOPE OF THE STUDY


The scope of a whole media campaign should discovering, interrelating and navigating different media campaign knowledge, widely automating the detection of various media campaign in the press, television and internet.


The researcher will cover entire Nigeria as country and emphasize on communication and behavioural change of citizen on breast cancer.

Geographical scope: due to the largeness of the city. The study will cover some part of Ilorin metropolis i.e Kwarapoly students.

Time scope: the research will be effective within the period of November to July 2025 all the information outside the period is not considered in the study.     
1.7
OPERATIONAL DEFINITION OF TIME

Media Campaign: A coordinated effort using various forms of media (television, radio, social media, etc.) to inform, educate, and persuade the public on specific health-related issues, such as breast cancer awareness.

Breast Cancer: A malignant tumor that develops from the cells of the breast. It is one of the most common cancers affecting women worldwide and is also increasingly affecting men.

Awareness: The level of knowledge and understanding individuals or communities have about breast cancer, including its signs, symptoms, risk factors, and the importance of early detection and treatment.

Early Detection: The process of identifying breast cancer at its early stages, typically through methods such as self-examination, mammograms, and clinical exams, which can improve survival rates.

Public Health Communication: The dissemination of health-related information to the public through various communication channels to promote health and wellness and prevent diseases.

Effectiveness: The degree to which media campaigns achieve their intended outcomes, such as changing public attitudes, improving knowledge, and influencing behavior.
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CHAPTER TWO

LITERATURE REVIEW

2.1
CONCEPTUAL REVIEW

2.2.1 CONCEPT OF BREAST CANCER

Breast cancer according to Ogundipe and Obinna (2008, p.3) is currently the most common malignancy. Little wonder, Adebamo, the director of the Institute for Advanced medical Research and Training (IAMRT) at the University of Ibadan notes: “in our 1999 case-control study of 250 consecutive breast cancer cases seen in our oncology clinic between 1992 and 1995, we found that breast cancer patients tended to be taller, weighed more, had a latter age at onset of first pregnancy and had a higher mean number of children than controls. That last finding was particularly interesting because it is known that multiparty protects against breast cancer. However, pregnancy has a complex relationship with breast cancer. On the short term, on account of the stimulatory effect on breast epitheliah growth, pregnancy increases short term risk of breast cancer. The protective role of pregnancy is seen decades after the pregnancy-often after the age of 40 years. In a country with low life expectancy like Nigeria therefore, case control studies are likely to highlight the early pro-carcinogenic role of pregnancy since few women survive the age where the protective role of pregnancy is more prominent.” To buttress this Ogundipe and Obinna (2008, p.30) say a retrospective review data of breast cancers between 2001 and 2005 in the University of Maiduguri Teaching Hospital Cancer Registry revealed that a total of 1,2116 cases of cancers were registered within the study period and breast cancer accounted for 13.9 percent. There were 161 females and eight males with breast cancer within the study period, giving a female to male ration of 20:1. There were four cases of bilateral breast cancers (Ogundipe and Obinna, 2008, p.30). the age ranged between 17 and 85years and the peak age group according to Ogundipe and Obinna (2008) was 40-49 years which accounted for 61 cases (36.1 percent). The commonest type of breast cancer was invasive ductal carcinoma (stage 0) which accounted for 82.6 percent. These writers concluded this part of their study by saying that breast cancer was on the increase in the environment and therefore necessitated public enlightenment via various media of communication, screening of all women at risk, early detection and proper management in the public health institutions.
Perhaps we need at this point to open our eyes on what breast cancer is all about, may be, it will help us to take it more seriously and at the same time see the need to enlighten Nigerians through the instrument of the mass media, so as to escape from being eaten up by breast cancer. It is quite surprising to find out in the course of this work that even males have breast cancer. That means, if both parties are involved, there is a growing necessity as suggested by Ogundipe and Obinna (2008, p.8) for public health enlightenment so as to save our economy and state from crumbling.

In Kwara State, a team of medical Doctor’ from United States of America (USA) led by Dr. Nicholas Azinge under the aegis of African Women Cancer Awareness Association (AWSCAA) carried out breast cancer tests in over 250 women in four communities in Enugu State, the prevalence of breast cancer is the highest among other states of Nigeria with an estimated rate of 44.5 percent as cited by Atuonwu (2008, p.13) The foregoing study and finding underscores the need for intensive breast cancer enlightenment campaign by the television media in Enugu State and Nigeria at large.

Breast cancer awareness month, according to Fasoranti (2008, p.4), is usually October every year, and therefore we should lay more emphasis on our public health and preventive medicine infrastructures as we focus on breast cancer, which is the number one cancer killer of Nigerian women. He says: “I am very positive that many of my readers know somebody that has succumbed to or is currently battling this dreadful disease. It is my hope that after reading this article, someone will be prompted to encourage a sister, mother, cousin or friend to get the necessary life saving mammogram and routinely conduct regular month self breast examination. A phone call is all it takes.” The implication of the above statement is that all of us should be a mobile media and channels through which this campaign against breast cancer can be fought and won. He advises that every hand should be on deck to make sure that every one gets sensitization message about the role of breast cancer and the possible cause of breast cancer.

To Fasoranti (2008, p.3), breast cancer is a malignant (cancerous) growth which begins in the tissues of the breast. Cancer however, is a disease in which abnormal cells grow, in an uncontrolled way. He maintains it is most common cancer in women, but it can also appear in men. In Nigeria, according to Prof. Chiedozie as cited by Maureen Atuonwu (2008, p. 13) noted that: there is not a single study that has identified 20 years survivals. Prof. Chiedozie also reported that: of hundreds of breast cancer patients who have been treated in University of Benin Teaching Hospital over last 30 years, only two patients were alive and still well presently. He also concluded that usual life expectancy for breast cancer patients in Nigeria and most Africa is truly abysmal and measured in months.

A look at the epidemiology of breast cancer in Nigeria would reveal the fact that breast cancer constitutes a major public health issue and globally, over I million new cases are diagnosed annually, resulting in over 400,000 annual deaths and about 4.4 million women living with the diseases (Fasoranti, 2008, p.3). He further agrees that it also affects one in eight women during their lives. It is the commonest site of specific malignancy affecting women and the most common cause of cancer mortality in women worldwide. It has also been found in men but not very common. Statistics available in Nigeria are largely unreliable because of many factors that have not allowed adequate data collection and documentation; but according to numbers provided by Globocan in 2002, breast cancer is responsible for about 16% of all cancer related deaths in Nigeria. It should be recalled also that in a publication by Okobia et.al (2006, p.130), late presentation of patients at advanced stages when little or no benefit can be derived from any form of therapy, is the hallmark of breast cancer in Nigerian women. This is indeed a worrisome trend and it appears to be the norm in Nigeria.

Furthermore, there are many risk factors that have been associated with breast cancer. Being a female is one of the factors that really cannot be kept aside or do much about. The chance of getting breast cancer increases with the age of the woman. The older the women get the more chances of getting breast cancer. As with any other genetic disease, a history of breast cancer in close relatives especially in mothers and siblings has been associated with risks of early onset of menstrual period before the age of 12 years or reaching menopause period after the age of 55 years has both been associated with risks of developing breast cancer. These can be explained by prolonged period of estrogen exposure in females, other risks include being over-weight, using hormone replacement therapy, taking birth control pills, drinking alcohol, not having children or having your first child after the age of 35 or having dense breasts (Fasoronti, 2008, p.3).

However, it is troubling to know that majority of our female fold largely ignore changes they might notice around their breasts; this is indeed very common in our country Nigeria. Some commons signs seen in breast cancer are hump which is usually painless, change in size or shape of the breast, or discharge from the nipples which are largely ignored. It is however important to know that early detection and prompt treatment is the key to surviving this deadly disease that is ravaging the globe especially the developing nations.

Buttressing further the role of the media Enahoro and Richards (2007, p.124), say the mass media represent an institutionalized channel for the distribution of social knowledge and hence a potentially powerful instrument of social control. Golding (1974, p.252) is of the view that the mass media control the provision of ideas and images which people use to interpret and understand a great deal of their everyday life. Cohen and young (1973, p.215) describing the place of the mass media in public enlightenment and sensitization say: “the mass media provide a major source of knowledge in a segregated society of what the consensus actually is and what is the nature of the deviation from it. They conjure up for each group, with its limited stock of social knowledge, what everyone else believes.” Enahoro and Richards (2007, p.124) support this when they say that the media can make substantial contributions to the process of creating public awareness in order to bring about an increase in information or knowledge of the public or target group about a specific issue, generate a change in their opinions or attitude as well as motivate them to action; that is to change their behaviour and habit. Corroborating these facts, Buckalew and Wulfemayer (2005, p.125) listed the role of mass media, among others, to include: to inform, to educate, to help bring about social change, and to help establish public policies

2.1.2 The Role of Media in Health Communication

Media plays a crucial role in shaping public opinion and behavior, particularly when it comes to health communication. According to Chaffee and Metzger (2001), the media has the potential to influence health behaviors by providing information and raising awareness about diseases and preventive measures. In the context of breast cancer, media campaigns aim to increase the public’s understanding of the disease, its symptoms, prevention, and treatment options.

Mass media, including television, radio, print, and increasingly social media, have been used to disseminate information about breast cancer. Studies have shown that media can play an important role in motivating individuals to engage in preventive behaviors such as regular screening and self-examinations (Janz et al., 2003). In the case of Kwara State, media platforms can help to overcome barriers such as lack of awareness, low literacy, and limited access to healthcare.

2.1.3 Breast Cancer Awareness and Early Detection

Breast cancer remains one of the leading causes of death among women worldwide, including in Nigeria. According to the World Health Organization (WHO, 2020), early detection and timely treatment significantly improve survival rates. Therefore, raising awareness about the importance of regular self-examinations, mammography, and early clinical checks is critical to reducing mortality rates.

Media campaigns are often designed to educate women on the symptoms of breast cancer, such as lumps in the breast, changes in the shape or appearance of the breast, and skin changes. Studies have shown that women who are aware of these signs are more likely to seek medical advice when necessary (Bastani et al., 2008). Furthermore, educating the general public about the availability of screening services and the benefits of early detection can promote behavior change and empower women to take control of their health.

In Nigeria, however, breast cancer awareness and early detection remain low due to various factors, including cultural beliefs, social stigma, and a lack of sufficient healthcare infrastructure. Research by Ajiboye et al. (2015) found that only a small percentage of Nigerian women regularly perform breast self-examinations or seek mammography. This highlights the importance of media interventions in addressing these gaps.

2.1.4 Media Campaigns on Breast Cancer in Nigeria

Over the years, numerous media campaigns have been launched in Nigeria to raise awareness about breast cancer. These campaigns, conducted by both government and non-governmental organizations, typically use television ads, radio programs, billboards, and social media to disseminate information. The National Cancer Control Programme (NCCP), for instance, has partnered with various media outlets to raise awareness about cancer prevention and screening (Oluwaseun, 2016). While these campaigns have made some strides in educating the public, challenges remain in reaching rural communities and those with limited access to media. For instance, a study by Mba and Nwachukwu (2017) found that despite widespread media campaigns, many rural Nigerians remain unaware of breast cancer prevention measures due to limited access to radio and television.

2.1.5 Media Campaigns on Breast Cancer in Kwara State

In Kwara State, as in many other parts of Nigeria, there has been an increase in breast cancer awareness campaigns in recent years. Local government initiatives, supported by national campaigns, have targeted both urban and rural populations. However, Kwara State faces challenges similar to other parts of Nigeria, including a high prevalence of illiteracy, inadequate healthcare facilities, and cultural barriers that hinder effective communication.

According to a report by the Kwara State Ministry of Health (2018), breast cancer awareness campaigns in the state have utilized various media platforms to educate women, but more efforts are needed to ensure that the message reaches all segments of the population. These campaigns have included public service announcements on radio, television ads, and community-based programs that encourage women to undergo screening and self-examinations. Yet, there is still a significant gap in understanding and engagement with these campaigns.

Research conducted by Olayemi et al. (2019) found that while media campaigns in Kwara State have contributed to increased awareness about breast cancer, the level of knowledge among women about the disease and its early signs remains inadequate. One of the challenges identified was the limited integration of local languages and culturally appropriate content in these campaigns, which could enhance comprehension and engagement.

2.1.6 Evaluating the Impact of Media Campaigns on Breast Cancer Awareness

Evaluation of media campaigns is essential to assess their effectiveness in achieving their objectives, which include raising awareness, changing attitudes, and influencing behavior. Various methods have been used to evaluate health communication campaigns, including surveys, focus groups, and content analysis of media messages (Wakefield et al., 2010).

2.2
THEORETICAL FRAME WORK

Agenda setting theory: this theory refers to how the medra’s news coverage determine which issues becomes the focus of public attention agenda setting theory was first introduced in 1972 by college professor, Maxwell mccomis and Donald shaw, they found in surveying north Carolina voters during 1968, us presidential election that what people though were the most important issues were what mass media as the most critical. Thus agenda setting theory was born built on the nation that the mass media sets the agenda for what people should acre about. The first is that the media filter and shapes what we see father than just reflecting stories to the audience.

The second assumptions is that the more attention the media gruels to an issue the more likely the public will consider that issue to be important

· Public agenda setting:- when the public determine the agenda for stories are considered important

· Media agenda setting;- when the media determines the agenda for which stories are considered important

· Policy agenda setting:- when both the public and media agendas influence the decisions of public policy makers (Daniel barell, (2018)

Maxwell mccombs and Donald shaw identify the contribution of agenda setting theory that since the theory has been limited to elections and mainly scholar constantly explored the agenda setting effect in variety of communication situation this explain that agenda setting has a theoretical value which is able to synthesize social phenomena and to build new research question (Wikipedia 2019) the relevance of this theory to this study, according to ogata jones, dentiary and springston (2006) affirmed that mass media is essential in setting an agenda for proactive health behaviours “women who were diretly of indirectly exposed to news articles about cervical cancer tended to conduct more frequent screenings than those had n’t read such articles.

2.3
EMPIRICAL REVIEW

In this regard, Kreps and Sivaram (2009) and Okorie (2011) acknowledged  the  efficaciousness of  mass  media outlets  in  the  campaigns  to  promote  breast  cancer  prevention  and  care.  A  study  conducted  by  Irurhe,  Raji, Olowoyeye,  Adeyomoye,  Arogundade,  Soyebi,  Ibitoye,  Abonyi  and  Eniyandunni  (2012)  on  knowledge  and awareness of breast cancer among female secondary students in Nigeria reveals that 97% of the respondents heard of breast cancer through the media. Breast cancer has formed the main theme of media programmes both in Nigeria and  abroad  (Al-Naggar  &  Jashamy,  2011;  Cohen,  Caburnay,  Luke,  Kreuter,  Cameron,  &  Rogers,  2006).An analysis  of  these reviews  reveals  that researchers  are more  interested  in assessing  knowledge,  awareness and attitude but failed to assess media contribution to the awareness, reasons for poor knowledge or awareness of the people, the content of the media awareness campaigns, and the impact of the awareness on the health behaviour of women particularly in the Southeast, Nigeria.

The study by Okobia,  Bunker, Okonofua  and  Osime  (2006) equally revealed poor knowledge of breast cancer among Nigerian women. However, the result further shows that majority of the women are willing to participate in the awareness programme and engage in positive health behaviour modification. Similarly, in their study on rural women of Ibadan, Nigeria Oluwatosin and Oladepo (2006) observed that 73.7% of the respondents are ignorant of symptoms of breast cancer and the mechanisms for practicing self-examination.

Okobia, Bunker, Okonofua and Osime (2006) observe that women were more exposed to television and radio breast cancer information source. Television campaign on the prevention of breast cancer provided relevant information on how to self examine the body and what to look out for as signs and symptoms of breast cancer. The campaign was used to educate and effect attitude change on the part of women. Wakefield, Loken and Hornik (2010) in their study on the 'Use of mass media campaigns to change health behaviour', found that mass media campaigns can directly and indirectly engender positive changes or prevent negative ones in health related behaviours across extensive populations.

In this regard, Kreps and Sivaram (2009) and Okorie (2011) acknowledged  the  efficaciousness of  mass  media outlets  in  the  campaigns  to  promote  breast  cancer  prevention  and  care.  A  study  conducted  by  Irurhe,  Raji, Olowoyeye,  Adeyomoye,  Arogundade,  Soyebi,  Ibitoye,  Abonyi  and  Eniyandunni  (2012)  on  knowledge  and awareness of breast cancer among female secondary students in Nigeria reveals that 97% of the respondents heard of breast cancer through the media. Breast cancer has formed the main theme of media programmes both in Nigeria and  abroad  (Al-Naggar  &  Jashamy,  2011;  Cohen,  Caburnay,  Luke,  Kreuter,  Cameron,  &  Rogers,  2006).An analysis  of  these reviews  reveals  that researchers  are more  interested  in assessing  knowledge,  awareness and attitude but failed to assess media contribution to the awareness, reasons for poor knowledge or awareness of the people, the content of the media awareness campaigns, and the impact of the awareness on the health behaviour of women particularly in the Southeast, Nigeria.

Pielle (2005) in his study, '2005 Public Service Breast Cancer Awareness Campaign in Pakistan' found low women exposure to breast cancer awareness where only very little information on breast cancer were made available with its late presentation, before the launch and establishment of nationwide Breast Cancer 

Awareness Campaign. With the launch of media campaigns in form of press releases, interviews, and investigative news stories through the print and electronic media including the Internet, succeeded in causing general acceptance of the disease by the public as part of a national agenda for women.

The study by Kayode, Akande and Osagbemi (2005) centred on a survey of knowledge, attitude and practice of BSE among female secondary school teachers in Ilorin, Nigeria, which revealed that majority of women were aware of BSE (Breast Self Examination) and mostly through television. Some of the information was gotten from health workers, friends and other sources. The secondary school teachers' attitudes to health information on BSE were positive, with low or poor practise.

Research conducted by Ayoola in 2020, men in Lagos who work  as  journalists  were  exposed  to  information  about prostate cancer through a variety of channels, including the television  (56.3%),  the  radio  (16.7%),  the  newspaper (22.4%),  social  media  (3.1%),  and  magazines  (1.6%). According to the research, the majority of men in the media profession in Lagos have heard about prostate cancer via the news  on  television.  This  could  be  as  a  result  that  many journalists  whose  thoughts  were  sought  are  broadcast journalists.  The vast  majority of  respondents in  the  study also expressed negative sentiments about the condition. When people learn that they may prevent prostate cancer by modifying their lifestyle, the only information they need to know  is what  to do  and what  not to  do at  any particular moment. Avoiding  certain foods  is recommended  because they have been linked to an increased risk of this condition. Knowing  this,  the  guys  are  able  to  regulate  their  intake accordingly.  An  individual's  susceptibility  to  the  disease will  play  a  major  role  in  shaping  their  level  of  disease awareness.

CHAPTER THREE

METHODOLOGY

3.1
RESEARCH DESIGN

It is an acceptable fact that research design is the basic plan that guides data collection and the analysis phase of any research work The design of a research can be regarded as the frame- work which specifies the types of information to be gathered including the source of data and the procedure used in collecting them. Research can be define as an attempt to discover something design however, refers to the whole method or technique used in gathering data. Research design therefore entails the frame work or general arrangement that is used in collecting and analyzing a set of data.

              Therefore, on the basic of this study, the research design used for collecting the required information is survey.

3.2
RESEARCH METHOD

Research method is mainly concerned with the method of gathering data from the respondent and drawing conclusions. In this study the researcher used survey research method. Survey research design describes the present condition of various products being investigated as sample which is a representative of the entire population. Uwakwe (2006) in his view says that “Survey research usually examines a single sample for the purpose of interfering conclusion about the population from which the sample is derived.

3.3
POPULATION OF THE STUDY

Lawrence and john (2010:61) define population as “the entire set of person object or event which the researcher intends to study” from the above, it can be deducted that various element will be used in this research.

               In this research study, the population used comprises of staff and students that were selected randomly  from five different Departments of Kwara Polytechnic Ilorin , Kwara State. But the actual number of peoples in Ilorin metropolis 

3.4
SAMPLING TECHNIQUES         

The technique adopted for this study was purposive sampling. The reason for this technique is to get the required information from the right people. This means that the researcher only reached those who admitted that they either read or  listen to the programme. 

The sample size therefore is 150 the sample consist of both male and female  and in order to get appropriate results the respondents  were selected on the basis of their  department. The researcher therefore identified the following as the institute and department through which respondents were selected, institute and information and communication  technology (IICT) institute of finance and management student (IFMS) institute of applied science (IAS) and their department : mass communication, public administration, business administration, accountancy and science laboratory technology. The researcher through simple random sampling choose representative from the five department making the whole sample size

3.6
DATA COLLECTION INSTRUMENT 

           According to okuma (2002:179) questionnaire refers to as a device for securing answer to “set of the question using a form which the Respondents fill personally the research instrument used in collecting this data is purely questionnaire and will be distributed as state above. 

          The instrument comprise two section, section A and B respectively. Section A is structure to get demographic data from the respondents while section B is structured to draw elevate answer to the research questions.

3.7
METHOD OF DATA COLLECTION   


The data of this research work is converted through the administration of questionnaire, interview and personal observation on respondents in Kwara State polytechnic. The instruments were used to elicit demographic data for specific question for the study.


To ensure accurate data collection the questionnaire were distribution directly by the researcher to the respondents of Kwara State Polytechnic. The interview and personal observation were also conducted by the researcher. The staffs of the institutions attitudes towards the questions been as held were encouraging they were willing to give the required information needed.


The above instruments used have helped in collecting an aggregate amount of the data used for the study.

3.9
METHOD OF DATA ANALYSIS


Analysis of data involves a  number of closely related operator which are performed with the purpose of summarizing the collected data and organizing these in the manner that they answer the research question. The data collected would be analyzed manually using simple percentage, frequency count in a format. This is to enable readers to clearly understand the analysis.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1
INTRODUCTION

This chapter deals with statistical analysis of data collected and presentation based on the findings as well as interpretation of data in order to achieve the earlier mentioned objectives of the study. In earlier chapter the objectives research questions and assumption of the study  were all stated and the methodology of analysis were also highlighted.

4.2
DATA PRESENTATION 

TABLE 1; DISTRIBUTION OF THE RESPONDENTS BY AGE

	VARIABLES
	FREQUENCY
	PERCENTAGE

	15 – 20
	25 
	19.4%

	21 – 25
	69
	53.5%

	26 – 30
	26
	20.2%

	31 – ABOVE
	10
	7.8%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025
From the table above shows the respondents based on age as 15 -20 years of age were 25 (19.4%), 69 respondents representing (53.5%) were between the age of 21 –25, 26 respondents were representing (20.2%) between the age of 26 – 30 while 10 respondents representing (7.8%) between the age of 31 and above   

TABLE 2; DISTRIBUTION OF RESPONDENTS BY SEX

	VARIABLES
	FREQUENCY
	PERCENTAGE

	MALE
	55
	42.5%

	FEMALE
	74
	57.4%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025
In table 2 male respondents 55 consisting (42.5%) while the remaining 74 (57.4) were female.  

TABLE 3; DISTRIBUTION OF THE RESPONDENTS BY EDUCATIONAL BACKGROUND

	VARIABLES
	FREQUENCY
	PERCENTAGE

	HND/BSC
	54
	41.9%

	OND/NCE
	52
	40.3%

	O’LEVEL
	23
	17.8%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025
The table above shows the result of educational background of the respondents which shows that 54 (41.9%) of the respondent were HND/BSC holders,, 52 (40.3%) were OND/NCE holder while 23  (17.8%) were O’LEVEL qualification.

TABLE 4; DISTRIBUTION OF THE RESPONDENTS BY OCCUPATION

	VARIABLES
	FREQUENCY
	PERCENTAGE

	CIVIL SERVANT
	31
	25%

	STUDENTS
	73
	56.6%

	OTHERS
	25
	19.4%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

From the table 4, the result shows that 31 (25%) of the respondents were civil servant 73 (%) were students while other were 25 (19%).
TABLE 5; DISTRIBUTION OF THE RESPONDENTS BY MARITAL STATUS

	VARIABLES
	FREQUENCY
	PERCENTAGE

	SINGLE
	60
	46.5%

	MARRIED
	52
	40.3%

	OTHER
	17
	13.2%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025
The data in table 5 indicate that single respondents were majority in the field of research 60 (46.5%) respondents who were married 52 (40.3%) while other were 17(13.2).

SECTION B

TABLE 6; HAVE YOU HEARD ABOUT BREAST CANCER BEFORE?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	YES
	68
	52.7%

	NO
	61
	47.3%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025
From table 6 above all the total 129 respondents administered with a questionnaire, 68 (52.7%), have heard about breast cancer, while 61 (47.3%) respondent have not heard about breast cancer. 

 TABLE 7; FROM WHERE DID YOU HEAR ABOUT BREAST CANCER?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	MASS MEDIA
	37
	28.7%

	PEOPLE
	47
	36.4%

	ALL OF THE ABOVE
	40
	31%

	NONE OF THE ABOVE
	5
	3.9%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025
From table 6 above all the total 129 respondents administered with a questionnaire, 37(287%), respondent hear about breast cancer through the mass media, 47 (36.4%) hear about breast cancer from the people, 40 (31%) hear from all of the above, while 5 (3.9%)does not hear about breast cancer.

TABLE 8; WHICH OF THE MEDIA IS THE MAJOR SOURCE OF INFORMATION ON BREAST CANCER?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	RADIO NIGERIA
	29
	22.5%

	TELEVISION PROGRAMME
	72
	55.8%

	NEWSPAPER
	22
	17.1%

	BILL BOARD
	6
	4.7%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

From table 8 above 29(22.5%) hear the major source information of breast cancer from radio Nigeria, 72(55.8%) hear the major source information of breast cancer from television programme, 22(17.1%) hear the major source information of breast cancer from newspaper, while 6(4.7%) hear the major source information of breast cancer from Bill board.

TABLE 9; HOW OFTEN DOES THE MEDIUM OF YOUR MAJOR SOURCE OF INFORMATION FEASTURE BREAST CANCER PROGRAMME?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	DAILY
	23
	17.8%

	WEEKLY
	45
	34.9%

	EVERY TWO WEEKS
	40
	31%

	MONTHLY
	23
	17.8%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 9: about 23(17.8%) hear the medium of their major source information of breast cancer programme daily, 45(34.9%) hear the medium of their major source information of breast cancer programme weekly, 40(%) hear the medium of their major source information of breast cancer programme, while 23(17%) hear the medium of their major source information of breast cancer programme monthly. 

TABLE 10; HOW OFTEN DO TOU LISTEN, READ OR WATCH BREAST CANCER PROGRAMME FROM THE MEDIUM?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	DAILY
	72
	55.8%

	WEEKLY
	29
	22.5%

	EVERY TWO WEEKS
	22
	71.1%

	MONTHLY
	6
	6.7%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 10: about 72(55.8%) often listen, read or watch breast cancer programme from the medium daily, 29(22.5%) often listen, read or watch breast cancer programme from the medium weekly, 22(17.1%) often listen, read or watch breast cancer programme from the medium every two weeks, while 6(4.7%) often listen, read or watch breast cancer programme from the medium monthly. 

TABLE 11; DO YOU KNOW ABOUT BREAST SELF EXAMINATION AND CLINICAL BREAST EXAMINATION?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	YES
	74
	57.4%

	NO
	55
	42.6%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 10: about 74(57.4%) of the respondents administered with questionnaire, 55 (42.6%) know about breast self examination and clinical breast examination,.

 TABLE 12; DO YOU PRACTICE BSE TO DETECT EARLY BREAST LUMP?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	YES
	70
	54.3%

	NO
	59
	45.7%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 12: about 70(54.3%) of the respondents practice BSE to detect early breast lump, while 59(45.7%) do not practice BSE to detect early breast lump.

TABLE 13; WHICH OF THE MASS MEDIA, DO YOU THINK IS MOST EFFECTIVE FOR BREAST CANCER MESSAGE?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	RADIO
	20
	15.5%

	TELEVISION
	70
	54.3%

	NEWSPAPER
	33
	25.6%

	BILL BOARD/ POSTERS
	6
	6.7%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 13: above all the total 129 respondents administered with a questionnaire, 20(15.5%) respondent hear the most effective for breast cancer message through radio, 70 (54.3%) respondent hear the most effective for breast cancer message through television, 33 (25.6%) respondent hear the most effective for breast cancer message through bill board/ posters.
TABLE 14; CLINIC BREAST EXAMINATION PROGRAMME HAS EDUCATE THE YOUTH ON THE NEED TO PREVENT BREAST CANCER?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	STRONGLY AGREE
	40
	31%

	AGREE
	56
	43.4%

	NEUTRAL
	0
	-

	STRONGLY DISAGREE
	30
	23.3%

	DISAGREE
	3
	2.3%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 14: the result shows that 40(31%) respondent strongly agree that clinic breast examination programme has educate the youth on the need to prevent breast cancer, 56 (43.4%) agree clinic breast examination programme has educate the youth on the need to prevent breast cancer, 0 are neutral, 30(23.3%) strongly disagree that clinic breast examination programme do not prevent the youth on the need to prevent breast cancer, while 3(2.3%) disagree that clinic breast examination programme do not prevent the youth on the need to prevent breast cancer.

TABLE 15; MEDIA HAS PLAY AN EFFECTIVE ROLE IN CAMPAIGN AGAINST BREAST CANCER?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	STRONGLY AGREE
	37
	28.7%

	AGREE
	43
	43.4%

	NEUTRAL
	-
	-

	STRONGLY DISAGREE
	28
	21.7%

	DISAGREE
	8
	6.2%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 14: above all the total 129 respondents administered with questionnaire, 37(28.7%) strongly agree that media has play an effective role in campaign against breast cancer, 56 (43.4%) agree that media has play an effective role in campaign against breast cancer, - (-%)  are neutral that media has play an effective role in campaign against breast cancer, 28(21.7%) strongly disagree that media do not  play an effective role in campaign against breast cancer, while 8 (6.2%) does not disagree.

TABLE 16; MEDIA IS THE BEST TOOLS TO CAMPAIGN AGAINST CANCER AND EDUCATE DWELLER?

	VARIABLES
	FREQUENCY
	PERCENTAGE

	STRONGLY AGREE
	35
	27.1%

	AGREE
	40
	31%

	NEUTRAL
	-
	-

	STRONGLY DISAGREE
	38
	29.5%

	DISAGREE
	16
	12.4%

	TOTAL
	129
	100


SOURCE: FIELD WORK, 2025

Result in table 14: above all the total 129 respondents administered with questionnaire, 35(27.1%) strongly agree that media is the best tools to campaign against cancer and educate dweller, 40 (31%) agree that media is the best tools to campaign against cancer and educate dweller, - (-)  are neutral that media is the best tools to campaign against cancer and educate dweller, 38(29.5%) strongly disagree that media is not the best tools to campaign against cancer and educate dweller, while 16 (12.4%) disagree that media is not the best tools to campaign against cancer and educate dweller..

ANALYSIS OF RESEARCH QUESTION

RESAERCH QUESTION 1:

How frequent are the media campaign programme on breast cancer in Nigeria?

Table 9 and 10 provid

e answer to the first research question. Table 9 shows that 54 (27%) of the respondents said that media campaign create awareness on breast cancer daily, 84 (42%) of the respondents say that media campaign create awareness on breast cancer weekly, 38 (19%) of the respondents said that media campaign create awareness on breast cancer every two weeks, while 24 (12%) of the respondents said that media campaign create awareness on breast cancer monthly.  


Table 10 shows that 66 (33%) of the respondent listen, read or watch breast cancer programme daily from the medium, 87 (43.5%) of the respondents listen, read or watch breast cancer programme weekly from the medium, 23 (11%) of the respondents listen, read or watch breast cancer programme every two weeks from the medium, while 25 (12.5%) of the respondents listen, read or watch breast cancer programme monthly from the medium..

RESAERCH QUESTION 2

Which medium are women most expected to?

Table 11 shows that women are expected to be aware of breast cancer through breast self examination (BSE) and Clinical Breast Examination (BSE) on breast cancer.

Table 15 shows that 94 (46%) of the respondent strongly agree that women are adequately expose to media campaign on breast cancer, 85 (42.5%) of the respondent agree that woman are adequately expose to media campaign on breast cancer, 15 (7.5%) of the respondent are neutral that women are not adequately expose to campaign on breast cancer, 6 (3%) strongly disagree that women are not adequately expose to media campaign on breast cancer, while 0 (0%) of the respondents does not disagree.

RESAERCH QUESTION 4 

Which medium is most effective for breast cancer campaign?

Table 13 shows that 46 (23%) of the respondents said that radio is the most effective medium for breast cancer campaigns, 96 (48%) of the respondent said that television is the most effective medium for breast cancer campaigns, 33 (16.5%) of the respondents said that newspaper is the most effective medium for breast cancer campaign while 25 (12.5%) of the respondents said that bill/poster is the most effective medium for breast cancer campaigns.

RESEARCH QUESTION 5

How do women perceive media campaign on breast cancer?

Table 10 shows the analysis of research question said that women perceive media campaign on breast cancer, daily, 87 (43.5%) of the respondent that women perceive media campaign on breast cancer weekly 22(11%) of the respondents said that women perceive media campaign on breast cancer every two weeks, while 25 912.5%) of the respondents said that women perceive media campaign on breast cancer monthly.

DISCUSSION OF FINDINGS

In the course of the study, chapter four research analysis data from respondents in population the respondents were asked evaluation of media campaign on breast cancer in Kwara state.

      
People mass media as the most suitabke medium of creating aareness on breast cancer, it causes and prevention to the society.


That a lot of people are adequately informed about breast cancer through radio, television, newspaper and bill board among others.


That radio television, newspaper and billboard among others are viable and better medium for media campaign on breast cancer..

That (Age 15 – 20) are aware of breast cancer through media campaign, female are aware of breast cancer through media campaign, students are aware of breast cancer through media campaign, that single are aware of breast aner through media campaign, and that O’Level students are aware of breas cancer through media campaign.


The research finds out that the majority of the audience mot;y aware of breast cancer through media campaign.


That a lot of peole have high level of awareness toward media campaign on breast cancer.


People attached high level of importance to media campaign on breast cancer.


The public attracted to the awareness made on breast cancer through media campaign.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

The study review foreign and local literatures that related and bordered on evaluation of media campaigns on breast cancer in Nigeria. This is coupled with examining of relevant theories that constituted the fundamental framework of the study.


The study design to appraise the effectiveness of the various media campaigns on breast cancer and the women’s level of exposure and compliance to the campaign messages generated results from the responses of 200 respondent (male and female) randomly and systematically selected in Ilorin, Kwara State.     

However, the result obtained from a 16 – item questionnaire that comprised but demographic and psycographic and respondents, were analyzed and presented in appropriate tables and percentage, pie charts and bar charts. The study emphatically revealed that the breast cancer programme inherent in the media campaigns were grossly in frequent, inadequate and poor in themselves to elicit prompt and quick adherence of women to early presentation of breast cancer through the practice of BSE and CBE therefore, result of the study have shown that the media campaign on breast cancer have little effect on the women.

5.2
LIMITATION OF THE STUDY


In spite of this study contribution to theory and practice there must be interpreted with a limitation in mind, all of which provide a motivation for continued research in this important line of focus. First, although a large enough sample size was achieved for data analysis, the overall female response rate was just under seven percent. It has been shown that a response rate of just under 35% is common for web surveys, making this study’s response rate below average Cook health & Thomspon, 2000). However there is an arguable range of appropriate response rates to web surveys dependents upon the sample population recruitment method for instance, it has been illuminated that individual recruited for a one-time only survey as opposed to panel – based arrangement, exhibit significantly lower response rate.


Another potential limitation is self selection bias within the sample. Since there was no incentive to participate in the survey, it possible that only particularly motivated participant choose to respond. 


Also, a decent portion of filling comments shared at the end of the questionnaire delath with respondents family histories personal risk for breast cancer. In addition, the participant are exhibited in low levels of accurate knowledge on basic breast health factors.


In addition to the low response  rate and possible self selection bias, the survey sampled lacked sufficient variety in two main aspects. The ethnic/ facial make-up of participant background was non representative so it was not possible to utilize this factor as an area of investigation.
5.3
CONCLUSION


The media on breast cancer have not been adequate to produce sustainable change in women in screening their breast by themselves and by visiting the hospitals for early detection of breast cancer. Results obtained from the study revealed that media campaign message on breast cancer is risk factors, common symptoms and method of early diagnosis, exposed to the women were abysmally in comprehensive and poor. this was evidently in the greater number of the research questions and received negative responses from the surveyed woman.


Confirming the above, it was found that the frequencies of these media exposure, their contents ad level of the woman understanding of the entire campaign programmes were all together in consistent and low. It was equally discovered that more than half of the woman were not opportune to have an adequate exposure and a better understanding of the few leaf lets shared to the by medical women association of Nigeria (MWAN) Kwara State chapter, mainly due to their low educational status. 

This was similar to the inadequate breast cancer program on any of the media, which can educate and enlighten the women about breast cancer. Therefore, it shows that the media campaign on breast cancer received very low women exposure to silver bird radio and ITV radio as a medium identified as the most effective medium in breast cancer campaigs due to its far reacting capabilities to the capabilities to the remotest part of  a community.  
5.4
RECOMMENDATION

1. The government should regulate contents that are shared on social media on cures of breast cancer. 

2. They should create an organization that is charged with the responsibilities of checking all contents that are been posted on social media regarding health uses.

3. The social media campaign in exposing fake cures of breast cancer to Nigeria should be organized adequately.

4. Health regulatory agencies should adequately use social media for public satisfaction on breast cancer management. 

5. The agencies should make use of social media outlets such as facebook, twitter, whatsapp and others in posting correct and adequate contents on health matters.
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APPENDIX

Dear Respondent,

We are students of Mass communication, Kwara State polytechnic, Ilorin conducting a research on a topic: “EVALUATION OF THE MEDIA CAMPAIGN ON BREAST CANCER IN ILORIN METROPOLIS”

The research is meant For education purpose and not For publication. therefore, your sincerity will be really appreciated.
The questionnaire will be into two parts. Section A and Section B
SECTION A
1 . Age: (a) 15 -2(
) years ( ) (b) 21 — 25 Years ( ) (c) 26-30years ( ) (d) 31 and above ( ) 2. Sex: (a) Male ( ) (b) Female ( )

3. Educational Background:(a) HND/BSC ( ) (b) ()ND/NCE( ) (c) O’level (
 )

4. Occupation: (a) Civil servant (
), (b) Students (
), (c) Others (
).

5. Marital status: (a) Single ( ) (b) Married ( ) (C) other( )

SECTION B

INSTRUCTION: please tick (   ) the answer which you consider as most appropriate. 

6. Have you heard about breast cancer before? (a) Yes ( ) (b) No ( )

7. From where did you hear about breast cancer? (a) Mass Media ( ) (b) People (S ) (c) All of the above ( ) (d)none of the above ( )

8. Which of the media is the major source of information ion breast cancer (a) Radio Nigeria ( ) (b) Television programme (c) Newspaper ( )(d) Bill board( )

9. How often does the medium of your major source of information feature breast cancer programmes‘? (a) Daily ( ) (b) Weekly (
) (c) monthly.

10. How often do you listen, read or watch breast cancer programmes from the medium (a)daily() (b)Weekly( )(c) every two weeks( )'(d)monthly.

11 do you know about Breast Self examination (BSE) and Clinical Breast Examination (CBE)? (a) Yes ( ) (b) No ( )

12. Do you practice BSE to detect early breast lump?(a)Yes ( ) (b) No ( )

13. Which of the mass media, do you think is most effective for breast cancer message? (a) Radio ( ) (b) television ( ) (c) Newspaper ( ) (d) Billboards

INSTRUCTION: Please tick () appropriately from tabulated statement using the below illustration.

SA = STRONGLY  AGREE A = AGREE N =NEUTRAL SD = STRONGLY DISAGREE

D = DISAGREE

	S/N
	STATEMENT
	SA
	A
	N
	SD
	D

	14.
	Clinic breast examination programme has educate the youths on the need to prevent breast cancer.
	
	
	
	
	

	15.
	The media has play an effective role in campaign against. breast cancer.
	
	
	
	
	

	16.
	Media is the best tools to campaign against breast cancer and educate dwellers. *
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