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CHAPTER ONE
INTRODUCTION
1.1   BACKGROUND TO THE STUDY
In the 21st century, the rapid evolution of communication technologies has transformed how people interact, disseminate information, and advocate for social change. One of the most significant advancements in this field is the rise of social media platforms, particularly Facebook, which has become a powerful tool for personal communication, business promotion, and social activism. In Nigeria, a country with a rich cultural diversity and complex social structure, social media platforms like Facebook have gained widespread usage, especially among younger generations. These platforms have opened new avenues for expressing ideas, mobilizing social movements, and challenging societal norms.
Gender inequality remains a persistent challenge in Nigeria, where traditional cultural practices, socio-economic factors, and institutional barriers often hinder the advancement of women. Women continue to face issues such as limited access to education, healthcare, economic opportunities, and political representation. However, in recent years, new media has emerged as an influential tool in advocating for gender equality, empowering women, and challenging stereotypes. Facebook, in particular, has provided a global platform for individuals and organizations to raise awareness, share stories, and promote gender equality initiatives. Mahdawi (2019).
Amongst the many platforms that influence how men and women are viewed, mass media and now, new media channels have been the most inescapable with the most impact. New media includes  digital  tools  such as  mobile  phones,  tablets, laptops,  and  platforms  such as  social  media and the internet, which lace through our daily lives. New media platforms and channels promote contents and create a new culture. Through these channels of communication, contents that portray images of the males and females in their roles and expectations have become an unrealistic  stereotype,  which  gradually  shapes  the  perceptions  Africans  once  had  about  the roles the  different genders  were supposed  to perform.  This  study  examines  the  effect  of  new media in reconstructing the perception of gender constructs including roles, norms, stereotypes and  how  those  constructs,  in  turn,  affect  behavior  and  well-being  of  men  and  women. Mills (2017). 
According to Arias (2019), the new media plays a critical role in people’s identity, self-image, actions  and  even  governance  by  informing  and  reflecting  what  people  consider  to  be appropriate for men or women. Mills (2017) notes that one of the ways in which they do this is through portrayals of works of literature, art, music, films, commercials, and news on new media, where women and men are perceived differently based on gender. For example women in advertisements are often termed as the beautiful and ideal  models  due  to  their  body type, which  is  mostly  slim,  with  exposed  body  parts  which  communicates  the  way  that  society believes they should look to be attractive and desirable to others especially men. 
There has also been a debate on the need for personal identity leading to several expressions of gender which Kumar (2021) notes that gender as a concept falls into three categories: gender identity, gender expression and physical sex. It is worthy of note that gender is not fixed and can change over time.  
Gender expression is another concept that denotes all of the ways a person chooses to communicate their gender based on societal factors, such as gender norms and perceptions. Betti (2021) argues that some people have the same gender expression all the time whereas others may change their expression over time or based on circumstances. Mustapha (2005) noted that there are over 370 ethnic groups in Nigeria and the fabrics of culture have cultural and gender role expectations which can be very different from group to group. More so, there have been series of disruptions on changing gender constructs across the country which are depicted via new media.
Gender equality could have influences on people of different ages and backgrounds. Nowadays, social media has quite strong interaction, which lowers the barrier between publishers and their readers. In other words, unlike traditional media, ordinary people are gradually getting the chance to share their views on the same things with others and discuss them, instead of just receiving information as before. In addition, the information provided by traditional media is often official, formal and not easy. Maryani, et al (2018).
The number of Social Media users continues to grow. Not only that, other reports on the development of the Internet and many other information and communication technologies around the world show that new media has entered every part of people's lives Maryani, et al (2018). The report also introduces report activism organized by men. It states that digital activism can be referred to as the use of digital technology in all forms of activism movements, or "the expanded use of digital technology in movements for social and political change -- for example, mobile phones and Internet devices Maryani, et al (2018)." 
We live in an age of rapid technological changes. The internet makes sure that we are not left behind in terms of information on any front. In the process of news gathering and writing, the advent of computers along with the phenomenon of the internet has introduced the concept of new media. Unlike the print media, the new media does not rely merely on the written word for communication. Rather, it combines words with a lot of visual elements, including animation, cartoons etc. 
This study explores the effects of new media, specifically Facebook, in promoting gender equality in Nigeria. By examining how Facebook serves as a medium for gender-related advocacy, this research aims to assess the extent to which it has contributed to challenging traditional gender norms and advancing the cause of gender equality in Nigerian society.
1.2    STATEMENT OF RESEARCH PROBLEM
Despite the progress made in advocating for women's rights and gender equality globally, Nigeria continues to face significant challenges in achieving gender parity. Social norms, patriarchal structures, and limited access to resources continue to disadvantage women in various sectors of society. Traditional methods of promoting gender equality, such as government policies and activism through non-governmental organizations (NGOs), have made strides but are often slow and difficult to implement on a wide scale.
Social media platforms, especially Facebook, have emerged as a potential catalyst for change by providing a space for individuals and groups to discuss, share, and promote gender equality issues in real-time. However, the impact of new media in challenging deep-seated gender biases and promoting substantial change in a country like Nigeria remains largely understudied. This research seeks to fill this gap by investigating the specific role of Facebook in advocating for gender equality in Nigeria and exploring its effectiveness in shaping public opinion and influencing social change.
1.3 	OBJECTIVES OF THE STUDY
The primary objectives of this study are to:
1. Examine how new media is used as a tool for promoting gender equality in Nigeria.
2. Identify the types of content and campaigns that contribute to raising awareness about gender issues on new media.
3. Assess the effectiveness of new media in challenging traditional gender norms and stereotypes in the society.
4. Evaluate the role of new media in empowering women and amplifying their voices in discussions about gender equality.
5. Analyze the challenges and opportunities associated with using new media to promote gender equality in Nigeria.
1.4 	RESEARCH QUESTIONS
To achieve the objectives of the study, the following research questions will be addressed:
1. How is new media used to promote gender equality in Nigeria?
2. What types of gender equality campaigns are most popular on Facebook in Nigeria?
3. To what extent has new media contributed to challenging traditional gender roles and stereotypes in the society?
4. How has new media empowered women in Nigeria in terms of gender-related issues?
5. What are the challenges and opportunities associated with using new media to promote gender equality in Nigeria?
1.5 	SIGNIFICANCE OF THE STUDY
This study is significant for several reasons. First, it contributes to the growing body of knowledge on the effect of new media in promoting social change, particularly in developing countries like Nigeria. Understanding how new media can be leveraged to promote gender equality can provide insights into the ways new media platforms can be used to advocate for other social issues.
Second, this research will provide valuable information for policymakers, activists, NGOs, and other stakeholders working toward gender equality in Nigeria. By evaluating the effectiveness of new media in raising awareness and influencing social norms, the study can inform future strategies for using social media as a tool for social activism and advocacy.
Lastly, the study may serve as a useful reference for future research on the effect of social media in promoting gender equality and other human rights issues, especially in African contexts. It will also shed light on the digital divide in Nigeria and the varying levels of access and engagement with social media across different demographics.
1.6 	SCOPE OF THE STUDY
The scope of this study is limited to the use of new media as a medium for promoting gender equality in Nigeria. While other social media platforms like Twitter, Instagram, and WhatsApp are also used for advocacy, the study will focus on new media due to its popularity and wide reach in the country. The research will cover a range of gender-related issues, including but not limited to women's empowerment, gender-based violence, education, and political participation.
The study will primarily focus on the experiences and perspectives of Nigerian users, including activists, policymakers, and social media influencers, as well as ordinary Facebook users who engage with gender equality content. 
1.7	DEFINITION OF TERMS
In this study, certain key words will be explained into conceptual and operational definitions.
1. New Media: Digital communication platforms, including social media sites, blogs, and websites, that facilitate interactive communication and the sharing of information in real-time.
2. Gender Equality: The state in which men and women have equal rights, responsibilities, and opportunities in all areas of life, including education, work, and politics.
3. Facebook: A social networking site where users can post content, share information, and engage with others through text, images, and videos. It has become a key platform for activism and social change.
4. Gender-Based Violence (GBV): Any harmful act directed at an individual based on their gender, including physical, emotional, and sexual violence, often disproportionately affecting women and girls. 

CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
CONCEPT OF NEW MEDIA
New media is any media from newspaper articles and blogs to music and podcasts that are delivered digitally. From a website or email to mobile phones and streaming apps, any internet-related form of communication falls under its umbrella.
According to PCMag, (2020), new media refers to the "forms of communicating in the digital world, which is primarily online via the Internet." The term encompasses all content accessed through computers, smartphones and tablets.
That's in contrast to “old media,” which PCMag (2020), defines as all forms of communication that came before digital technology, including “radio and TV and printed materials such as books and magazines.” It also constantly changes. As new technology is developed and widely adopted, what is considered "new" continues to morph. Once upon a time, DVDs and CDs were the latest way to watch movies and listen to music. Now, streaming services such as Netflix and Spotify are more popular.
Just a few examples of new media include:
1. Blogs
2. Mobile apps
3. Social media networks
4. Streaming services
5. Virtual and augmented reality
6. Websites
SOCIAL MEDIA AND GENDER 
Some feminist commentators praise the rise of social media, including websites such as Facebook and Twitter, because they privilege expressiveness and social skills, traits often considered feminine (Zacharias & Arthurs, 2008). Indeed, women outnumber men in social media. One global study reported that 76% of online women use social media, as compared to 70% of online men (Vollman, et al 2010). Similarly, Junco, Merson, & Salter (2010) found that women spend more time on social networking sites than men. Feminists hoped that social media (websites that facilitate user interaction) would serve as spaces to empower young women to carve out their own identities that might counter mainstream media stereotypes; indeed, some hoped that women could construct new or altered definitions of what it ultimately means to be a “girl” (Scott-Dixon, 2002; Koskela, 2004). They could do this by exchanging comments, building relationships, and exchanging social capital (Bailey et al., 2013; Senft, 2008) via social media. As a result of the potential offered by this relatively new media technology, Senft (2008) posited that diverse narratives written by girls themselves could begin to upset the dominant, stereotypical definitions of “girl” and perhaps even challenge gender-based constraints that hinder social equality. 
Women are clearly enthusiastic in their use of social media technology, and have utilized it in meaningful ways to enhance their social lives (Bailey et al., 2013). There is a wide plethora of social media platforms to choose from, including (but certainly not limited to) Facebook, Tumblr, Google Plus, Twitter, Vine, and the wide array of online dating sites such as eHarmony. However, one key point to note about many of these sites is that they are both mainstream and corporate. Corporate, mainstream websites tend to contain large amounts of advertising, and that advertising often portrays pre-existing stereotypes of what it is to be a “man” or a “woman”. Given that women use social media in greater numbers and at a higher intensity than men, it seems likely that they bear more of the brunt of exposure to repeated messages reinforcing these gender norms. Evidence suggests that young women internalize the commercial images that they see in advertisements here and incorporate the stereotypes into their online social presentation to varying degrees (Ringrose, 2010). Ringrose concluded that “positioning the self as always ‘up for it’ and the ‘performance of confident sexual agency’ has shifted to become a key regulative” (2010, p. 176). 
Thus, women may experience a visual imperative to present the self as sexy on social networking sites. Girls in online spaces also reproduce other common stereotypes of femininity (Bailey et al., 2013). Often, they place emphasis on being attractive and having attractive friends (Manago et al, 2008), present themselves as eager to please males (Kapidizic & Herring, 2011), and generally work to look like a happy, carefree, and sexy but not sexual. Thus, social media has proved to be a “mixed bag” offering and at times encouraging the enactment of traditional gender roles as well as, at other times, providing opportunities to “give voice” to users’ unique ideas, including both men and women who may be uncomfortable communicating in face-to-face public venues. Despite its mixed reviews, social media in general offer multiple unique affordances that allow liberating gendered behaviors that are rarely readily available offline. Such affordances include as the following:
1. Many venues offer unfettered access to a mass audience for the promotion of individual voices that might otherwise be silenced (such as gay teens) as well as public spaces for the organization of gendered social movements (e.g., the Arab Spring that advocated for increased women’s rights). 
2. Gender-bending occurs when biological males pose as female, biological female pose as males, or either sex poses nongendered. Offline gender-bending occurs (e.g., cross-dressing), but gender-bending is more common online where fewer nonverbal cues are available to unmask the behavior. Samp, Wittenberg, and Gillett (2003) reported that feminine, masculine, and androgynous individuals were equally likely to engage in gender-bending. 
Online gender-bending allows for the critical examination of social constructions of gender and potentially contributes to the longterm destabilization of the way society currently constructs gender (Danet, 1998). The act of gender-bending allows individuals to gather skills, tools, and data to challenge rigid notions of gender and sexuality. The performance of an alternative gender identity through online interactions can “defamiliarize” individuals with their real life gender role (Bruckman, 1993), allowing users to address their sexuality and to interact in ways that he/she would not be comfortable doing in offline, as well as to understand the way sexual politics work in society (Danet, 1998).
1.  Young, Griffin-Shelley, Cooper, O’Mara, and Buchanan (2000) defined cybersex as “two online users engaging in private discourse about sexual fantasies. The dialogue is usually accompanied by selfstimulation” (p. 60). Cybersex requires the articulation of sexual desire to the extent that would be most unusual in face-to-face encounter. Both married and unmarried men and women participate in cybersex (Millner, 2008), resulting in a wide variety of sexual encounters online. Multiple websites match partners who desire single-single dating, affairs between partners married to others, online sexual encounters, and so on. Cybersex covers a wide range of relationships including but not limited to cyber romances (Gibbs, Ellison, & Heino, 2006) and cyber affairs (Young et al., 2000), yet many cybersex partners never meet offline. When and if they meet, the relationships are often of very short duration. In contrast, cyber partners who establish emotionally connected relationships often interact online for a very long time (Barta & Kiene, 2005). Thus, many social media sites offers opportunities to develop relationships with others who enjoy uncommon relational and sexual practices that users might be hesitant to explore in offline venues, including various polyamory practices (multiple loving partners) (Ritchie & Baker, 2006), homosexuality (Ashford, 2006; Walker, 2009),and exploitative relationships (Brookey & Cannon, 2009), as well as sexual practices beyond the status quo. 
2.  Social media provides important information tools for managing complex multifaced lives with both family and work responsibilities (Edley & Houston, 2011). Using online coordination, both men and women maintain demanding professional positions while they become increasingly engaged with their children’s lives and care of older or disabled relatives. 
3.  Because access to social media is free and relatively easy, many non-profit organizations maintain a social media presence. To facilitate working parents’ success in enacting increased engagement in family life, educational, recreational, and healthcare organizations engage social media as a means of information distribution and co-ordination (Atkinson et al., 2009; Palmen & Kouri, 2012). Additionally, nonprofit agencies that advocate for equality between the sexes (includegender.org), greater opportunities for women (now.org), and/or the rights of individuals engaged in nontraditional gender enactments (http:// transequality.org) also maintain an online presence via social media.
DIFFERENCES BETWEEN NEW MEDIA AND MASS MEDIA 
One of my objectives is to identify the characteristics of new media and contrast them with the electronic mass media. Given that the medium is the message, I began my analysis by identifying the characteristics or messages of new media that are different from mass media that Marshall McLuhan identified such as the light bulb, telegraph, telephone, radio, phonograph, camera and television. Studying the specialized bibliography, I identified the following five messages of the Internet: 
1. Two-way communication; 
2. Easiness of access to and dissemination of information; 
3. Continuous learning; 
4. Alignment and integration; 
5. Community; Although one or two of these characteristics apply to traditional mass media, what is unique about the Internet is that all five of these
NEW MEDIA IN PROMOTING GENDER EQUALITY
Addressing these issues through the analysis of the related MDM indicators, we acknowledge that gender equality – a multidimensional concept that includes equal opportunities, redistribution of benefits, women’s participation in associative and political life, but also challenges to gendered power relations – is crucial for democracy (Beer, 2009; Inglehart et al., 2002; Inglehart & Norris, 2003). Gender inequalities are still debated in relation to democratic advancements in Nigeria, as reported by the Varieties of Democracy Institute’s 2019 report: “Exclusion is a challenge to democracy in many ways. […] When democracy is strong, inequality tends to be reduced and vice-versa” (Lührmann et al., 2019: 44). 
Notwithstanding some achievements over the past years (EIGE, 2021; World Economic Forum, 2021), gender equality is yet to be realised globally across societal domains and economic sectors, including the new media. This would require recognition and formal adoption of fundamental principles of equality and non-discrimination, as well as political will and adequate policy measures to implement those principles. It would also require profound cultural change, educational efforts to train future generations of journalists and media professionals, and open societal debates. Since the media influence our perceptions of ourselves and our place in society, they thus have a crucial role to play in changing the stereotypes of gendered roles and in eliminating gender-based discrimination (Williams, 2000). 
On the one hand, “improving women’s presence in media(ted) (political) discourse [has been indicated as a means of strengthening women’s symbolic and substantive [democratic] representation” (Ross, 2010). 
On the other hand, it is unlikely that the new media can contribute to fostering gender equality, and therefore strengthen democratic practices, unless they assume gender equality as a guiding principle in their own functioning (Byerly, 2013). In the end, media and editorial freedom, media pluralism, and gender equality should be conceived of as intersecting principles and appreciated for their capacity to advance one another (Council of Europe, 2021). 
We propose a gender-aware reading of the role of news media in gender equality (Tomaz & Trappel, 2000), in order to gain a more articulated understanding of why, where, and how gendered relations and gender issues intersect and affect the media. Following McQuail (2009), news media has a monitorial role to provide information to the general public, but “when media outlets fail to represent the diversity of their communities, [including gender diversity,] the chasm between journalist and reader widens” (Roy, 2019), leading to the risk of amplifying popular distrust in the media. According to the news media’s facilitative role (McQuail, 2009), media are expected to provide a deliberative public space where citizens can participate. Yet, according to most scholarly works, the extent to which the experiences and voices of women, alongside minorities and marginalised groups, are actually reflected in and mediated by the media is insufficient and often stereotypical. A lack of platform for women to voice their concerns on their own terms is a threat to the full realisation of democratic life. In the role of news media McQuail (2009) names radical, the media are supposed to expose abuses of power while raising popular consciousness of wrongdoings by those in power. But if media are not gender-sensitive, they are unlikely to expose gaps in the development of policy frameworks and in the implementation of policies that should support and promote diversity and equality in society and, as a result, strengthen democracy. 
Finally, the news media’s collaborative role (McQuail, 2009) “refers to the collaboration between the media and the state, for example during times of crisis or states of emergency” (Trappel et al., 2011: 20). The media’s communication regarding the Covid-19 pandemic has highlighted that a lot more could be done by the media in order to offer the general public a full understanding of implications of the current crises, and to integrate gender-aware perspectives in policies addressing such crises (GMMP, 2020). In the end, the fundamental principles of democracy are freedom, participation, and transparency for all domains of society, including media and communication. Different stakeholders, including the media, should recognise and nurture diversity and contribute to overcoming inequality. A precondition for doing so is acknowledging how power is constituted, distributed, and practised. Therefore, when researching gender in its relation to media and democracy, we should keep in mind, researching gender is always political […and] will often provoke criticism, as much for simply asking the question as for what it may reveal.  Researching gender is inherently about understanding the axes of patriarchy, power, and privilege, who has it and who wields it. (Ross et al., 2020).


THE POSITIVE ROLE OF NEW MEDIA IN SERVING GENDER EQUALITY
 	New media have made several efforts to protect normative journalistic standards in media services, adapting the public service remit to the technological developments of the communication field (Hujanen & Ferrell Lowe, 2003). Their role in mitigating the internal gender imbalance has been meaningful in Nigeria with a long tradition of public service broadcasting. Hence, in media markets like Germany (Horz-Ishak & Thomass, 2021) or Canada (Taylor & DeCillia, 2021), New media have become more committed than in the past to ensuring gender equality in the composition of the media staff. 
As noticed above, gender balance in high ranking positions remains a challenge also for media, but compared with commercial competitors, they often do better (Ross & Padovani, 2017). A distinctive example is the Canadian broadcaster CBC, which is reported to achieve a higher level of gender equality than other media organisations in the country, with half of its staff consisting of women and being led by a female president (the first in CBC’s history) (Taylor & DeCillia, 2021). In Nigeria, both the public service broadcaster and the private media company showcase on their websites their internal rules for equal treatment of male and female employees. However, in the upper managerial positions – that is, the executive board – only RUV lives up to the promise of equal representation of men and women (Jóhannsdóttir et al., 2021). 
According to the 2021 MDM findings, women are still mis- or underrepresented in media content. Women are frequently excluded from “hard news” – those pertaining to economics and politics – and hardly feature as expert voices. This general trend can be observed in Nigeria. The news media content is dominated by men, and a clear gender bias is observed (Fidalgo, 2021). 
The public service broadcaster VRT in Flanders, Belgium is the only news corporation in Belgium that adopts a gender quota to ensure equal representation (Hendrickx et al., 2021). In Switzerland, women are still underrepresented in news reporting, but gender balance in media coverage has improved over the last decade (Bonfadelli et al., 2021). Also, in Australia, the representation of women has improved over time, particularly in the sports sector. Nevertheless, women who belong to the minority groups remain strongly underrepresented in media content (Dwyer et al., 2021). 
Turning to the United Kingdom (Moore & Ramsay, 2021), there are significant imbalances in the appearance of women’s voices as experts in news coverage, and in the exposure of women generally in specific media organisations. Major broadcasters have made attempts to address the problem, including internal policy changes. The Royal Charter of the BBC, renewed in 2017, incorporates the need to better reflect the diversity of communities, and the BBC has developed initiatives like a Diversity Commissioning Code of Practice, articulating “the steps the BBC will take when commissioning content to ensure that such content accurately represents the diverse communities of the whole of the United Kingdom” (Ofcom, 2017: 24). Furthermore, the BBC has established 50:50 – The Equality Project, with the aim of creating journalism and media content that represents the world in a fairer manner (BBC, 2021). Also, a series of “Expert Women” events was part of a campaign intended to enhance the presence of women presenters and contributors. 
Moreover, all major British broadcasters (BBC, ITV, Channel 4, Channel 5, and SKY) apply a monitoring process mapping diversity on programmes they commission, through an online system. Although on a voluntary basis, these external evaluations of content diversity measures can be seen as important tools for establishing a sustainable change process for inclusive workplaces in the media sector. However, the prerequisite is that PSM become more open and share their internal data for further analysis and scientific research.
THE MASS MEDIA AND THE PROMOTION OF GENDER EQUALITY IN NIGERIA 
The 1999 Constitution of the Federal Republic of Nigeria clearly assigns a role to the media: section 21 directs that the media “shall at all times be free to uphold the fundamental objectives and uphold the responsibility and accountability of the government to the people”. Unless citizens have adequate and accurate information on all the issues and problems confronting them, they will be unable to take enlightened decision on them. So also, without such information, they will be unable to comprehend the day-to-day working of the government and to participate in it. Nor will they be able to hold those in authority responsible for their acts of omission and commission (Sawant, 2000). None of the functions which both women and any government can perform, as far as gender issues in general and gender equality in particular, is concerned can be performed by them in the absence of full and truthful information. Who can furnish such information to the people at the local and international levels, constantly and regularly, except a mass communicator like the media? As Sawant, (supra), rightly observe, “the mass media reach the largest section of the society directly or through secondary readership and viewership, regularly, constantly almost every hour of the day, and also intimately”. Apart from the twenty four hours news bulletins of the electronic media like television and radio, even newspapers are published at different hours of the day. 
With the advances in communication technology, the news can be collected from any part of the world. The mass media in this regard serve to assist in the constant promotion of gender equality and empowerment by planning and mounting sustainable enlightenment campaigns for general awareness about the potential leadership quality of women and their role in sustainable development in developing countries. It is only the media that can serve to set the agenda towards the enforcement of gender equality and empowerment in all spheres for public debate, discussion, awareness, participation and help to mobilize the people. Mowlana (1984) seems to corroborate this when he stated that the mass media must provide a voice to the dissenter and the downtrodden. Freedom of speech, of the press, and of information, are vital for the realization of human rights. The quest for women liberation can be championed by the mass media through a variety of ways. As Mowlana (supra) noted, they include:
1. Publicize violation of international conventions such as the international Bill of human rights, the Helsinki Final Act, and the united Nation charter.
2. Promote access of individuals to media outlet in the face of domination by elites or majorities.
3. Promote the democratization of communication by removing obstacles to the free interchange of ideas, information and experience among equals. The onus lies on the media, as purveyor of information to promote extensive campaign, making use of public and private educational programmes, to disseminate information about and increase awareness of human right of women. 
The international media equally have the responsibility of reporting and presenting women as creative human beings, key actors and contributors to and beneficiary of the process of development. Of course, the media are not the fundamental cause of the subordinate status of women, nor can it be remedied by the media alone. The causes are deeply rooted in social, economic and political structures, as well as in culturally determined attitudes, and solutions must be found in far-reaching changes. However, it is within the power of the media either to stimulate or to retard change to a significant degree. (MacBride, 1980) Many women, the world over, are dieing in silence. Unless they talk, they cannot be heard. The channels through which their voices will be heard, is the mass media. The right of free expression and the effective circulation of information and ideas, notably through the mass media, are among the key hallmarks of a democratic, participatory society. They are vital for ensuring democratic accountability, which is why the media have often been described as a fourth estate”, after the executive, the legislature and the judiciary. A well informed, conscious population is not only better able to work after its own interest at a personal or family level (in such matters as employment and income generation, hygiene, health and education), but is much better placed to hold to account its government ( UNICEF, 2001).


THE CHALLENGES AND OPPORTUNITIES ASSOCIATED WITH USING NEW MEDIA TO PROMOTE GENDER EQUALITY IN NIGERIA
According to Okonkwo J. E. (2017), Using new media (such as social media platforms, blogs, podcasts, online forums, and websites) to promote gender equality in Nigeria presents both significant challenges and valuable opportunities. The unique socio-political and cultural context of Nigeria, alongside the global digital revolution, creates a complex landscape for advancing gender equality through new media. Below is an analysis of these challenges and opportunities.
CHALLENGES
1. Digital Divide:
Limited Access to Technology: While mobile phone usage has grown rapidly in Nigeria, access to the internet and modern digital tools is still limited, particularly in rural areas. Gender disparities in access to technology also exist, with women often having less access to smartphones and the internet compared to men. This gap limits the reach and effectiveness of new media in promoting gender equality among marginalized groups.
2. Cultural and Religious Norms:
Traditional Views on Gender Roles: Many communities in Nigeria hold deeply entrenched cultural and religious beliefs that perpetuate gender inequality. These views can manifest in resistance to gender equality campaigns online, where women who speak out may face backlash or be stigmatized. For example, women advocating for reproductive rights or gender equality might encounter hostility from conservative groups.
Social Media Harassment: Women are particularly vulnerable to online abuse and harassment, including cyberbullying, doxxing, and trolling. This can discourage active participation and hinder efforts to advance gender equality via new media.
3. Misinformation and Fake News:
The spread of false information or misrepresentation of gender equality issues is prevalent on social media. This can be especially harmful in a context like Nigeria, where misinformation can influence public opinion and undermine efforts toward gender equality. False narratives, stereotypes, or misleading content may reinforce gender biases.
4. Limited Regulation and Censorship:
While the internet offers freedom of expression, the lack of robust regulation around online content in Nigeria means harmful content related to gender inequality can spread unchecked. Censorship laws may also limit the ability of activists and organizations to freely promote gender equality without facing governmental or societal backlash, especially regarding sensitive issues like sexual harassment or reproductive rights.
5. Fragmentation and Fragmented Audiences:
New media platforms often create echo chambers where individuals are exposed only to content that aligns with their existing views. This can limit the ability of campaigns to reach a wide audience, especially when there is polarization on gender issues. People who are already advocates of gender equality may be the primary consumers of such content, leaving others who need exposure to these issues less engaged.
OPPORTUNITIES
1. Wide Reach and Accessibility:
New media offers an unparalleled ability to reach diverse audiences across Nigeria, including young people, urban populations, and even those in remote regions through mobile phones. Campaigns promoting gender equality can be disseminated widely, breaking geographic barriers that traditional media might face.
Platforms like WhatsApp, Facebook, Twitter, and Instagram can be used to engage large groups in real-time conversations, creating awareness about gender inequality and encouraging action.
2. Youth Engagement:
Nigeria has a youthful population, with a significant number of young people actively using social media. This demographic represents a major opportunity for promoting gender equality through new media. Young Nigerians are often more open to progressive ideas and may drive change if effectively engaged through online platforms. Campaigns can utilize memes, videos, and influencer collaborations to resonate with this audience.
3. Mobilization for Action:
New media provides a space for activism and organizing grassroots movements. Social media hashtags, like #EndSARS or #BringBackOurGirls, have shown the power of digital campaigns in Nigeria, highlighting that the internet can be a powerful tool for social and political change. Gender equality movements can similarly use new media to advocate for policy changes, organize protests, or raise funds for initiatives that support women’s empowerment and rights.
4. Building Awareness and Education:
1. New media can be a platform for education on gender issues, ranging from women’s rights, gender-based violence, reproductive health, and women’s representation in politics. Podcasts, webinars, online workshops, and blogs can educate and inform people about the importance of gender equality in ways that are accessible and engaging.
2. Digital campaigns can collaborate with local influencers or experts to bridge cultural divides and make these messages more relatable to the Nigerian audience.
5. Global Solidarity and Support:
New media allows Nigerian activists to connect with global gender equality movements. International support can help amplify local voices, share resources, and provide a platform for solidarity. Global awareness campaigns on gender equality can also exert pressure on Nigerian policymakers to address gender inequality more seriously.
6. Entrepreneurship and Economic Empowerment:
Digital platforms provide opportunities for women to create businesses, sell products, and access markets in ways that were not previously possible. E-commerce, online marketing, and digital entrepreneurship have the potential to empower women economically, helping to close gender gaps in financial independence and career opportunities.
2.2	THEORETICAL FRAMEWORK 
SOCIAL RESPONSIBILITY THEORY
This project work is also anchored on the social responsibility theory. Ekeli (2008:293), quoting Sibert (1956:76), explains the main preoccupation of the press (mass media) “as servicing the political system by providing information, discussion, and debate in public affairs. Enlightening the public as to make it capable of self-government and safeguarding the right of the individual and by serving as a watchdog for the People, thereby holding Government accountable to the People”. The theory posits that the power and near-monopoly position of the media impose on them an obligation to be socially responsible. To see that all sides are fairly represented and the public has enough information to decide. (Agbanu, 2009:40). The theory of social responsibility involves a view of media ownership as a form of public trust or stewardship, rather than as an unlimited private franchise. A mass medium that uses sexiest language, stereotype and segregation among gender cannot be said to be socially responsible and can do little or nothing to champion the plight of women. A socially responsible media, as McQuail (2005:185) puts it is the one whose “right to freedom of publication is accompanied by obligations to the wider society that go beyond self-interest. Responsible media will maintain high standard by self-regulation but government intervention is not excluded. Mechanism of accountability to society and public will be in place.” Gender equalities and women empowerment can be actively promoted by the mass media when the social responsibility is strictly adhered to. The present patriarchal structure where mass media organization’s management position are occupied by males, at the expense of their female counterparts is not a good example of a socially responsible media. The media should begin to see themselves as socially responsible for promoting the cause of women in our society, by bringing to the fore the perceived imbalance noticed in virtually all spheres, (political, economical, and social) of life, in order to gradually help in bridging the gap. The mass media lose their claim to the right the society confers on them if they abuse or fail to give equal attention to the plight of both male and female or they give more attention to males at the expense of their female counterparts.
AGENDA SETTING THEORY 
One of the important roles of the news media is the setting of agendas in daily life. What is emphasized in the media, whether traditional or digital, has been found to have a profound impact on not only what people think, but the salience of the issues at any given point in time. This chapter reviews the theory behind agenda-setting and the variables that form, shape, and prime the public’s opinions, attitudes, and behaviors. 
The  agenda  setting  theory  is  a  theory  that  discusses  on  how  the  mass  media influences in making a certain issue as  a public agenda. The public agenda is the main focus  or  prime  issue which  the  members  of  the  society  or  public  concern  about.  The term  agenda  setting  theory  is  first  used  by  McCombs  and  Shaw  (1972).  This  theory elaborates the connection in term of relationships between the emphasis that the mass media put as an issue and the media audiences or the public’s reaction or attributes to such issue (Littlejohn and Foss: 2009).  The theory  begins  as  an  explanation  on  how  the  new  media affects  to  change  the  pattern  in  promoting gender equality in Nigeria. Subsequently, the theory has inspired and developed hundreds of latter explorations on how the mass media primes and frames  issues  for their  audiences. Not only limited to such, the  discussion also  covers  on how  the new media  colours a  particular  event for their media audiences (Matsaganis and Payne: 2005). Therefore, the new media can be considered  as  responsible  in  influencing  and  shaping  the  public  opinion  and  agenda. Such influence of new media on the public agenda or opinion can happen intentionally or unintentionally.  Continuously, the  agenda  setting theory stands  as  important theory not  only on mass communication, but extends to other related social science studies such as political communication  (Reese:  1991).  Under  the  agenda  setting  theory,  the  mass  media  is believed  not  to  possess  the  ability  to  set  the  public  agenda  especially  in  matters  of opinions or attitudes (Cohen: 1963). However, the new media has a particular access in contributing to or influencing the audience’s perceptions, values, focus  and  priorities. With such influence from the new media, the media audiences tend to  form their own opinion  or  focus  on  those  issues that  are considered  as  worthy  of  inclusion  on their mental agendas (Littlejohn and Foss: 2009). 
2.3	EMPIRICAL REVIEW
	In Nigeria, in 2021, over 20% of internet users were reported to access social media. It is estimated that in 2026, social network users in the country will be 43.2% (Statista, 2021). With communication tools becoming more varied through the use of digital technologies, the smart phone when connected to the internet allows access to contents that reconstruct these gender identities and representations by changing the narrative for both males and females. In the past for instance, when it came to filling up birth forms, school admission forms or any form at all, the column for gender as taught in school simply meant a state of being male or female. But then in 1992, Stephanie Garrett, authored the book “Gender” proposing that the term should be used to refer to the social and cultural constructions of masculinity and femininity and not necessarily tied to whether someone was male or female. This agrees with the views held by Essed, Goldberg, & Kobayashi (2009), that gender studies do not only describe what the given realities are, but also change the existing social realities by giving them new identities.
	But how does the media influence gender inequality? Pilcher & Whelehan (2004) note that inequalities and differences are not just between the genders but within genders and based on class, sexuality, ethnicity, age, disability, nationality, religion, and citizenship status. These for example, are now broadened by media portrayals leading to more research on ‘women’s studies’ and ‘men’s studies’ which have become increasingly contested terminologies. This is because, the understanding of gender has developed as a complex, multi-faceted and multidisciplinary area, involving the study of relationships within and between genders, the term ‘gender studies’ has gained currency, notwithstanding but not uncontested.
	In a study by Abidogun (2007), the author discovered that gender roles in some parts of Nigeria such as Nsukka in the eastern part have been shaped by new correspondence through Western Judeo-Christian doctrines within the formal education curriculum and the minimal inclusion of local history or cultural content, has led to the loss of indigenous knowledge and practices. One can argue that one aspect of a general Westernizing effect of formal models of Western education on indigenous cultures is the gender-role change that has emerged from it. The new media has also provided a platform for gender activism which aims to reverse and change the status quo in which men in the society are deemed to be superior to women in certain issues and have more opportunities to do certain things, than women (Mpho & Segun, 2017).
Just as we should not simply insert women into an interest group framework, we should not merely add the women’s vote to a simplistic account that explains policy change as the rational calculation of politicians maximizing votes. Politicians do desire to be elected and re-elected, but that does not exhaust their motives for any particular action. Some also want to make their mark on history as reformers, or only want to serve if they can advance their policy change agenda. We also have to explain why presidents in their second term or lame duck governors pursue one course of action rather than another. Why does a governor leaving office in one state grant clemency for battered women who have killed their abusers but another governor not? Even within the narrow frame of electoral calculation, one could argue that in many cases, the interests of voters must be both constructed and mobilized. More women than men vote and there are more of them. But that does not mean that women voters see themselves as an interest group whose interest is at stake in casting a particular vote. Even though the backlash against feminism was only beginning to mobilize in 1977 and feminists were making a lot of noise, perhaps scaring politicians into thinking they were more powerful than they were, the gender gap did not emerge until 1980. Minnesota’s Governor Perpich cannot have simply been thinking, “I’ll win the women’s vote if I appoint a woman to the Supreme Court,” because the women’s vote is complex, and only beginning to be activated. More likely, Perpich was thinking, “If I appoint a woman, I’ll get a lot of attention that I may be able to turn to my political advantage.” Another possibility, however, is more psychoanalytic. Politicians may not seek attention because they want to be re-elected, but may enter politics because they crave attention (exhibit A: Jesse Ventura). While I would not dismiss electoral calculations out of hand, nor would I immediately assume they can explain everything. Perhaps more significant for my argument, however, is that analysts must decide how to think about electoral calculations.


















CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	RESEARCH DESIGN 
The researcher used descriptive research survey design in building up this project work the choice of this research design was considered appropriate because of its advantages of identifying attributes of a large population from a group of individuals. The design was suitable for the study as the study sought to examine the effects of new media in promotion of gender equality in Nigeria. A case study of Facebook.
3.2	SOURCES OF DATA COLLECTION 
Data were collected from two main sources namely:
Primary source and Secondary source 
Primary source:
These are materials of statistical investigation which were collected by the research for a particular purpose. They can be obtained through a survey, observation questionnaire or as experiment; the researcher has adopted the questionnaire method for this study.
Secondary source:
These are data from textbook Journal handset etc. they arise as byproducts of the same other purposes. Example administration, various other unpublished works and write ups were also used. 


3.3	POPULATION OF THE STUDY 
Population of a study is a group of persons or aggregate items, things the researcher is interested in getting information, examine the role of New Media in promoting Gender equality in Nigeria. The users of facebook are the target respondents for this research. which combine the total population of 200 users.
3.4	SAMPLE SIZE AND SAMPLING PROCEDURE
Adesanya, O. A. (2009) defines stratified sampling procedure in which population is just group into some definite characteristics. These groups are called strata. From these strata applying random selection technique on each stratum chooses the sample. 
	Meanwhile, stratified sampling method was used to select the sample size from the user of facebook.
One hundred (100) respondents were selected from the population using simple random sampling technique.
3.5	INSTRUMENT FOR DATA COLLECTION 
The major research instrument used is the questionnaires. This was appropriately moderated. The respondents were administered with the questionnaires to complete, with or without disclosing their identities. The questionnaire was designed to obtain sufficient and relevant information from the respondents. 
The primary data contained information extracted from the questionnaires in which the respondents were required to give specific answer to a question by ticking in front of an appropriate answer, the questionnaires were administered to the farmers, however, the farmers were asked the questions orally and their responses were noted  in the questionnaire. The questionnaires contained about 15 structured questions which was divided into sections A and B.
3.6	 VALIDATION OF THE RESEARCH INSTRUMENT
The questionnaire used as the research instrument was subjected to face its validation. This research instrument (questionnaire) adopted was adequately checked and validated by the supervisor his contributions and corrections were included into the final draft of the research instrument used.
3.7	 METHOD OF DATA COLLECTION
The data collected was not an end in itself but it served as a means to an end. The end being the use of the required data to understand the various situations is with a view to make valuable recommendations and contributions. To this end, the data collected has to be analysis for any meaningful interpretation to come out with some results. It is for this reason that the following methods were adopted in the research project for the analysis of the data collected. 
For a comprehensive analysis of data collected, emphasis were laid on the use of absolute numbers frequencies of responses and percentages.  Answers to the research questions were provided through the comparison of the percentage of people response to each statement in the questionnaire related to any specified question being considered.
Frequency in this study refers to the arrangement of responses in order of magnitude or occurrence while percentage refers to the arrangements of the responses in order of their proportion. 
3.8	METHOD OF DATA ANALYSIS
After the collection of questionnaire, Simple tables, frequencies, and percentages were adopted in the presentation and analysis of the data generated for the study. 
These statistical tools were used because they were suitable means of breaking down and analyzing the generated data. The technique for analyzing the data collection for this research work covered the use of Statistical Package for Social Science (SPSS) version 23 for descriptive statistics showing the frequencies and percentages of responses retrieved from the respondents through the administered questionnaire.













CHAPTER FOUR
PRESENTATION ANALYSIS INTERPRETATION OF DATA
4.1   INTRODUCTION	
Efforts will be made at this stage to present, analyze and interpret the data collected during the field survey.  This presentation will be based on the responses from the completed questionnaires. The result of this exercise will be summarized in tabular forms for easy references and analysis. It will also show answers to questions relating to the research questions for this research study. The researcher employed simple percentage in the analysis. 
4.2	DATA ANALYSIS 
The data collected from the respondents were analyzed in tabular form with simple percentage for easy understanding. 
A total of 100 (one hundred) questionnaires were distributed and 100 questionnaires were returned.
Table 1, GENDER DISTRIBUTION OF THE RESPONDENTS 
	GENDER
	Frequency
	Percentage

	Male 
	60
	60%

	Female
	40
	40%

	Total
	100
	100%


Source: Research Field survey 2025
From the analysis above, Out of 100 respondents, 60 were male respondents representing 60% of the number collected, while 40 were female respondents representing 40% this shows there are more male respondent than female ones.
Table 2, AGE DISTRIBUTION OF THE RESPONDENTS
	AGE
	Frequency
	Percentage

	21-30
	75
	75%

	31-40
	20
	20%

	41-50
	5
	5%

	Total 
	100
	100


Source: Research Field survey 2025
	In the age distribution of the respondents, 75 respondents representing 75% of the entire population fall within 21-30 age bracket; 20 respondents representing 20% fall within 31-40; 5 persons representing 5% fall within 41-50. Comparing the table, those within the age bracket of 41-50.               
Table 3, EDUCATIONAL QUALIFICATIONS OF RESPONDENTS
	OPTIONS
	FREQUENCY
	PERCENTAGE

	SSCE
	50
	50%

	OND/NCE
	30
	30%

	HND/BSC
	20
	20%

	PHD
	0
	0%

	TOTAL
	100
	100%


Source: Research Field survey 2025
	From the above table, 50 respondents representing 50% are WASC/GCE holder, 30 respondents which represents 30% are OND/NCE holders, while 20 respondents representing 20% are HND/B.Sc/BA holders, none from PHD holders.
TABLE 4, Is there any challenges facing gender equality in New media?
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Yes 
	70
	70%

	No 
	30
	30%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 70 respondents representing 70% said Yes, while 30 respondents representing 30% said No. This shows that there are challenges facing gender equality in new media.
TABLE 5: Can gender equality be achieved through the use of new media in Nigeria?
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Yes 
	75
	75%

	No 
	25
	25%

	Total
	100
	100%


Source: Research Field survey 2025
	From the above analysis, 75 respondents representing 75% of the total respondents agree while 25 respondents representing 25% said No to the statement. 
TABLE 6: Did social media have any effect on gender equality in Nigeria?
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 80 respondents representing 80% agree, while 20 respondents representing 20% disagree to the statement. 
TABLE 7: Are Nigeria women aware of their being marginalized by their male counterparts in the media?
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	40
	40%

	Agree
	30
	30%

	Strongly disagree
	20
	20%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 40 respondents representing 40% strongly agree, 30 respondents representing 30% also agree, 20 respondents representing 20% strongly disagree while 10 respondents representing 10% disagree to the statement. This shows that Nigeria women aware of their being marginalized by their male counterparts in the media.
TABLE 8: The issue of gender bias contributes enormously to the low promotion of gender equality in Nigeria 
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	50
	50%

	Agree
	20
	20%

	Strongly disagree
	20
	20%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 50 respondents representing 50% strongly agree, 20 respondents representing 20% also agree, 20 respondents representing 20% strongly disagree while 10 respondents representing 10% disagree to the statement. 
TABLE 9: The new media can promote gender equality by promoting a balance and non-stereo-type portrayal of women in the media?
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	40
	40%

	Agree
	40
	40%

	Strongly disagree
	10
	10%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	From the above analysis, 40 respondents representing 40% of the total respondents strongly agree, 40 respondents representing 40% also agree, 10 respondents representing 10% strongly disagree and disagree to the above statement.
TABLE 10: Mass media assist people’s view on the usefulness of new media in promoting women to take part in decision making.
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	50
	50%

	Agree
	30
	30%

	Strongly disagree
	10
	10%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 50 respondents representing 50% strongly agree, 30 respondents representing 30% also agree, 10 respondents representing 10% strongly disagree while 10 respondents representing 10% disagree to the statement. This shows that Mass media assist people’s view on the usefulness of new media in promoting women to take part in decision making.
TABLE 11: New media play an importance role on how people form their identities, social norms, and values in relation to gender.
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	10
	10%

	Agree
	15
	15

	Strongly disagree
	40
	40%

	Disagree
	35
	35%

	Total
	100
	100%


Source: Research Field survey 2025
	Table 11 shows that 10 (10%) strongly agree, 15(15) also agree while 40 (40%) strongly disagree and 35 (35%) disagree to the statement that New media play an importance role on how people from their identities, social norms, and values in relation to gender.
TABLE 12: The new media has a significant impact in shaping people’s thoughts and actions, reflecting and influencing societal structures and system.
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	40
	40%

	Agree
	30
	30%

	Strongly disagree
	20
	20%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 40 respondents representing 40% strongly agree, 30 respondents representing 30% also agree, 20 respondents representing 20% strongly disagree while 10 respondents representing 10% disagree to the statement. 
TABLE 13: New Media can present news in gender-sensitive way, including more voices and perspective of women and raising awareness about issue related to women’s right and gender inequality .
	OPTIONS
	FREQUENCY	
	PERCENTAGE 

	Strongly agree
	50
	50%

	Agree
	20
	20%

	Strongly disagree
	20
	20%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 50 respondents representing 50% strongly agree, 20 respondents representing 20% also agree, 20 respondents representing 20% strongly disagree while 10 respondents representing 10% disagree to the statement.
TABLE 14: Women journalists may face bully and harassment in the workplace which can make it difficult to do their job effectively.
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	40
	40%

	Agree
	30
	30%

	Strongly disagree
	20
	20%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 40 respondents representing 40% strongly agree, 30 respondents representing 30% also agree, 20 respondents representing 20% strongly disagree while 10 respondents representing 10% disagree to the statement. 
TABLE 15: Did you agree that the factor affecting gender equality in Nigeria is as a result of discriminatory laws, religious and cultural norms.
	OPTIONS
	FREQUENCY
	PERCENTAGE 

	Strongly agree
	40
	40%

	Agree
	30
	30%

	Strongly disagree
	20
	20%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Research Field survey 2025
	The table above shows that 40 respondents representing 40% strongly agree, 30 respondents representing 30% also agree, 20 respondents representing 20% strongly disagree while 10 respondents representing 10% disagree to the statement. This shows that factor affecting gender equality in Nigeria is as a result of discriminatory laws, religious and cultural norms.
4.2	DISCUSSION OF FINDINGS
From the analysis so far, the new media promote gender equality in Nigeria because Gender expression is another concept that denotes all of the ways a person chooses to communicate their gender based on societal factors, such as gender norms and perceptions. Betti (2021) argues that some people have the same gender expression all the time whereas others may change their expression over time or based on circumstances.
Furthermore Mustapha (2005) noted that there are over 370 ethnic groups in Nigeria and the fabrics of culture have cultural and gender role expectations which can be very different from group to group. More so, there have been series of disruptions on changing gender constructs across the country which are depicted via new media.
Most of the discussants: agreed that when it came to knowledge around new media tools, they were all conversant with it, but usage was low amongst the men. One of the respondents’ stated that: “I am very knowledgeable about social media, but I don’t use it as I often ought to even though I am a media person. I took that decision to have control. Apart from Instagram and I use it as much as I can. But I will put it on a scale – for usage I will put it at just slightly 4 out of 10.” 
For social media platforms, majority affirmed that they had opened accounts on Facebook, YouTube, Instagram, Twitter, and WhatsApp although they visit the platforms occasionally. All the women 30 (30%) said they were always on social media especially Facebook and Instagram. This shows that knowledge of a tool does not necessarily mean usage of the tool.
























CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	INTRODUCTION 	
It is important to reiterate that the objective of this study was to examine the role of new media in promoting gender equality in Nigeria.
In the preceding chapter, the relevant data collected for this study were presented, critically analyzed and appropriate interpretation given. 
In this chapter, certain recommendations are made which in the opinion of the researcher are drawn from the findings of the study.
5.2	SUMMARY
This study was undertaken to examine the role of mass media in promoting gender equality in Nigeria. The study opened with chapter one where the statement of the problem was clearly defined. The study objectives and research question were defined and formulated respectively. The study reviewed related and relevant literatures. The chapter two gave the conceptual framework, empirical and theoretical studies. The third chapter described the methodology employed by the researcher in collecting both the primary and the secondary data. The research method employed here is the descriptive survey method. The study analyzed and presented the data collected in tables. While the fifth chapter gives the study summary and conclusion and recommendation.


5.3	CONCLUSION 
Merrill (2013) once captured the relevance of communication in the international arena when he asserts that “representatives of many nations come increasingly to conference tables to talk about the multitude of world problems and dangers, and ostensibly they desire to establish peace, and allay fears, gain global justices and improve world understanding through communication”. The new media are in better position to provide a platform through which various gender issues-discrimination against woman, equality, genital mutilation, child marriage, sexual harassment and rape, to mention a few will be discoursed and peaceful resolution arrived at. Any Governmental developmental agenda the world over and African countries in particular, will be a sham if equal rights are not given women whose role in national development cannot be over emphasized. Meeting the MDGs (goal 3) promote gender equality and empower women by the year 2015, will be a mirage in African countries if the media do not wake up to their responsibilities of promoting women’s rights. However, for the media to perform these functions effectively, there should be in place a well-articulated legal guarantees and practical respect of the principles of freedom of expression. Apart from media diversity of pluralism (in ownership and ideas), not less important is a re-orientation in media organizations themselves on gender imbalance and sexist language. This is because you cannot give what you do not have.
5.4	RECOMMENDATIONS 
Following the findings, the following recommendations are areas for consideration 
1. 	The notion of gender equality solely a woman thing by the media needs to be corrected. Through mass literacy on the media, an in-depth study around gender and gender concepts needs to be conveyed to change perceptions that Nigerians have about the subject. 
2. 	Contents that would explain feminism and gender roles need to be published more often seeing it is a controversial field. 
3. 	Nigeria should not lose her Africannness with the extremism in varying gender expressions the West portrays as there are concerns that the biology of a person when it comes to their sex, should not be tampered with. 
4. 	Content producers should be conversant with gender stereotypes to ensure there are balanced and equal roles for males and females 
5. 	More men should venture into women studies to garner the support that women need for equal rights.
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QUESTIONNAIRE

KWARA STATE POLYTECHNIC, ILORIN
DEPARTMENT OF MASS COMMUNICATION (IICT)
Dear respondent, 
	I am a student of mass communication department, Kwara state polytechnic Ilorin conducting a research topic “Effects of New Media in Promotion of Gender equality in Nigeria” Kindly complete the attached questionnaire as objectively as possible. Be rest assured that the information provided will be with utmost confidentiality.
Thanks for your cooperation. 

Instruction; Please tick (√) the answer you considered as appropriate the question will be of two part A and B
SECTION A
1. Gender of respondent:    (i) Male (  )   (ii).  female  (  )
1. Age of Respondent: (i) 21-30  (  )   (ii) 31-40  (  ) (iii) 41-50 (  )
1. Educational Status: (i) SSCE ( ) (ii) OND/NCE ( ) (iii) HND/BSc ( ) (iv) Others (  )

SECTION B
1. Is there any challenges facing gender equality in New media?
(i) Yes  (  )   (ii) No  (  ) (iii) Not sure 
1. Can gender equality be achieved through the use of new media in Nigeria?
(i) Yes  (  )   (ii) No  (  ) (iii) Not sure 
1. Did social media have any effect on gender equality in Nigeria?
(i) Yes  (  )   (ii) No  (  ) (iii) Not sure 
1. Have you come across content promoting gender equality on new media
(i) Yes  (  )   (ii) No  (  ) (iii) Not sure 
1. Do you think new media campaigns have influenced your views on gender equality
(i) Yes  (  )   (ii) No  (  ) (iii) Not sure 
1. Have you ever participated in or supported an online campaign about gender equality?
(i) Yes  (  )   (ii) No  (  ) (iii) Not sure 
1. Do you believe new media has increased awareness of gender issues in Nigeria
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
1. Are Nigerian women aware of their being marginalized by their male counterparts in the media?  (i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )

1. The issue of gender bias contributes enormously to the low promotion of gender equality in Nigeria.     
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
1. The new media can promote gender equality by promoting a balance and non-stereo-type portrayal of people in the media.
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
1. Mass media assist people’s view on the usefulness of new media in promoting gender equality to take part in decision making.  
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
1. New media play an important role on how people from their identities, social norms, and values in relation to gender. 
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
1. The new media has a significant impact in shaping people’s thoughts and actions, reflecting and influencing societal structures and system.
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
1. New media can present news in gender-sensitive way, including more voices and perspectives of women and raising awareness about issues related to women’s right and gender inequality.(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  
(iv) Disagree ( )  (v) Strongly disagree ( )
1. Women journalists may face bully and harassment in the workplace which can make it difficult to do their job effectively.
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
1. How effective do you think new media is in creating real social change regarding gender issues in Nigeria?
(a) Very effective (  )  (b) Moderately effective (  )  (c) Not effective (  )
(d) I don’t know (  )
1. Did you agree that the factor affecting gender equality in Nigeria is as a result of discriminatory laws, religious and  cultural norms
(i) Strongly agree ( )  (ii) Agree (  )  (iii) Neutral  ( )  (iv) Disagree ( )  
(v) Strongly disagree ( )
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