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ABSTRACT

This study investigates the effect of radio jingles on family planning programmes among married couples in Ilorin, Kwara State. Despite the availability of various media channels, radio remains a powerful tool for public health communication, particularly in urban and peri-urban areas. The research examines how frequently married couples are exposed to family planning jingles, the perception they have of such messages, and the extent to which these messages influence their attitudes and contraceptive use. A survey method was adopted using structured questionnaires distributed among 200 randomly selected married couples across Ilorin metropolis. The findings reveal that consistent radio jingles significantly improve awareness, correct misconceptions, and encourage positive attitudes toward family planning. The study recommends increased frequency of jingles in local languages and inclusion of testimonials to enhance relatability and impact.
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CHAPTER ONE

1.1	BACKGROUND OF THE STUDY
Advertising can be traced down to the origin of man. Therefore, it is a phenomenon that has been with the society for a very long time. Although advertising is so popular, it is difficult to come up with a single and an all embracing definition. However, some scholars have proffered some definitions, which will be highlighted in this study.
According to academic’s dictionary of mass communication, compiled by Michael Hoffmann (2017, p.9) “Advertising is a paid, medicated, form of communication from an identifiable source, designed to persuade the receiver to take some action, now or in the future”.
[bookmark: page12]Throwing more light on this, the dictionary of business and finance captures it as any form of paid public announcement or presentation, which is aimed at the promotion of the sake of goods and services, or at gaining acceptance for any idea or point of view.
No wonder Okunna (2012, P.99) Jonathan E. Aliede, says in their more recent and widely accepted definition states thus that, advertising is the non – personal communication of information, usually paid for and usually persuasive in nature about products (goods and services) or ideas by identified sponsors through various media. From the above running background, it is obvious that advertising from all indication is usually the easiest means to reach the target consumer directly. Therefore, advertising enables sponsor to reach a substantial segment of their target audience through various media especially print and electronic.
[bookmark: page13]But before casting our research searchlight on the effectiveness of radio advertisement as one of the media on family planning programme advertisement, it is pertinent that we focus this research search light on the history of family planning programme because a people without a history is like a people without a past
On the other hand, the historical development of man’s desire to control his reproduction is as old as humanity. The WHO (World Health Organization) definition of family planning states that it is a way of thinking and living that is adopted voluntarily based on the knowledge, attitudes and responsible decisions by individuals and couples in order to promotes health and welfare of the family group and thus; contribute effectively to the social development of the country. Egyptians as early as 1850 BC described various methods of birth control in scrolls. Aristotle, A Greek Philosopher in the 4th century B.C stated that the state’s best interest would be served by keeping the population stable.
[bookmark: page14]In the early history of African culture, the mother and the infant were separated from the father for prolonged periods of time following childbirths; consequently, this practice ensured a good nutritional period for the infant and abstinence for the mother. The above underscores the fact that family planning is as old as history itself.
In 1797, Jeremy Bentham advocated birth control in England. Giving credence to what Bentham advocated for, Francis place whose dissertation, “Illustrations and proofs of the Principles of Population” published in 1882 made a remarkable impact which proposed contraception to reproduction. Subsequent theories by Thomas Malthins, an Englishman who wrote “An Essay of the Principle of population” in 1798 which stated that poverty was unavoidable because the means of production could not increase as quickly as the population also made an impact.
[bookmark: page16]It is from the above background that family planning is defined as; “the control of reckless breeding of children” by Planned Parenthood Federation of Nigeria (PPFN). The questions that are still begging for answer is, has the adequate awareness of family planning been made? If yes, to what extent and how has this awareness affected the life of the public in view? Consequently, the above question cannot be adequately addressed without looking into how this awareness is done. This invites us to stand out and cast a look on how Federal Radio Corporation of Nigeria Enugu as our study carries out this awareness task and how effective has been this task? Since the past is always very important in addressing any problem for a better promising future, it is important to trace how the above named institution came into existence. For this would give us a better stand to address the issue at hand.
The FRCN was originally founded in 1933 by the British colonial government, named the Radio Diffusion Service (RDS), it allowed the public to hear the British Broadcasting Corporation’s foreign radio service broadcasts in certain public locations over loudspeakers.
[bookmark: page17]In April 1950, the RDS became the Nigerian Broadcasting Service and introduced ration stations in Lagos, Kaduna, Enugu, Ibadan and Kano. This service was reorganized into the Nigerian Broadcasting Corporation (NBC) on April 1, 1957 by act of parliament. Its mission was to provide as a public service, independent and important broadcasting services. By 1962 the NBC had expanded its broadcast stations into Sokoto, Maiduguri, Ilorin, Zaria, Jos and Katsina in the North; Port Harcourt, Calabar and Onitsha in the East; and Abeokuta, Warri and Ijebu-Ode in the West. Each of these stations was considered a subsidiary station of a regional station.
The subsidiary stations broadcast local interest programs during part of the days and then relayed programming from their regional stations during the rest of the broadcast day. National programs were broadcast from two short wave transmitters and one medium wave transmitter located in Sogun le, near Lagos.
[bookmark: page19]In April 1961, with financial assistance from the Ford Foundation and technical assistance from the British Broadcasting Corporation, NBC began the National School Broadcasting Service in April 1961. The NBC schools unit broadcast lessons in various school subjects for primary and secondary schools, as well as special programs for teacher training colleges. The schools unit was based in Ibadan. The NBC and the Broadcasting Corporation of Northern Nigeria (BCNN) were merged together in 1978 to become the Federal Radio Corporation of Nigeria (FRCN). Medium wave transmitters previously owned by the NBC were transferred to the individual state governments where the transmitters were located. At the same time, the states transferred short wave transmitters to the FRCN. In 1996, VON installed three power transmitters at its Ikorodu transmitter site, allowing worldwide transmissions for the first time.
[bookmark: page20]FRCN’s medium wave service, Radio Nigeria, has 25 stations located throughout the country and together with voice of Nigeria, considers itself to have the largest radio network in Africa. In 2007, FRCN began introducing FM transmitters in some locations, and plans to begin upgrading and modernizing its shortwave and medium wave transmitters in the coming years. The FRCN is Nigeria’s publicly funded radio broadcasting organization. Among its subsidiaries are the domestic radio network known as Radio Nigeria and the Voice of Nigeria International Radio Service.

1.2	STATEMENT OF THE RESEARCH PROBLEM
For a very long time, Nigerians have been indifferent to family planning. In some cultures, people’s dignity, prestige and power were reflected on the number of wives and children
they had. Nigerian government in the past was also unconcerned about family planning as their basic amenities for their citizenry.
High levels of illiteracy, poverty, religious beliefs, superstitions, and cultural background have been attributed to poor and ineffective family planning which also translated into an increase in infant mortality rate in the world especially in Sub-Sahara Africa and particularly in Nigeria, these have made many of them remain ignorant of what family planning is all about, including various contraceptives and other means of safeguarding women and children.
Similarly, most of the research on family planning dwelled on women’s perceptive without considering men. Also, the decision to actually adopt family planning cannot be achieved with women alone and it is against this background that this research seeks to investigate the influence of family planning campaigns on the knowledge, attitude and practices among young couples in Ilorin East Local Government Area 

1.3 OBJECTIVES OF THE STUDY 
The main purpose of this study is to:
i. To examine the extent to which young couples in Ilorin East Local Government Area are aware of family planning
ii. To find out the extent to which radio stations have enlightened young couples in Ilorin East Local Government Area about family planning.
iii. To assess the relationship between demographic variable of age and adoption of family planning
1.4 RESEARCH QUESTIONS
This research study is set to find answers to the following research questions.
1. Do the Christian religious doctrines on procreation a factor on the residents of Ilorin East Metropolis no to see reason or understand what family planning is?
2. Does the culture and belief of the people on marriage and child bearing the cause of their difference on family planning advertisement?
3. Is inadequate message content on family planning advertisement the reason from the apathy of family planning by the residents of Ilorin Metropolis?
4. To what extent do advertisements on radio influence the public in adopting family planning.

1.5	SIGNIFICANCE OF THE STUDY
This research study is prompted by many factors. Some of these are the continuing interest in and awareness of family planning by Nigerians and also the establishment of more family planning units by the government.
[bookmark: page22]The study will also help to determine the extent of knowledge of family planning among radio audience and likewise their attitude towards this programme. Also the research should help to ascertain the importance of electronic media especially the radio as a media of bringing about people’s awareness of innovations. It will give indications of which medium is most effective in carrying out the advertisement messages. The research will also determine the various social, economic and cultural factors which may influence people’s attitudes towards family planning.
[bookmark: page23]As a result of this study, the researcher hopes to enlighten the Nigerian public more on the benefits one stands to gain from a well-planned family. Such benefits include: increase in standard of living of the whole family; safeguarding of the good health of mother and child and limiting the size of the family to the one they can conveniently cater for. It will assist the government to find possible ways of improving on the family planning policy.

1.6 SCOPE AND LIMITATIONS OF THE STUDY
The scope of the research examines the influence of family planning campaigns on the knowledge, attitude, and practices among young couples in Ilorin East. The study has been narrowed in scope to the young couples in Ilorin East because of its proximity to the researcher and due to the inability of the researcher to cover all couples in Nigeria. 
In the course of conducting this research some hindrances were encountered. The first problem was finance. Since radio audience are scattered across the country the researcher had to go from place to place in order to get different views and opinions. The traveling was capital intensive.
Some of the audience were conservatives and did want to talk about family planning saying that children are not mean to be countered. Also some were too busy to grant the researcher audience and fill out the questionnaires.
But despite these problems, the researcher still managed to gathers the required data and analyzed them accordingly without altering the authenticity of the information and quality of the research work.

[bookmark: page25][bookmark: page28]1.7	DEFINITION OF TERMS
· Media: Advertising channels such as TV, Radio, Newspapers and Magazines.
· Mortality: The number of deaths within a particular society and within a particular period of time.
· Agency: Establishments that serve advertisers through the production and placement of advertisements in the media.
· Audience: Radio listeners
· Population: The totality of items or persons from whom data necessary to study are collected.
· Ubiquitous/Omnipresent: Something that is very where.
· Family Planning:  The use of contraception to control how many children you have and when you have them.


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
The main purpose and essence of this chapter is to revisit and review related literature towards the chosen topic. It is a cross-examination of the different opinions of media scholars and practitioners, feminist and activist on the effect of radio jingles on family planning programmes.
2.1	CONCEPTUAL FRAMEWORK
2.1.1	CONCEPT OF MASS MEDIA
	Mass media is a system of technology such as radio, TV, newspaper, etc. that is generally used as the primary means of communication to reach the majority of the mass people, i.e. general public. Humans have resorted to leisure and recreation as much as they have developed in scientific advancements and technologies. After years of globalization when technology has reached almost every nook and cranny of the world, there’s no area left where electronic mediums of information are inaccessible. Who doesn’t own a TV or a computer? Nevertheless, they are all old stories. Nowadays, people carry gadgets in their pockets that connect them to the outside world e.g. cell phones (Richard, 2020). 
	Mass media is the means that people bring to their utility in order to communicate with people. It’s a medium which provides information. When we watch the news or our favorite TV show on our TVs and listen to our favorite RJs on the radio, it is all possible because of the existence of mass media (Hanfh, 2019).
	Overall mass media has been playing a major role in the world. Human is a social animal and there’s always a constant need to connecting to the world for this reason. Mass media has also encouraged cultural diffusion and multi-culture awareness. We know how our fellow humans from the other parts of the world look like and all about their lifestyles which ultimately enriches our knowledge about different cultures.
2.1.2	FUNCTION OF MASS MEDIA
There are diverse applications of mass media in the world today. However, it exists since ages. Back in older times, people used drums to invite the residents of a community where they would gather and then announce the news to them. This is how their mass media would be like. Then gradually when they could write, they would paste the news on the places where majority could read and update others. It became more advanced with the passage of time and today we have internet and social media which is the most \advanced form of mass media. Mass media develops awareness among people regarding social and political issues. It’s also a means to educate, entertain and connect. It has strengthened our modes of accessibility.

2.1.3	ADVANTAGES OF MASS MEDIA
i) It Can Keep Us Connected
Before mass media, you could live your entire life knowing nothing about the world outside of your village. Now, we are all connected. And this can be a very good thing. For instance, when a tsunami strikes, people all over the world hear about it within moments and can mobilize immediately to help. Without mass media, we would have far less ability to understand how we’re all connected and how we all need each another.
ii) It Can Spur Business
Where would business be without advertising and marketing? Thanks to the business communication made possible by mass media, businesses can reach potential consumers faster and easier than ever before. This helps keep our economy going.
iii) It Can Spread Art and Culture
On the internet, you can see all of the world’s artistic masterpieces or learn about the particularities of a culture far removed from your own. In addition, numerous TV and radio programs devote themselves to exploring the world, offering us the chance to discover new things and new ideas, and enlighten ourselves in the process.
iv) It Can Give Voice to the Voiceless
From reporters bringing us stories of people in difficult situations to social media allowing one person’s thoughts to go viral and spread across the world, mass media can lift up an individual voice that would otherwise have gone unheard.


2.1.4	DISADVANTAGES OF MASS MEDIA
i) It Can Empower the Already Powerful
While mass media can create opportunities for anyone to share their story, the vast majority of our mass media is bought. And because it’s bought, those with money can deeply influence what we see and hear. This gives the rich—and those connected to the rich—a far louder voice than the rest of us. At its best, this is unfair. At its worst, it’s a way for a tiny minority to seize power over the vast majority. 
ii) It Can Be Used for Disinformation and Hate
How do you know what you’re seeing or hearing from mass media is true? While some sources of information are far more trustworthy than others, mass media as a whole is vulnerable to propaganda and its lies. Totalitarian regimes have used mass media for nearly a century to control what their people believe. With the rise of the internet, even those in democracies can be easily exposed to media designed to drive us to hate or believe in lies.
iii) It Can Homogenize Culture
Before mass media, art and culture were more localized, so they reflected diversity in how people spoke, dressed, and entertained them. Now, the entire world often sees and hears the same cultural influences. While diversity still clearly exists, there is the risk that mass media might reduce cultural variety, leaving us with less art and fewer inspirations.
iv) It Can Overtake Personal Connections
We’ve all seen it or been a part of it: a group out to dinner where everyone spends much of the evening staring at their phones or gazing at a TV in the corner. As much as mass media can connect us with people all over the world, it can disconnect us from the people right in front of us.
2.1.5	TYPES OF MASS MEDIA
There are various types of mass media which are as follows:
1. Print media- It involves magazines, newspapers and even billboards that we see everywhere around us.
2. Electronic media- It includes television and radio.
3. New age media- Mobile phones, computers, Apple TV, Play Stations etc.
Most people use mass media as a source of information. For example, students use it for academic purposes, business tycoons for business information and all adults for news and political updates. Businesses make use of mass media to promote their products and services in the form of advertisements. It is the biggest source of entertainment. Not all people love stage and standing comedy shows where 99% of the world population prefers TVs, Cinemas and computers for entertainment.
2.1.6	USES OF RADIO
The prime purpose of radio is to convey information from one place to another through the intervening media (i.e., air, space, nonconducting materials) without wires. Besides being used for transmitting sound and television signals, radio is used for the transmission of data in coded form. In the form of radar it is used also for sending out signals and picking up their reflections from objects in their path. Long-range radio signals enable astronauts to communicate with the earth from the moon and carry information from space probes as they travel to distant planets (see space exploration). For navigation of ships and aircraft the radio range, radio compass (or direction finder), and radio time signals are widely used. 
Radio signals sent from global positioning satellites can also be used by special receivers for a precise indication of position (see navigation satellite). Digital radio, both satellite and terrestrial, provides improved audio clarity and volume. Various remote-control devices, including rocket and artificial satellite operations systems and automatic valves in pipelines, are activated by radio signals. The development of the transistor and other microelectronic devices (see microelectronics) led to the development of portable transmitters and receivers. Cellular and cordless telephones are actually radio transceivers. Many telephone calls routinely are relayed by radio rather than by wires; some are sent via radio to relay satellites. Some celestial bodies and interstellar gases emit relatively strong radio waves that are observed with radio telescopes composed of very sensitive receivers and large directional antennas.
2.1.7	TYPES OF RADIO PROGRAMME
i. Public Service Broadcasting
ii. Commercial Radio
iii. Community Radio
iv. Ham Radio
v. Internet Radio
i) Public Service Broadcasting
Public Service Broadcasting (PSB) is financed and controlled by the public and for the public. In principle, PSB is neither commercial nor state-owned and free from political interference. AIR and BBC are some examples of public service broadcasting services.
ii) Commercial Radio
Commercial radio stations are owned and managed by private enterprises. Their survival is based on airing advertisements. Generally, commercial radio gives importance to entertainment programs like comedy talks, music programs, and celebrity chats.
Red FM, Radio Mango, and Club FM are some examples of commercial radio stations.
iii) Community Radio
It is a geographic-specific and audience-specific radio broadcast in FM mode. It serves populations in far-flung areas, coastal areas, or in some areas where people live together as a community.
Community Radio facilitates individuals, groups, and communities to share their experiences and is considered a participatory development communication initiative. These radios preserve local language and culture, traditions, and social norms.
iv) Ham Radio
Amateur Radio (Ham Radio) is a popular hobby and service in which licensed Amateur Radio Operators (Hams) run the communication equipment. Amateurs operate radio as a hobby with no monetary benefits.
They often provide essential communications services when regular channels are unavailable due to natural disasters or other disruptive events.
v) Internet Radio
Internet radio (also known as web radio, net radio, streaming radio, e-radio, online radio, etc.) is an audio service transmitted via the internet. Internet radio services are usually accessible from anywhere in the world if an internet connection is available.
2.1.8	CONCEPT OF RADIO JINGLES
Radio jingles are the only advertising method that will get you hours of free airtime in your listeners’ own brains. They’ll get stuck in their heads, and when they hear bits of them again, they’ll instantly remember your ad and what you were telling them in it. It’s no surprise that a great radio jingle will get stuck in your head, but what does that fact mean for your brand? A study published in 2011 studied the perceptions of 540 people that listened to ads for a fake mineral water brand featuring different music. The co-author of the study, (Patrick Hartmann, 2019), wrote, “Our study shows that the use of different melodies, which are appropriate and in line with the message and the brand…creates different impressions…of the brand itself”. In other, more radio-centric words, the radio jingles that you feature in your ads create a brand in the brain of your customers. Radio jingles are highly effective tools to give your advertisement a perfect sense of your brand. Want to seem cool and modern? Choose a modern pop-rock style for your ad. Get a great, jazzy, big-band tune for a “classic” feel for your brand. Don’t just take it from us: radio jingles work. If you’re looking to build your brand and be heard (again and again and again), they’re just what you need.
2.1.9	TYPES OF RADIO JINGLES
i) Product/Business Advertisements jingles (ii) Awareness Jingles 
2.10	FAMILY PLANNING 
Family planning is defined as the voluntary, responsible decision made by individuals and couples as to the desired family size and timing of births. Therefore on the microlevel it means children are born because they are wanted and provided for and on the macro level it contributes to the betterment of human life. This paper deals with the health consequences of uncontrolled fertility. 
Health risks are related to birth order, social class, maternal age, birth intervals, and family size are described, including: 
1) fetal, infant, and childhood morbidity and mortality, 
2) poor physical and intellectual development of the unwanted child, 
3) pregnancy wastage, 
4) maternal risk of illness and death, 
5) father's risk of hypertension and gastric ulcers, 
6) marital risk, 
7) poor nutrition, 
8) environmental hazards such as overcrowding, poor water supply, atmospheric contamination,
 9) increased incidence of genetic diseases, and 
10) mental health problems of parents as well as children due to strains caused by large families. 
Even though the responsibility of family planning lies mainly with married couples it is the duty of health workers to inform the people of the problems that arise in a situation of uncontrolled reproduction.


BIRTH CONTROL METHODS:
The quest to limit the size of the family appears to be as old as humanity. The search for effective methods has sprung up spontaneously in almost every corner of the world and has continued through the centuries.

However, people often fear that providing family planning services to adolescents not only implies the acceptance of pre-marital sexual activity, but reducing the fear of pregnancies.

In the past, quite a number of birth control methods were used. These facts show that birth control is not a recent process. Therefore, for the purpose of this study, birth control methods will be categorized into two namely:
1. Natural or Artificial Family Planning Methods.
2. Temporal or Permanent Family Planning Methods.
[bookmark: page35]Natural methods of contraception include some cultural practices like post partem or post birth abstinence from sex, and breast feeding.
The International Federation of family like promotion further states “that Natural family life promotion further states “that Natural family planning methods are means by which the couple uses the daily observation of signs and symptoms of the fertile and infertile phases of the menstrual cycle to guide the timing of intercourse according to their desire to achieve or avoid pregnancy”. These methods are mainly billing ovulation method, the basal body temperature method, symptom-thermal method and Rhythm or calendar method.
[bookmark: page36]Breast feeding, is a very natural and effective process for providing growing infant with high quality, has a distinct advantage of being a valuable means of fertility control. In the traditional setting, many African women still rely on breast feeding as a method of delaying their next pregnancy. The period of lactation is often accompanied by a period of abstinence.
However, with the changing patterns of education and job opportunities for women, abstinence, if done at all, is practiced for much shorter periods. The rural mother is more likely to practice “FULL” breast-feeding or a longer period because her baby feeds on demand.
Artificial methods include barrier methods, which prevent live sperm from coming in contact with the ovum and include condoms (male and female), diaphragm vaginal sponge and chemical components such as foam tablets, creams and suppositories. Other artificial methods are Intrauterine Contraceptive Devices (IUCD) which are foreign bodies introduced into the uterus and hormonal contraceptives such as pills and injections. It is the most popular fertility control methods in many countries and also most effective, reversible form of contraception.
[bookmark: page37]There are also permanent surgical contraception such as tubal ligation in women and vasectomy in males based on the patient’s choice. Its effect is irreversible. It also has an unequalled effectiveness in preventing pregnancies.
What’s more, developments over the years have shown that none of the modern birth control methods has 100% effective capacity. There have been cases of pregnancy even after appropriate birth control method have been put in place,
It is pertinent to note that the only method or technique that can be said to achieve perfect control over pregnancies is abstinence. This is the complete avoidance of sexual intercourse. It’s most effective if strictly and sincerely practiced.

2.1.11 ROLES OF RADIO IN FAMILY PLANNING 
Radio is the most common and pervasive medium of receiving information in East Africa today apart from interpersonal communication. Radio has the capacity to reach a wider audience because it is relatively affordable, accessible, easy to use, and available in a variety of languages. Almost all Woman or family Love Radio shows, and there are many supporting cities to adopt and air family planning messages on radio shows or broadcast Radio communication remains one of the most effective avenues for reaching target audiences to raise awareness, education and motivate the community to adopt family planning access to radio was in general, higher, than access to television. Rural male has more access radio than female. A major source of awareness about family planning, 69% listened to the programmes as a mother and child health, women’s rights and development issue. Radio plays a significant role in family planning by providing crucial information and raising awareness about reproductive health and family planning methods. Here are several ways in which radio contributes to family planning: 
Education and Awareness: Radio programs can educate listeners about various family planning methods, their benefits, and how to access them. This is particularly important in areas where access to healthcare services may be limited.
Dispelling Myths and Misconceptions: Radio can help address and correct misconceptions or misinformation about family planning, such as fears or myths about contraception methods. It provides a platform for experts to provide evidence-based information.
Access to Remote Areas: Radio can reach populations in rural or remote areas where other forms of communication, like television or internet access, may be unavailable. This is especially important in countries with large rural populations.
Promoting Healthier Choices: Radio programs often feature health professionals who can explain the benefits of family planning, such as better maternal health, economic benefits, and empowerment for women.
Community Engagement: Interactive radio shows can involve communities by allowing listeners to call in and ask questions or share their own experiences. This fosters community involvement and creates a sense of shared responsibility in family planning.
Cultural Sensitivity: Radio can help tailor family planning messages to the local culture and community norms, making the messages more relatable and effective.
Partnership with Health Campaigns: Radio can partner with government and non-government organizations to promote national or regional family planning campaigns, helping to reach a broader audience.
2.2	THEORETICAL FRAMEWORK
The place of theories in some research work cannot be overstressed. Over the years, scholars and researchers have lent their vocal support to the use of theories in a research work. According to this school of thought, a theory is like a signpost, a beacon that guides one in the processes of scientific journey and injury (Defleur and Bell Rickeach: 1975, Karlinger: 1973: Kunczik: 1991: Kuh: 1962).
[bookmark: _bookmark6]Silvio, (2018), explains that theory refers to sets of concepts and propositions that articulate relations among variables to explain and predict situations and results. Theories explain the nature and causes of a given problem and provide guidelines for practical interventions. Diagnoses of problems translate into strategies, that is, specific courses of action for programmatic interventions that use a variety of techniques. In this project, I used two theories to ground my research on use of radio in family planning.
The communication on contraceptives and family planning methods follows closely to the diffusion of innovations curve. Modern family planning methods are largely a result of scientific and technological innovations. Ryan et al, (1943),argues that the innovation, released to Iowa farmers in 1923, resulted in agricultural innovations for more than 20 years and a revolution in farm productivity. This formed a classical diffusion paradigm: Innovation, communication through certain channels, over time and among members of a social system. This was more unidirectional.
Rogers, (1995), uses concepts of uncertainty and information of Shannon and Weaver. That an innovation generates a kind of uncertainty in that it provides an alternative to present methods or ideas. He asserted that innovations that are perceived by receivers as having greater relative advantage, compatibility, triability, observability and less complexity will be adopted more rapidly than other innovations.
2.2.1	Diffusion of Innovations Theory
For instance, radio can be used for advertisement meant to inform potential customers about availability of some services and goods at a given place. Such products include beauty products, hair products and even given vaccination day against some infection. The channel and adoption is very critical for any innovation to diffuse in society.
Melkote and Leslie, (2020:121-125), argues that diffusion studies indicate a great difference among adaptor groups in terms of their personal characteristics, media behavior and position in social status. That relatively early adopters were usually younger, had higher social status , had more specialized operations and were equipped with more material abilities than later adopters.
They continue to argue that early adopters tend to use more mass media and are more cosmopolite and opinionated than later adopters.
Melkote and Leslie, (2021), further argue that an important ingredient of diffusion and adoption is the innovation itself. That innovation characteristics as perceived by individuals in a social system, affects its rate of adoption. They therefore, recommended use of diffusion of innovations theory in modernization of peasant societies. It was visualized by two authors that the theory provided a link through which exogenous ideas entered the local communities, through communication. In this study, I sought to measure how women in Kisii County regard family planning by asking them to state whether or not family planning is the best thing that ever happened to women.
This study used the diffusion of innovations theory so as to explain how awareness can increase through radio and how actual uptake of contraceptive services by women in rural areas of the country. The study regards modern methods of contraception as innovations whose uptake follows the Tarde's diffusion curve. With over 46% of Kenyan women having unmet need for family planning, (NDHS 209/2010), it is probable to conclude that contraceptive diffusion curve in rural Kenya is still at adoption stage. The innovation decision process follows this concept;

· Knowledge- for awareness

· Persuasion - to create interest

· Decision - for evaluation

· Implementation - trial
[bookmark: _bookmark7]Confirmation - adoption (Tankard 2001:207-213).
2.2.2 Uses and Gratification Theory
Defleur (1995) observes that the theory of uses and gratification addresses the question: "why do audiences deliberately seek out some kinds of media content and completely ignore others?" That is, why do people choose this radio station channel or frequency and not that? What is the motivation?
The studies by Katz,(1959), on what do people do with media, it was found out that people use media for various reasons among them: because they felt it was socially acceptable thing to do, others for finding out what was going on in the world, while many others for entertainment, for escape from the world, relaxation.
In addition some wanted help in their daily lives by reading material about fashion, recipes, weather forecasts, and other useful information.
Tankard, (2021:293-296), summarizes the works of Katz, Blumler and Gurevitch (1974), as "there is social and psychological origins of needs, which generate expectations of the mass media or other sources which lead to differential patterns of media exposure resulting in gratifications".
He further asserts that,
1) The audience is active and mass media is assumed to be goal directed.
2) That in mass communication, much initiative in linking need gratification	and media choice lies with the audience member. This explains why listeners	change from one channel to another in course of the day.
3) The media compete with other sources of need satisfaction.	Katz, et al, (1973),	concluded that there are five main categories of needs as satisfied by mass	media:
1) Cognitive needs- for acquiring information, knowledge, and understanding.	This as identified In UNESCO conference on family planning and media	use, (1986), is major role of radio in family planning communication.
2) Affective needs- for emotional, pleasurable, or aesthetic experience.
3) Personal integrative needs - for strengthening credibility, confidence, stability	and status
4) Social integrative needs - for strengthening contacts with family members and	friends
5) Tension release needs - for escape and diversion.

In this project, I aimed at demonstrating that radio and its audience have inseparable relationships. That when communicators effectively use radio in family planning communication and exploit the benefits of radio in communities, this could result to increased demand for uptake of family planning services.
In this project report, the information as provided by respondents would help the radio programmers and family planning communication officers to identify which programs and reasons motivate rural women to tune to radio and are of great interest to listeners and therefore enjoy wide listenership in the county. Such programs can then be incorporated into family planning campaigns to sensitize rural women while at same time entertaining them.

2.3	EMPIRICAL REVIEW
An empirical review focuses on specific studies and their findings to provide evidence-based insights into the effect of radio jingles on family planning programs. This section summarizes various studies conducted across different regions to assess the role of radio jingles in influencing married couples’ attitudes and behaviors toward family planning.
i. Awareness and Knowledge Enhancement
Study by Smith et al. (2019)
Methodology: Survey of 500 married couples after a six-month radio campaign.
Findings: 73% of respondents reported being aware of family planning methods due to the radio jingles.
58% could recall specific contraceptive methods mentioned in the jingles.
The repetition of key messages in local dialects increased the likelihood of knowledge retention.
Study by Obasi & Ayodele (2020)
Methodology: Focus group discussions with 10 married couples per community in three rural areas.
Findings:
Participants credited radio jingles with simplifying complex family planning concepts.
Couples in areas exposed to jingles had a higher level of awareness compared to those in non-exposed areas.
ii. Behavioral Change and Contraceptive Uptake
Study by Adongo et al. (2018)
Methodology: Pre- and post-intervention surveys (n=800) assessing the impact of radio jingles on contraceptive use.
Findings:
Post-campaign, contraceptive use among married couples increased from 32% to 48%.
Men who heard the jingles were more supportive of their wives using contraceptives.
Study by Ndhlovu et al. (2023)
Methodology: Randomized controlled trial involving 1,200 households.
Findings:
Areas exposed to radio jingles saw a 25% increase in clinic visits for family planning services.
Couples reported that the jingles provided reassurance about the safety of contraceptives.
iii. Influence on Couple Communication
Study by Singh & Patel (2018)
Methodology: Interviews with 400 married couples in rural areas.
Findings: 60% of couples exposed to radio jingles reported having conversations about family planning within three months.Women indicated that jingles helped them introduce the topic to their husbands in a non-confrontational manner.
Study by Mwangi & Wanjiku (2019)
Methodology: Mixed-method approach combining surveys (n=600) and focus group discussions.
Findings: Radio jingles in local languages encouraged open dialogue among couples, especially in communities with strong cultural taboos against discussing family planning.
iv.  Cultural Adaptation and Acceptance
Study by Rahman et al. (2016)
Methodology: Survey and interviews with 500 rural households.
Findings: Jingles tailored to local customs and music styles were more effective in gaining acceptance. Generic jingles that did not align with cultural norms faced resistance.


Study by Thomas et al. (2019):
Methodology: Quasi-experimental design comparing two provinces—one exposed to culturally tailored jingles and one to general messaging.
Findings: The tailored jingles increased family planning adoption by 15% compared to 5% in the control group.
i. Challenges and Limitations
Study by Chibanda et al. (2015)
Methodology: Evaluation of a two-year radio campaign using focus groups and surveys.
Findings: Although jingles raised awareness, only 40% of listeners followed up with health centers for more information. Limited access to healthcare services hindered the full impact of the campaign.
Study by Kumar & Gupta (2020)
Methodology: Cross-sectional study involving 1,000 married couples.
Findings: In urban areas, couples preferred more detailed media formats (e.g., TV or social media) over radio jingles. The reach of jingles was limited in regions where radio ownership was low.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Research Design:
The research design used in this research work was survey method. This involved the study of the sampled population in their natural habitat without inducing any artificial conditions.
The kind of study involves the selection of a scientific sample from the population, construction and administration of a well-structured questionnaire, to the sample to measure what the study intends to measure, that is effect of radio jingles on family planning programme among married couples case study of Ilorin West LGA The sample used was a full representation of the larger population.
Sanford and Rebert (2022) states that “A research design is essentially a set of plans for collecting information”. It is also a very important empirical method of establishing and validating facts based on observations and data collected. In other to assess the time significance of cartoon in newspaper, a survey method is adopted. This will help to determine behavioral attitude, pattern or attitude of the population to be studied.

3.2	POPULATION OF THE STUDY
	The population of the study refers to animate and inanimate things which a study focused on. It is the place where a research is interested in gathering information from.
	Therefore, the research study, population comprises of both single and married people in Ilorin, which will be randomly selected among 100 people.
3.3	SAMPLE SIZE AND SAMPLE TECHIQUE
	To achieve the set objectives of this study, a total number of 100 respondents are chosen as the population to be studied.
In the selection of the sample, the researcher was sensitive to the two important qualities of research information, validity and reliability. To ensure that valid and reliable information was got, the sample size generalized the result to get to the larger population.
The sampling technique used was the simple random sampling. However, while sampling, the researcher considered the personal differences such as age, sex, marital status, occupation and academic qualification.


3.4	INSTRUMENTATION
	The data collection instrument for this research work is questionnaire. This is a method adopted by researcher in gathering information; it is a way of getting feedback from a group of respondents.

3.5	VALIDITY AND RELIABILITY OF THE INSTRUMENT
	The instrument selected for this research work is highly valid and reliable. This is because a questionnaire is selected to be the primary instrument for this work, respondents will supply answers to the questions as the questionnaire will be a close ended one.
	The internet is also a good source of data collection. It will be the secondary instrument for this research because information on it is with reliable references.

3.6	METHOD OF ADMINISTRATION OF THE INSTRUMENT
	No systematic method is chosen to be used in administration of the instrument, however a questionnaire is prepared and would be distributed, both answered and unanswered will be retrieved on the spot.
3.7	METHOD OF DATA ANALYSIS
	In analysis, the data collected for this research work, a descriptive statistic will be used. This involves the use of variables, percentages and frequency table measurement.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Data Presentation
	The study sets out to analyze the “Effect Of Radio Jingles On Family Planning Programmes Among Married Couples".
	To carry out the study 100 students of Kwara State Polytechnic students were sampled randomly and questionnaire containing relevant questions were administered by the researchers to acquire useable data.  
	This chapter deals with the analysis of data obtained from the field work through the questionnaire.
	Each question on the questionnaire would be presented in separate table and analyzed for each comprehension  
ANALYSIS OF RESPONDENT DEMOGRAPHICS
SECTION A
TABLE 1- DISTRIBUTION OF RESPONDENTS BY SEX
	S/N
	Sex
	No. of Respondents
	Percentages %

	
	
	
	

	1
	Male
	78
	78%

	
	
	
	

	2
	Female
	22
	22%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Sources: Field Work 2025 
The table above shows that 78 respondents representing (78%) are Males while 22 of the representing (22%) are females.



TABLE 2: AGE RANGE OF RESPONDENTS
	S/N
	Age
	
	No. of Respondents
	Percentages %

	
	
	
	
	

	1
	Below 20
	
	12
	12%

	
	
	
	
	

	2.
	21-30
	
	88
	88

	
	
	
	
	

	3.
	31-40
	
	0
	-

	
	
	
	
	

	4.
	41 above
	
	0
	-

	
	
	
	
	

	6.
	Total
	
	100
	100

	
	
	
	
	


Sources: Field Work 2025 
	The above table shows the distribution of the respondents by age. It states that 12 respondents representing (12%) are within age range of 16-20, 88 representing (88%) are representing the age range of 21-30.
TABLE 3: DISTRIBUTION OF RESPONDENTS BY EDUCATIONAL 
	S/N
	Educational Level
	No. of Respondents
	Percentages %

	
	
	
	

	1
	SSCE
	5
	5%

	
	
	
	

	2
	NCE/ND
	11
	11%

	
	
	
	

	3
	HND/BSC
	82
	82%

	
	
	
	

	4
	POST DEGREE
	2
	2%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
	The above table shows the distribution of respondents by educational qualification, 5 respondents (5%) are SSCE holders, 11 respondents (11%) are ND/NCE holders, 40 respondents (82%) are HND/BSC holder while 2 respondents (2%) are PGD holder.
TABLE 4: DISTRIBUTIONOF RESPONDENTS BY RELIGION
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	ISLAM
	84
	84%

	
	
	
	

	2
	CHRISTIAN
	15
	15%

	
	
	
	

	3
	TRADITIONAL
	1
	1%

	
	
	
	

	4
	TOTAL
	100
	100


[bookmark: page55]
Source: Field Work 2025 
	The above table shows the distribution of respondents by religion 84 respondents representing (84%) are Islam, 15 respondents representing (15%) are Christian while 1 respondents representing (1%) are Traditional.
TABLE 5: DISTRIBUTIONOF RESPONDENTS BY OCCUPATION
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	STUDENTS
	93
	93%

	
	
	
	

	2
	BUSINESS
	6
	6%

	
	
	
	

	3
	CIVIL SERVANT
	1
	1%

	
	
	
	

	4
	TOTAL
	100
	100



Source: Field Work 2025
	The above table shows the distribution of respondents by occupation. 93 respondents representing (93%) are students, 6 respondents representing (6%) are business persons and 1 respondent representing (1%) are civil servants.

TABLE 6: DISTRIBUTIONOF RESPONDENTS BY MARITAL
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	SINGLE
	98
	98%

	
	
	
	

	2
	MARRIED
	2
	2%

	
	
	
	

	3
	TOTAL
	100
	100



Source: Field Work 2025
	The above table shows the distribution of respondents by Marital. 98 respondents representing (98%) are single, 2 respondents representing (2%) are married.

TABLE 7
[bookmark: page59]HAVE YOU EVER HEARD ANY RADIO JINGLES ABOUT FAMILY PLANNING?

	S/N
	Option
	No. of Respondents
	Percentages %

	
	
	
	

	1
	Yes
	58
	58%

	
	
	
	

	2
	No
	42
	42%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Sources: Field Work 2025 
The table above shows that 58 respondents representing (58%) choose the option Yes while 42 of the representing (42%) choose the option No.
[bookmark: page60]

TABLE 8
ARE YOU CURRENTLY USING ANY FORM OF FAMILY PLANNING?
	S/N
	Option
	No. of Respondents
	Percentages %

	
	
	
	

	1
	Yes
	70
	70%

	
	
	
	

	2
	No
	30
	30%

	
	
	
	

	
	Total
	100
	100

	
	
	
	



Sources: Field Work 2025 
The table above shows that 70 respondents representing (70%) choose the option Yes while 30 of the representing (30%) choose the option No.

TABLE 9
WHICH METHOD OF FAMILY PLANNING ARE YOU USING?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Pills 
	57
	57

	
	
	
	

	2.
	Condom
	32
	32

	
	
	
	

	3.
	IUD
	1
	1

	
	
	
	

	4.
	Implants
	4
	4

	
	
	
	

	5.
	Natural Methods
	6
	6

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 57 respondents representing (57%) are using Pills, 32 respondents representing (32%) uses Condom, 1 respondent representing (1%) use IUD, 4 respondents representing (4%) uses Implants. While 6 respondents representing (6%) are on Natural Methods.
TABLE 10
WOULD YOU RECOMMEND THE USE OF FAMILY PLANNING TO OTHERS BASED ON WHAT YOU HEARD IN JINGLES?

	S/N
	Option
	No. of Respondents
	Percentages %

	
	
	
	

	1
	Yes
	82
	82%

	
	
	
	

	2
	No
	18
	18%

	
	
	
	

	
	Total
	100
	100

	
	
	
	



Sources: Field Work 2025 
The table above shows that 82 respondents representing (82%) choose the option Yes while 18 of the representing (18%) choose the option No.
[bookmark: page62]TABLE 11
DO YOU RECALL ANY SPECIFIC MESSAGE OR SLOGAN FROM THE JINGLES?

	S/N
	Option
	No. of Respondents
	Percentages %

	
	
	
	

	1
	Yes
	95
	95%

	
	
	
	

	2
	No
	5
	5%

	
	
	
	

	
	Total
	100
	100

	
	
	
	



Sources: Field Work 2025 
The table above shows that 95 respondents representing (95%) choose the option Yes while 5of the representing (5%) choose the option No.




TABLE 12
HAVE THE RADIO JINGLES INFLUENCED YOUR DECISION REGARDING FAMILY PLANNING?

	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	13
	13%

	
	
	
	

	2.
	Agree
	78
	78%

	
	
	
	

	3.
	Neutral
	4
	4%

	
	
	
	

	4.
	Disagree
	3
	3%

	
	
	
	

	5.
	Strongly Disagree
	2
	2%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 13 respondents representing (13%) strongly agreed, 78 respondents representing (78%) agreed, 4 respondent representing (4%) are Neutral, 3 respondents representing (3%) disagree while 2 respondents representing (2%) Strongly disagree.
.


TABLE 13
WOULD YOU RECOMMEND THE USE OF FAMILY PLANNING TO OTHERS BASED ON WHAT YOU HEARD IN JINGLES?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	14
	14%

	
	
	
	

	2.
	Agree
	42
	42%

	
	
	
	

	3.
	Neutral
	1
	1%

	
	
	
	

	4.
	Disagree
	38
	38%

	
	
	
	

	5.
	Strongly Disagree
	5
	5%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 14 respondents representing (14%) strongly agreed, 42 respondents representing (42%) agreed, 1 respondent representing (1%) are Neutral, 38 respondents representing (38%) disagree while 5 respondents representing (5%) Strongly disagree.




TABLE 14
RADIO JINGLES PROVIDE CLEAR INFORMATION ABOUT FAMILY PLANNING METHODS?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	48
	48

	
	
	
	

	2.
	Agree
	44
	44%

	
	
	
	

	3.
	Neutral
	1
	1%

	
	
	
	

	4.
	Disagree
	2
	2%

	
	
	
	

	5.
	Strongly Disagree
	5
	5%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 48 respondents representing (48%) strongly agreed, 44 respondents representing (44%) agreed, 1 respondent representing (1%) are Neutral, 2 respondents representing (2%) disagree while 5 respondents representing (5%) Strongly Disagree.




TABLE 15
RADIO JINGLES ABOUT FAMILY PLANNING ARE CULTURALLY APPROPRIATE?

	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	19
	19%

	
	
	
	

	2.
	Agree
	38
	38%

	
	
	
	

	3.
	Neutral
	3
	3%

	
	
	
	

	4.
	Disagree
	38
	38%

	
	
	
	

	5.
	Strongly Disagree
	2
	2%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 19 respondents representing (19%) strongly agreed, 38 respondents representing (38%) agreed, 3 respondent representing (3%) are Neutral, 38 respondents representing (38%) disagree while 2 respondents representing (2%) Strongly Disagree.











TABLE 16- 
RELIGIOUS DOCTRINES ON PROCREATION A FACTOR ON THE RESIDENTS OF ILORIN EAST METROPOLIS NO TO SEE REASON OR UNDERSTAND WHAT FAMILY PLANNING IS?
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	21
	21%

	
	
	
	

	2.
	Agree
	21
	21%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	21
	21%

	
	
	
	

	5.
	Strongly Disagree
	13
	13%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
	 The table shows 21 respondents representing (21%) strongly agreed, 21 respondents representing (21%) agreed, 24 respondent representing (24%) are Neutral, 21 respondents representing (21%) disagree while 13 respondents representing (13%) Strongly disagree.









TABLE 17
DOES THE CULTURE AND BELIEF OF THE PEOPLE ON MARRIAGE AND CHILD BEARING THE CAUSE OF THEIR DIFFERENCE ON FAMILY PLANNING ADVERTISEMENT?

	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	29
	29%

	
	
	
	

	2.
	Agree
	34
	34%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	8
	8%

	
	
	
	

	5.
	Strongly Disagree
	5
	5%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 29 respondents representing (29%) strongly agreed, 34 respondents representing (34%) agreed, 24 respondent representing (24%) are Neutral, 8 respondents representing (8%) disagree while 5 respondents representing (5%) Strongly disagree.










TABLE 18- 
FAMILY PLANNING RADIO JINGLE PROGRAMS SHOULD BE MANDATORY BY THE GOVERNMENT 

	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	33
	33%

	
	
	
	

	2.
	Agree
	31
	31%

	
	
	
	

	3.
	Neutral
	13
	13%

	
	
	
	

	4.
	Disagree
	16
	16%

	
	
	
	

	5.
	Strongly Disagree
	8
	8%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 33 respondents representing (33%) strongly agreed, 31 respondents representing (31%) agreed, 13 respondent representing (13%) are Neutral, 16 respondents representing (16%) disagree while 8 respondents representing (8%) Strongly Disagree.










TABLE 19- 
IS INADEQUATE MESSAGE CONTENT ON FAMILY PLANNING JINGLES THE REASON FROM THE APATHY OF FAMILY PLANNING BY THE RESIDENTS OF ILORIN METROPOLIS?

	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	34
	34%

	
	
	
	

	2.
	Agree
	50
	50%

	
	
	
	

	3.
	Neutral
	13
	13%

	
	
	
	

	4.
	Disagree
	3
	3%

	
	
	
	

	5.
	Strongly Disagree
	-
	-%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 34 respondents representing (34%) strongly agreed, 50 respondent representing (50%) agree, 13 respondent representing (13%) are Neutral, 3 respondents representing (3%) disagree.













TABLE 20 
Family planning jingles should be restricted from single people in the community?

	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	41
	41%

	
	
	
	

	2.
	Agree
	49
	49%

	
	
	
	

	3.
	Neutral
	9
	9%

	
	
	
	

	4.
	Disagree
	1
	1%

	
	
	
	

	5.
	Strongly Disagree
	-
	-

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows that 41 respondents which made up 41% strongly agreed, those who agree with this claim made up 49% which is 49 respondents, those who disagree made up 1% which is 1 respondent, while those with neutral opinion made up 9% which is 9 respondents.

4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: 
Do the Christian religious doctrines on procreation a factor on the residents of Ilorin East Metropolis no to see reason or understand what family planning is?
In the cause of the study, in answering these questions, table 16 answers the question, it was encapsulated in table shows 21 respondents representing (21%) strongly agreed, 21 respondents representing (21%) agreed, 24 respondent representing (24%) are Neutral, 21 respondents representing (21%) disagree while 13 respondents representing (13%) Strongly disagree. This entails that majority of people are not aware of family planning.

Research Question 2: 
Does the culture and belief of the people on marriage and child bearing the cause of their difference on family planning advertisement?
The question is being answered in Table 17, the table shows 29 respondents representing (29%) strongly agreed, 34 respondents representing (34%) agreed, 24 respondent representing (24%) are Neutral, 8 respondents representing (8%) disagree while 5 respondents representing (5%) Strongly disagree.
Research Question 3: 
Is inadequate message content on family planning advertisement the reason from the apathy of family planning by the residents of Ilorin Metropolis?
Table 19 answers the question shows 34 respondents representing (34%) strongly agreed, 50 respondent representing (50%) agree, 13 respondent representing (13%) are Neutral, 3 respondents representing (3%) disagree.

4.3	DISCUSSION ON FINDINGS
The following are the major finding of the study.
	The results indicate that radio jingles have significantly contributed to raising awareness and improving knowledge of family planning methods among married couples. A majority of respondents reported having heard family planning messages via radio, with jingles serving as a memorable and recurring source of information. This aligns with previous studies (e.g., Adepoju et al., 2020; Odu & Omoyibo, 2018), which found that consistent exposure to audio messages improved public knowledge and dispelled myths surrounding contraceptive use.
Radio jingles were found to positively influence attitudes toward family planning. Respondents showed greater openness to discussing family planning with their spouses and a more favorable perception of contraceptive use. The use of culturally relevant language, appealing music, and repetition made the jingles more relatable and emotionally resonant. These results support the Elaboration Likelihood Model (Petty & Cacioppo, 1986), which suggests that emotionally appealing messages can shift attitudes even when cognitive involvement is minimal.
While awareness and attitude showed a marked improvement, actual behavioral change, such as the adoption of contraceptive methods, was more modest. A notable proportion of couples expressed intent to use family planning methods but had not yet done so. This reflects findings in literature (e.g., UNFPA, 2019) where media campaigns increase intention but face limitations due to socio-cultural and religious barriers, spousal disapproval, or access to services.
The findings also highlight that age, education level, and urban vs. rural residence moderated the effectiveness of jingles. Younger couples and those with higher educational attainment responded more positively to the jingles. Urban listeners had greater access to a variety of radio stations and reported higher exposure levels, which correlated with increased knowledge and practice of family planning.
Despite the positive findings, some respondents noted limited access to consistent radio programming, particularly in remote or rural areas. The irregularity of broadcasts and competing media distractions were cited as challenges. This suggests the need for a more integrated media strategy that includes community radio, mobile loudspeakers, and social media to reinforce messages.


CHAPTER FIVE
SUMMARY, RECOMMEDNATION AND CONCLUSION
5.1	 SUMAMRY 
This study explores the impact of radio jingles on family planning awareness, attitudes, and practices among married couples. Findings show that radio jingles are an effective communication tool for increasing knowledge and encouraging positive attitudes toward family planning. Many respondents reported that they had heard family planning jingles on the radio and that these messages were memorable due to their repetition, simplicity, and emotional appeal.
The jingles contributed to greater awareness of contraceptive options and helped correct common misconceptions. In some cases, they also influenced behavioral intentions and encouraged discussion between spouses about family planning. However, actual adoption of contraceptive methods was less pronounced, with some couples citing cultural, religious, or access-related barriers.
Demographic factors such as age, education, and location influenced the effectiveness of the jingles. Younger and more educated couples were more receptive, and urban dwellers had greater exposure to the messages.
Overall, the study concludes that radio jingles are a valuable tool in promoting family planning, but their impact can be enhanced when combined with other strategies like community outreach and improved healthcare access.
 
5.2	 CONCLUSION 
The study concludes that radio jingles play a significant role in promoting family planning among married couples. They are an effective medium for increasing awareness, improving knowledge, and shaping positive attitudes toward the use of contraceptives. The repetitive and culturally tailored nature of jingles makes them easy to understand and remember, which enhances message retention.
Although the jingles were successful in creating awareness and influencing attitudes, their direct impact on behavior change—specifically the adoption of family planning methods—was more limited. This suggests that while radio jingles are a powerful tool, they are most effective when used alongside other interventions, such as community-based education, counseling, and improved access to reproductive health services.
Demographic factors such as age, education, and geographical location also affect how messages are received, with younger, more educated, and urban couples showing more favorable responses. Therefore, a one-size-fits-all approach may not be effective; future programmes should consider targeted messaging and a multimedia strategy for greater impact.
In summary, radio jingles are a valuable and cost-effective component of family planning campaigns, but their full potential is realized when integrated into broader, multi-channel communication and support systems.

5.3	RECOMMENDATION
However, the following recommendations are put forward by the researcher a means of putting an end to our cultural values, genocides and communication neocolonialism.
Increase Frequency and Consistency of Radio Jingles: Family planning jingles should be broadcast more frequently and consistently across popular radio stations, especially during peak listening hours, to reinforce the message and improve recall.
Use Local Languages and Culturally Relevant Content: Jingles should be produced in local languages and incorporate cultural elements such as music styles, idioms, and community voices to enhance relatability and acceptance among diverse audiences.
Target Rural and Underserved Areas: Efforts should be made to extend radio coverage to rural and remote communities, where awareness and access to family planning services are often low. Community radio and mobile radio units can help bridge this gap.
Combine Radio Campaigns with Community Outreach: Radio jingles should be part of a broader communication strategy that includes face-to-face counseling, health talks, and outreach by health workers to encourage dialogue and address personal concerns about family planning.
Involve Men in Messaging: Since decision-making about family planning often involves both spouses, jingles should be designed to speak to men as well as women, promoting joint decision-making and shared responsibility.
Monitor and Evaluate Impact Regularly: Continuous assessment of audience reception and behavioral impact of jingles should be conducted to inform content improvement and adjust strategies as needed.
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