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CHAPTER ONE

INTRODUCTION

1.1 Background to the Study

      Breast cancer is one of the most common cancers worldwide (National Cancer Institute, 2016). According to the World Health Organization - Cancer Country Profiles (2014), the mortality rate of death caused by cancer for women in Nigeria is 38800. Of this number, 13,269.6 (34.2%) died of breast cancer, while the remaining 25,530.4 (65.8%) died of other types of cancers. Cancer is a disease caused by an uncontrolled division of abnormal cells in a part of the body (National Cancer Institute, 2015). 

Its presentation at the initial stage is a painless lump that may not be detected without critical examination. Cancer can start in any part of the body. When these uncontrolled divisions of abnormal cells occur in the breast, it is called breast cancer. According to National Cancer Institute (2015), breast cancer is curable. 

Beral et al. (2011) posit that early detection of Breast Cancer through screening mammography, accurate diagnosis and essential treatments will reduce the high rate of breast cancer mortality.

Early breast cancer screening methods have contributed to cancer deaths in developed countries. This is different in developing countries where people have limited knowledge about this disease condition and the screening methods for prevention (Akpo, Akpo & Akhator, 2010). World Health Organization (2016) reports that the Nigerian government is one of the stakeholders fighting breast cancer. Since 2016, women from different fields of life: nursing, medical healthcare, teaching, business, secondary and tertiary education, have been exposed to breast cancer information at different times. The various breast cancer messages provided information on the nature, symptoms, causes, risk factors, treatments, and preventions (Eguvbe et al., 2014).

Breast cancer information reaches the public through different media such as radio, television, schools, the internet, churches, hospitals and campaign team members (Eguvbe et al., 2014). It is expected that as years roll on, there will be positive changes in the lifestyles of women such that fewer women will develop breast cancer. Furthermore, women living with breast cancer will be successfully treated, and there will be a better and quality life for women during and after treatment. Despite all these exposures to breast cancer information, Umeh (2013) confirmed in a health summit for women at the Women Development Centre, Awka, that about 50 adult women of childbearing ages had breast and cervical Cancers. Unless more significant numbers of women in Anambra state adopt the messages of the breast cancer campaigns, the estimated sixteen (16) million new cases of cancers worldwide and 70 per cent of them occurring in developing countries in this decade might become a reality. The increase in the number of affected women years after that awakened the need for research for a possible solution to reduce the incidence of breast cancer in Anambra state. 

Ever since the first case of Breast Cancer registered in 1982, the epidemic has continued to be on increased. For instance, an estimated 5.1% to 5.4% of the population having Breast Cancer by 1999 and by 2006, 6.1 million of 140 million population is living with Breast Cancer. The situation becomes worrisome as the number of people with the disease is expected to grow significantly by the end of 2010. Despite the pandemic nature of Breast Cancer, it was not until 2000 that the Nigeria government recognized Breast Cancer as a major health problem (FRN 2000). 

Unfortunately, this was not immediately matched with intensified campaign on Breast Cancer by government at all level. However, the recent happenings indicates government sudden interest  in fighting the scourge government mounted aggressive campaign in media and posted bills boards in cities and high ways, sensitive song on the danger of the disease, modes of Infection and prevention. There are also responses from people. Despite several efforts by government and non-government organization to address the problem, it is dishearten to note that the rate of infection is still very high.

Breast cancer remains a significant public health concern globally, and despite various awareness initiatives, the level of understanding, early detection, and engagement with preventive measures among women in Ilorin Metropolis, Nigeria, appears to be insufficient. Additionally, the utilization and effectiveness of social media platforms, particularly Facebook, as a tool for disseminating breast cancer-related information and increasing awareness among the female population in this region, require comprehensive examination.

1.2 Statement of Problem 

       Low Awareness and Understanding: There is an apparent lack of comprehensive awareness among women in Ilorin Metropolis regarding breast cancer, including its risk factors, symptoms, importance of early detection, and available resources for screening and treatment.

     Limited Engagement with Preventive Measures: The level of engagement in proactive measures such as regular self-examination, clinical screenings, and healthy lifestyle choices (diet, exercise) among women in Ilorin Metropolis might be inadequate, leading to delayed diagnoses and treatment.

      Underutilization of Social Media for Health Education: Despite the widespread use of social media platforms like Facebook, its effectiveness as a tool for disseminating accurate and impactful breast cancer-related information among the target demographic might be underutilized or not optimally explored.

1.3 Objectives of the Study

i. Assess Current Awareness Levels: Evaluate the existing level of awareness among women in Ilorin Metropolis regarding breast cancer, including understanding risk factors, symptoms, and available resources for screening and treatment.

ii. Examine Engagement in Preventive Measures: Investigate the extent to which women in Ilorin Metropolis engage in proactive measures such as regular self-examinations, clinical screenings, and the adoption of healthy lifestyle choices associated with reducing the risk of breast cancer.

iii. Evaluate the Effectiveness of Facebook Campaigns: Measure and analyze the effectiveness of Facebook as a platform for disseminating accurate and impactful breast cancer-related information among the target demographic in Ilorin Metropolis.

1.4 Research Questions

i. What is the current level of awareness among women in Ilorin Metropolis regarding breast cancer?

ii. To what extent do women in Ilorin Metropolis engage in preventive measures such as regular self-examination?

iii. How effectively does social media, specifically Facebook, serve as a platform for disseminating accurate and impactful breast cancer-related information among women in Ilorin Metropolis?

1.5 Scope of the Study


This study focuses on impact of facebook campaign towards breast cancer among Women in Ilorin metropolis using facebook as a form of mass media.

1.6  Significance of the Study

The significance of your study on the impact of a Facebook campaign towards breast cancer among Women in Ilorin metropolis lies in several key areas:

1) Health Awareness Improvement: Breast cancer awareness is crucial for early detection and better treatment outcomes. Your study can contribute to improving the level of awareness among women in Ilorin metropolis, potentially leading to early detection, which is pivotal for successful treatment.

2) Evaluation of Social Media Campaigns: Assessing the effectiveness of social media, particularly Facebook, in disseminating health-related information is essential. Understanding how this platform influences knowledge, attitudes, and behaviors regarding breast cancer can provide insights for future health campaigns and strategies.

3) Community Impact: By focusing on a specific locality like Ilorin metropolis, your study can have a direct impact on the targeted community. It can potentially empower women with crucial knowledge about breast cancer, encouraging them to seek regular screenings and adopt healthier lifestyles.

4) Informing Policy and Strategies: Findings from your study can inform local health policies and strategies. If successful, it could encourage the implementation of more social media-based health campaigns, directing resources towards similar initiatives in other regions facing similar health challenges.

5) Contribution to Research: This thesis will contribute to the existing body of knowledge on the effectiveness of social media campaigns in promoting health awareness, specifically in the context of breast cancer. This could be valuable for researchers, health practitioners, and policymakers interested in leveraging social media for health promotion.

6) Empowerment and Advocacy: Empowering women with knowledge about breast cancer through a Facebook campaign can lead to increased self-advocacy. It may encourage women to seek information, ask questions, and engage more actively with healthcare providers, potentially leading to better health outcomes.
1.7 Operational Definition of Terms

Breast Cancer: A type of cancer that forms in the cells of the breast, often characterized by the development of a malignant tumor. It is one of the most common cancers affecting women worldwide.

Cancer: Cancer is a group of diseases involving abnormal cell growth with the potential to invade or spread to other parts of the body.

Facebook Campaign: A coordinated series of promotional efforts on the Facebook platform aimed at raising awareness, disseminating information, or eliciting specific behaviors or actions related to a particular cause or topic, in this case, breast cancer awareness.

Metropolis: A large urban area that encompasses both the city and its surrounding suburbs or towns, often characterized by significant population density, infrastructure, and economic activity.

CHAPTER TWO

LITERATURE REVIEW

2.0 Introduction

This chapter deals with review of related literature to the present study. In this chapter an attempt is made at reviewing previous studies by other researchers as they relate to this study. The review of related literature is carried out in this order.

2.1 Conceptual Framework

It is obvious that much have not been done to determine the accurate situation on the media handling of the breast cancer problem. Therefore, the research dwell mainly on media effects on series of planned, activities by government through the media. Similarly, media effects are related to attitude and behavioural changes and it is on this premises the literature review has based.

Literature from Kwara State Ministry of Health (2016) statistics showed that women in Kwara state were exposed to breast cancer information through cancer advocacies titled "5K Walk for Hope to End Cancer Now� and �Fight To Win" organised by Kwara Women Unite. World Cancer Day aims to raise awareness of the nature of cancer/ its detection, causes and risk factors, treatment/factors militating against treatment to minimise cancer and its related health problems. As mentioned earlier, the worry here is knowing how many women in Kwara State were exposed to breast cancer advocacies. The present research empirically investigates how many respondents were exposed to breast cancer information to ascertain the uses and gratifications of breast cancer information among women in Kwara state.

Many communication channels have been used to expose people of various social strata to breast cancer information. Music, Stage performance, Television, Radio, Social media (text, audio, images, video, animation and interactivity), and others were the multidimensional approaches associated with the fight against breast cancer in Nigeria. Another multidimensional media approach is traditional media, outdoor media such as bulletin, branded vehicles, traditional rulers, Imams and Pastors in the fight against cancer. Omolola et al. (2016) and Okorie et al. (2017) notes that magazines include a variety of breast cancer information such as information on risk factors, diagnostic methods, and treatment options, and Oluwatosin et al. (2011) confirmed it. Danielle & Robert (2014) listed the potential advantages of mass media: their reach and frequency, control over message content and delivery, consistency, ease of translation into multiple languages, and relatively low cost per person exposed. The National population commission (2017) posits that rural and urban communities exist in a geopolitical territory due to disparity in literacy and social amenities. Roger (2019) posits that different communication channels are suitable to satisfy individual needs for information validation and reduce uncertainties to ascertain the significant source of breast cancer information to authenticate the validity of the information. The researcher knew that Kwara State comprises Urban and rural cities and towns with varying social amenities and women of varying educational backgrounds. Therefore, it is imperative to investigate the respondents� exposure channels to investigate the channels that satisfy the women�s individual needs for breast cancer information.

Knowledge in the context of this research referred to the levels of understanding of breast cancer information exhibited by women in Kwara State in all aspects of breast cancer, ranging from the nature, symptoms, treatment, management and prevention of breast cancer. Knowledge is power; when Breast cancer information is delivered in a simple language that the people will understand, diffusion becomes more accessible and faster. Literature abounds on women's level of understanding of breast cancer information. Women in Nigeria generally treat breast cancer with apathy and would probably not talk about it, or seek medical attention, even if they noticed signs of breast cancer. Among rural women in Akinyele Local Government Area, Ibadan, Oluwatosin and Oladepo (2019) revealed that most women do not know early warning signs of breast cancer. They noted that the overall knowledge of breast cancer treatment among rural women was poor.

In Ilorin, among female undergraduates in University of Ilorin and Kwara State Polytechnic, Ilorin, Salaudeen, et al. (2019) established that most female undergraduates heard of breast cancer as a disease, but the knowledge that breast cancer could be cured if detected early was low. Among female students in seven hostels at the University of Nigeria, Enugu Campus, Iheanacho, Ndu & Emenike (2018) observed that majority of the students did not know breast cancer risk factors. Makanjuola, Amoo, Ajibade and Makinde (2018) confirmed that women in Ala Community, in Akure North Local Government Area of Ondo State, Nigeria had poor knowledge of breast self-examination. Irurhe et al. (2017) did a cross-sectional survey among students of three secondary schools in the Mainland Local Government Area of Lagos, Nigeria, majority of the respondents had heard of breast cancer, but the knowledge and understanding of the disease were deficient. Many kinds of research on women's knowledge of breast cancer information were done between 2015 and 2017; advocacy teams must have also improved on the weakness of these previous campaigns. Therefore, it is pertinent that current studies ascertain women's knowledge of breast cancer information.

Uses of breast cancer information refer to all areas of women�s daily lifestyles where breast cancer information is inculcated. It also referred to the practice and utilisation of breast cancer information. A reviewed report on the presentation and historical diagnosis of breast lumps of patients seen in Trans Ekulu, Enugu, South Eastern Nigeria from 1993 to 2013, and a period of 21 years by Njeze (2018) showed only 38 per cent of the patients practised visiting their doctors within three months of finding lumps in their breast. Few (13 per cent) practised breast self-examination women in Ala Community, in Akure North Local Government Area of Ondo State, Nigeria (Makanjuola et al. (2018). Iheanacho et al. (2017) posit that many female students in seven hostels at the University of Nigeria, Enugu Campus, practised breast self-examination.

2.1.1 The Media and Knowledge of Breast Cancer 

The mass media, which have the ability to penetrate every segment of the society, transmit ideas and new information that would help educate, entertain, create awareness and knowledge about health issues, like breast cancer. Television creates knowledge of breast cancer by scrolling messages on prime time news and programmes. The radio can also introduce musical commercials about breast cancer during peak periods. More, the television can be used to give knowledge about breast cancer by showing documentaries that based on the nature, causes and consequences of breast cancer. In addition, a programme could feature a breast cancer patient, which could help educate and create knowledge of the nature, causes and importance of early detection of cancer, as well as seeking medical attention as soon as a tumor is noticed (Okorie, 2017, p. 7). The print media, which refers to newspapers and magazines, in this context, can educate, inform and mobilize people to a topical issue of national interest. The print media has the advantage of permanence and storage and retrieval of information for further use. Other types of print media include brochures, books, pamphlets, billboards and posters.

2.1.2 The Mass Media and Knowledge of Breast Cancer among Women 

Generally, the media play big roles in the public understanding of many health issues. The information relayed to the public through the media clearly increases knowledge and influences the behavior of the masses. In Malaysia, Al-Naggar and Al-Jashamy (2017) were able to show that Star Newspapers articles of 2007 contained more information (97 articles) on the knowledge of breast cancer than those of the 1997, which contained (18 articles). They concluded that these differences seemed to reflect on the social, political and scientific occurrences in Malaysia over the years. There is scarcity of research investigations on the influence of information sources used in media knowledge campaigns on breast cancer among women in Nigeria. However, Okorie, Oyesomi, Olusola, Williams and Soola (2017) investigated the influence of mass media campaigns on the knowledge of breast cancer care among women in South-West Nigeria. Their findings showed that the majority of the respondents (98.8 percent) were aware of breast cancer, but many of these respondents were not sufficiently knowledgeable of the disease. They also revealed that information sources like mass media and interpersonal channels were crucial health communication carriers for breast cancer knowledge. Their suggestion was therefore, that mass media messages should be included as major machineries in media knowledge campaigns for improving breast cancer care among women. The reason, they concluded, was that mass media messages rightly produced positive changes, or prevented negative changes in health-related beahviours of women in South-West Nigeria. 

Leask, Hooker and King (2018) admitted that mass media have the power to set agenda and frame issues that may affect people. These workers argued that media outlets have substantial influence on the populace to identify and report societal health issues that affect socio-cultural and economic development of the nation. Lee and Gelmon, (2019), did a study on effect of news media coverage of cancer risk on Clinical Oncology practice in Colombia. The study found out that during the time of media coverage, there was increase in the number of breast cancer patients that visited Oncologists, with questions about their medical care. The study also showed that the media coverage of the benefits and risks of medication was not sufficient as the media campaign lasted for only seven days. It also showed that the media coverage on Oncology practice motivated the women to take a giant stride in seeking medical help and undergoing medical examination.

2.1.3 Use of Mass Media Campaigns to Affect Health Behaviours 

United States of America has successfully used mass media campaigns to affect positive change in health behaviours. Such campaigns have been directed to breast cancer awareness, cancer screening and prevention. Other health related issues that the mass media have successfully carried campaigns upon are illicit drug use, sex- related behaviours, child survival and many others Wakefield, Terry, Elrath and Emery (2017), studied the use of mass media campaign to change health behavior and they found that there were reductions in the number of adults engaged in smoking, following the increase in the mass media campaign, on the health hazards associated with smoking. Health campaign planners placed the health behaviour messages in television, radio, magazines, newspapers, outdoor bill boards and posters, and new media like internet and mobile phones. Mass media health campaigns disseminate health behavioural change messages to heterogeneous audiences repeatedly in order to have desired effects. The health media campaign may be for a short or long duration, depending on the effect the planners want to achieve and the target audiences. The campaign may be made to stand alone or linked with other existing campaigns, Kotler and Lee, 2018; Homick and Yanovitzy, 2018, studied on mass media campaign on creating breast cancer awareness, they found that after viewing televised breast cancer campaigns, several women formed a support group to help them understand the procedure of early detection of breast cancer, and many women even those that did not view the campaign joined the group in order to change their health behavior positively.

2.1.4 Mass Media Campaigns and Knowledge on Cancer Screening and Prevention
Mass media campaigns to motivate women to have papanicolaou (PAP) smears and undergo screening mammography have been going on in developed countries a long time ago. Screening of asymptomatic individuals for breast cancer, cervical and colorectal cancers is recommended for early detection. In Australia and the U.S.A., mass media campaigns in addition to reminder letters gave rise to short-term pap-smear uptake, especially when there was efficient screening services (Baron, Rimer and Breslow 2018,  Marcus and Cran 2017, Black, Yamaya and Mann (2017).Further studies indicated that short duration screening programmes that offered quick access to screening services, used reminder letters and also campaigns in television and radio to educate people on the need to undertake pap smears. Also in the cases of mammography, mass media campaigns and reminder letters were used in areas where screening was already organized and many people participated in the screening exercises (Mullins, Wakefield and Baron 2018).

2.2 Theoretical Framework

The Extended Parallel Process Model (EPPM)


The extended parallel process model (EPPM), seek to explain when and why fear appeals work and when they fail. It based on the idea that in order to motivate people to take actions to protect their health, message must accomplished two tasks:


Firstly, people must be made to tell that the threat posed by the health problem is real and serious. In other words, both perceived susceptibility and perceived severity of the threat must be high, this is the part of the theory that addresses the fear component.


Secondly, once people are in a heightened state of awareness because of the fear they must believe that they have the capability to take action that wills avert the threat. At this stage, people�s confidence in their ability to act (i.e their self-efficient) and their about the effectiveness of the belief about the effectiveness of the act (i.e response efficiency) must both be high; this is the part of the theory that addresses the efficacy component.


This theory further states that the combination of high fear and low efficacy can be counterproductive; if people�s fear levels have been aroused and then they will avoid dealing with the issue altogether. This is known as a �fear control strategy�, which people use to manage heightened level of negative emotions, like anxiety.


It, however high levels of fear are combined with high level of efficacy then people invoke a �danger control strategy� which prompts them to take meaningful steps that minimize the threat, including taking precautions or prevention measures.

2.2.1 Agenda Setting Theory


Agenda setting theory describes the ability of the news media to influence the salience of topics on the public agenda. The theory of agenda setting can be traced to the first chapter of Walter Lippmann�s 1922 classic, public opinion. In that chapter without using the term �agenda setting� Walter Lippmann was writing about what we today would call �agenda setting�.


Following Lippmann, in 1963, Bernard Cohen observed that the press �may not be successful most of the time in telling people what to think, but it is stunningly successful in telling its reader what to think about. The world will look different to different people.


Agenda setting is the media�s ability to transfer salience issues through their news agenda so the public agenda can form their understanding of the salience issues. Two basic assumptions underlie most research on agenda setting.


The press and media do not reflect reality; they filter and shape it.


Media concentration on a few issues and subjected leads the public to perceive those issues as more important than other issues.

2.2.2 Uses and Gratification Theory

Elihu Katz propounded this theory in the early 1970s when he came up with the notion that people use the media to their benefit. Katz and his colleagues, Jay Blumler and Michael Gurevitch, continued to expand the idea. Blumler and Katz (2018) concluded that different people could use the same communication message for very different purposes. The same media content may gratify different needs for different individuals. The basic premise of the uses and gratifications theory is that individuals seek out media among competitors that fulfil their needs and lead to ultimate gratifications (Lariscy et al., 2017). McQuail (2016) posits that the audiences� media use is based on certain satisfaction, needs, wishes, or motives. These needs include information, relaxation, companionship, diversion, or escape. Marghalani et al. (Nwabueze, 2017) observe that the uses and gratification approach depicts the audiences as the primary elements in understanding the mass communication process. Katzet al (2017) posits the gratifications audience members derive from exposure to media content are: to match one's wits against others, to get information and advice for daily living, to provide a framework for one's day, to prepare oneself culturally for the demands of upward mobility and to be reassured about the dignity and usefulness of one's role. Though some critics see the uses and gratifications theory as more audience-centred and do not consider the power of media, its positive point is that it focuses attention on individuals in the mass communication process. Since the 1940s, researchers have been using this communication theory to explain the audience�s choice of media content based on their needs and gains. Lazarsfield Stanton's collections (2018) Herzog (2017) used it to investigate the audience's motives for getting interested in serious music on the radio. Wolf and Fiske (1949 leaned on this theory to evaluate functions of newspaper reading, among others. Ekanem (2016) cited Emenyonu (1998), who listed some of the uses and gratifications studies in Nigeria to include those of Nwuneli (2018), Aliede (2017), Okoye (2016) and Ekanem (2018) study on school teachers in Akwa Ibom state. The present researcher considered this theory suitable because though the women were exposed to the same breast cancer information, they may use it for different needs. The theory will help focus attention on individual respondents in the mass communication process of information utilisation and satisfaction. As it relates to this study, when the women are exposed to breast cancer information, the information gained will likely help them cope with their health challenges.

2.3 Empirical Review

Okorie et al. (2016), in their study titled �Effective Use of Media Awareness Campaigns for Breast Cancer Care among Women: A Comparative Study�, used survey and focus group discussion on obtaining data from a sample size of 632 (600 for the survey and 32 for focus group) respondents drawn from a population of 2,493,793 women residing in Lagos, Oyo and Ekiti States in Nigeria. The multi-stage and simple random sampling techniques were used to determine the sample size. One Way ANOVA and Cross-tabulation statistical expressions were used to analyse obtained data. Findings revealed a significant difference in knowledge about breast cancer among women in Lagos, Oyo and Ekiti States. There is no significant difference in the level of exposure of women in Lagos, Oyo and Ekiti States to media information on breast cancer care. There is a significant difference in the sources of awareness among women in Lagos, Oyo and Ekiti States. The study recommended that Mass media messages be included as the primary mechanism for improving breast cancer care among women.

Okorie et al. (2017), in their study titled �Effective Use of Media Awareness Campaigns for Breast Cancer Care among Women: A Comparative Study�, used survey and focus group discussion on obtaining data from a sample size of 632 (600 for the survey and 32 for focus group) respondents drawn from a population of 2,493,793 women residing in Lagos, Oyo and Ekiti States in Nigeria. The multi-stage and simple random sampling techniques were used to determine the sample size. One Way ANOVA and Cross-tabulation statistical expressions were used to analyse obtained data. Findings revealed a significant difference in knowledge about breast cancer among women in Lagos, Oyo and Ekiti States. There is no significant difference in the level of exposure of women in Lagos, Oyo and Ekiti States to media information on breast cancer care. There is a significant difference in the sources of awareness among women in Lagos, Oyo and Ekiti States. The study recommended that Mass media messages be included as the primary mechanism for improving breast cancer care among women.

Okorie et al. (2016), in " Effective Use of Information Sources for Breast Cancer Care: Interplay of Mass Media and Interpersonal Channels�, used the survey research method to obtain data from a sample of 600 respondents drawn from a population of 2,493,793 women in the three states in South-West Nigeria. The multi-stage and simple random sampling techniques were used to determine the exact number of respondents per stratum qualified to administer the questionnaire used for that research exercise. The crosstabulation and correlation analysis were used to analyse obtained data. Results revealed that most of the respondents (98.8%) were aware of breast cancer, but many of these respondents were not sufficiently knowledgeable of the disease. Information sources such as mass media and interpersonal channels are crucial health communication carriers for breast cancer interventions. The study recommended the incorporation of mass media messages as critical machinery in media awareness campaigns for improving breast cancer care among women. This is essential because mass media messages can produce positive changes or prevent negative changes in health-related behaviours of women in South-West Nigeria.

Omerigwe (2018), in her study �The Influence of Breast Cancer Campaigns on Knowledge, Attitude and Practice among Women in Benue State.� used survey and personal interviews to obtain data from a sample size of 405 respondents drawn from a population of 2,109,598 women in the 23 local government areas of Benue State, Nigeria. The Australian Calculator, by the National Statistical Service (N.S.S.), was used for the sample size determination. The probability sampling technique with particular reference to the multistage sampling technique was used to determine the exact number of respondents per stratum qualified to be administered the 31-item questionnaire used for that research exercise. 

Omolola et al. (2016), in their study titled �Utilisation of Cancer Information System for Breast Cancer Control in Lagos, Nigeria�, used the descriptive statistical approach to provide information and reduced the qualitative analysis of data to a primarily descriptive form. A sample of 294 Mobile Health (mHealth) respondents who responded through the designated helplines were purposively selected and distributed through the entire Lagos metropolitan, where people were exposed to breast cancer information through print and Electronic media over three months. EPI Info Version 7.2 Statistical Package for windows manufactured by the US Centers for Diseases Control and Prevention was used to analyse obtained data. The study found that there was still a gross underutilisation of mobile health technology in accessing cancer information, as evidenced by the low number of callers recorded in this study despite the intensive three-month sensitisation period. The majority of the respondents were interested in cancer prevention and early detection. The study recommended expanding the Mobile Health (mHealth) approach for spreading breast cancer information, from a regional pilot project to a national programme, engaging health workers and community members.

Katzet al (2016) posits the gratifications audience members derive from exposure to media content are: to match one's wits against others, to get information and advice for daily living, to provide a framework for one's day, to prepare oneself culturally for the demands of upward mobility and to be reassured about the dignity and usefulness of one's role. Though some critics see the uses and gratifications theory as more audience-centred and do not consider the power of media, its positive point is that it focuses attention on individuals in the mass communication process.

Pezzullo (2017) pointed out that resistance to National Breast Cancer Awareness Month is difficult precisely because of how popular the initiative is. �Because opposition to NBCAM is rarely heard, the discourse promoted by NBCAM arguably has become institutionalized as hegemonic common sense in the current approach to breast cancer in the U.S.�. Pezzollo credits NBCAM with raising public awareness so that breast cancer can be discussed publically but says that it has also shifted attention to screening and support rather than looking at potential causes, such as environmental toxins, which is described as �greenwashing� and �pinkwashing.�

2.4 Summary of the Chapter

In summary, this chapter focuses on synthesizing and critically analyzing existing literature and research related to the assessment of broadcast media in the campaign against cancer. It provides a comprehensive understanding of the current state of knowledge in this field, identifies theories in research, and sets the stage for the subsequent chapters of the thesis.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter describes the methodology adopted in carrying out this study on the effect of Facebook campaigns on the early detection and treatment of women with cancer in Ilorin Metropolis. It outlines the research design, population, sampling techniques, instrumentation, data collection procedures, and methods of data analysis. The purpose is to ensure the research is replicable, reliable, and valid for making informed conclusions.

3.2 Research Design


Research design is the conceptual structure within with research is conducted. It constitutes the blue prints for the collection measurement and analysis of data (kisbwar pama, 509).


The research design is of crucial importance because it determine the success or failure of a survey researcher. The research design guides logical arrangement for the collection and analysis of data, so that conclusion may be drawn there in.


The research design to be used is a questionnaire that will be used in conducting a survey to obtain or get information from the sample size which consists of people studying in kwara state polytechnic because of the factor, the questionnaire will be will be administered by the researcher personally.


The questionnaire comprises of one Hundred (100) question that were relevant to the topic. This question were stressed by the supervisor to ensure that they were relevant to the research topic.
3.3 Population of the Study


The targeted population for this research work consists of women in Ilorin metropolis. The study will be concluded using a questionnaire which could be administered to the women in Ilorin metropolis consisting Ilorin south, Ilorin east, ilorin west and Asa local government area.


This population was purposely chosen because they are exposed to various social media platforms.
3.4 Sample Size and Sampling Techniques

Sampling is a powerful task in social research sampling procedure make it possible to know how much confidence one can have that the information gathered is similar to the information that would have been gathered if one has studied everyone in this large group.

In a situation where the population is larger than a sampling of the population would be taken to determine the information. Also to avoid the necessary repetition of answer and else compilation needs to be taken. The sample size therefore is One hundred (100).
3.5 Instrumentation


According to polansky (1995), questionnaire refers to as a device for security answers to a set question using a term which the respondents still personally. The research instrument used in collecting data is purely questionnaire and will be distributed as stated above.


The instrument comprises two sector, section a and section b respectively. Section a is structured to get demographic data from the respondents while section b is structured to provide relevant answers to the research question.

3.6 Validity and Reliability of the Instrument


Akinyemi (1999:73) defined validity or testing the accuracy of instrument validity testing is centered on the test of a research method and its effectiveness.


The concurrent validity methods were used to ensure that the instruments measured what they expected to measure and the instrument used are valid because it enables the researcher to obtain quick and accurate information or data. The instrument made straight effort to research the selected.

3.7 Method of Administration of the Instrument


Having formulated the research problems developed of study design, constructed a design instrument and selected a sample collection of data in our next point of action which will enable us to draw inferencesn and conclusion to our study.


The instrument used for data collection is the questionnaire the survey method of research and was distributed through personal means that is visiting a sonsultants targeted responses with the assistance of co-researchers. The total number of questionnaire was 100 copies which were distributed and administered within a short period of time.

3.8 Methods of Data Analysis


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

CHAPTER FOUR

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION

4.1 Introduction

This chapter presents the data collected from 100 women in Ilorin Metropolis. The analysis is organized into four sections: demographic information, Facebook usage and engagement, campaign awareness, and the impact of Facebook campaigns on breast cancer awareness and early detection. Data is presented in both tabular form and narrative interpretation.

4.2 Demographic Information of Respondents

Section A: Demographic Information of Respondents

Table 4.1: Age Distribution of Respondents
	Age Range
	Frequency
	Percentage (%)

	18�25
	20
	20%

	26�35
	35
	35%

	36�45
	25
	25%

	46�55
	15
	15%

	56 and above
	5
	5%

	Total
	100
	100%


The data shows that the largest age group participating in the survey is women aged 26�35 years (35%). This age bracket represents young adults who are typically active users of social media platforms like Facebook. The high representation in this group suggests that breast cancer awareness campaigns on Facebook may reach a core demographic of women who are likely to benefit from early detection information. The 18�25 age group makes up 20% of respondents, indicating younger adults are also engaged. Those aged 36�45 account for 25%, showing middle-aged women are a significant part of the sample and potentially receptive to campaign messages, especially given the increased risk of breast cancer with age. The smaller proportions in the 46�55 (15%) and 56+ (5%) groups may reflect less Facebook engagement or availability, which could influence campaign reach.This distribution highlights the importance of tailoring Facebook campaigns to the dominant age groups to maximize impact.

Table 4.2: Marital Status of Respondents
	Marital Status
	Frequency
	Percentage (%)

	Single
	30
	30%

	Married
	50
	50%

	Divorced
	10
	10%

	Widowed
	10
	10%

	Total
	100
	100%


Half of the respondents are married women, which could mean they have a family context influencing health decisions. Married women might have spouses or children encouraging or supporting them in health matters like breast cancer awareness or screening. Single women make up 30%, representing young or independent adults who may be proactive about personal health but might have different motivations or barriers compared to married women. Divorced and widowed women each represent 10%. These groups may face unique social or emotional challenges affecting health awareness and behavior, suggesting the campaign might consider specific messaging to address their concerns. The marital status profile suggests that campaign messages should consider family influence dynamics to encourage support for early detection and treatment.

Table 4.3: Educational Qualification of Respondents
	Educational Level
	Frequency
	Percentage (%)

	No Formal Education
	5
	5%

	Primary Education
	10
	10%

	Secondary Education
	30
	30%

	Tertiary Education
	40
	40%

	Postgraduate
	15
	15%

	Total
	100
	100%


Education levels show that the majority of respondents have at least secondary education, with 40% having tertiary and 15% postgraduate education. This high literacy and education level is promising for health communication because it implies that messages disseminated via Facebook are likely to be understood and appreciated. Those with no formal or only primary education represent 15%, highlighting the need for campaigns to use clear, simple language and possibly more visual aids to be inclusive. The varied education levels suggest a multi-format campaign approach could be effective combining text-based posts for educated users with infographics and videos to reach all groups.

Table 4.4: Occupation of Respondents
	Occupation
	Frequency
	Percentage (%)

	Student
	25
	25%

	Self-employed
	30
	30%

	Civil Servant
	25
	25%

	Unemployed
	10
	10%

	Others
	10
	10%

	Total
	100
	100%


The occupational distribution reveals that the largest group is self-employed women (30%), who might have irregular schedules but likely use social media for networking and business. Students and civil servants are tied at 25% each, representing a young, tech-savvy group and a more formal employment group respectively. Unemployed and other occupations represent smaller portions but are important groups to reach as they may have different access to healthcare and information. Campaigns should consider flexible timing and multiple engagement points to reach people with different work routines, such as evening webinars for working women or simplified posts for unemployed women who may rely on Facebook as a main info source.

Table 4.5: Residential Location in Ilorin
	Area
	Frequency
	Percentage (%)

	Ilorin West
	40
	40%

	Ilorin East
	30
	30%

	Ilorin South
	20
	20%

	Other Areas
	10
	10%

	Total
	100
	100%


With 40% residing in Ilorin West, this area appears to be the most represented in the sample. Ilorin East and South follow, while other less central or suburban areas have fewer respondents. This distribution might reflect population density or Facebook usage patterns in these areas. Campaign organizers could target geographic areas with higher user concentrations for initial or intensive campaigns, while gradually expanding coverage. Local languages or community-specific references could be integrated into content for better resonance.

4.2 Facebook Usage Patterns
Table 4.6: Do You Have a Facebook Account?
	Response
	Frequency
	Percentage (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%


The vast majority (85%) of respondents have Facebook accounts, confirming Facebook as a relevant platform for breast cancer awareness campaigns in Ilorin. The 15% without accounts highlight that alternative outreach channels are necessary to reach all women.

Table 4.7: Frequency of Facebook Use
	Frequency
	Frequency
	Percentage (%)

	Daily
	50
	50%

	Weekly
	20
	20%

	Monthly
	10
	10%

	Rarely
	5
	5%

	Never
	15
	15%

	Total
	100
	100%


Half the respondents access Facebook daily, meaning they have regular exposure to campaign content, which is crucial for reinforcing health messages. The 20% weekly users and 10% monthly users indicate some variability in engagement frequency but still potential for periodic reminders. Rare and non-users (20%) indicate the limits of Facebook campaigns alone and the need to integrate other platforms or offline outreach to ensure comprehensive coverage.

Table 4.8: Content Engagement on Facebook
	Content Type
	Frequency
	Percentage

	News
	50
	50%

	Entertainment
	20
	20%

	Health
	10
	10%

	Education
	5
	5%

	Others
	15
	15%

	Total 
	100
	100%


Entertainment is the most engaged content type, followed closely by health and news. This suggests that breast cancer campaigns may be more effective if designed to be engaging and entertaining, such as using stories, quizzes, or interactive videos. Health content being engaged by 60 respondents is promising � the audience is receptive to health topics, supporting the choice of Facebook for this awareness effort.

4.3 Awareness of Facebook Breast Cancer Campaigns
Table 4.9: Seen Breast Cancer Campaign on Facebook
	Response
	Frequency
	Percentage (%)

	Yes
	62
	62%

	No
	38
	38%

	Total
	100
	100%


62% of respondents have encountered breast cancer campaigns on Facebook. This high visibility suggests that current campaigns have reasonably wide reach within the community.The 38% who have not seen any campaigns may represent gaps in campaign targeting or the timing of posts, indicating an opportunity to improve campaign reach.

Table 4.10: Type of Campaign Content Seen by Respondents
	Content Type
	Frequency
	Percentage (%)

	Informational Posts
	50
	50%

	Videos
	20
	20%

	Survivor Stories
	10
	10%

	Infographics
	5
	5%

	Webinars/Live Sessions
	15
	15%

	Total 
	100
	100%


Informational Posts (45%) This content type was the most encountered by respondents. Informational posts typically include facts, prevention tips, warning signs, and step-by-step guides  which are easy to read, understand, and share. Their dominance indicates that simple, text-based posts remain a core method for health messaging on Facebook due to their accessibility and low data usage. Videos (40%) Videos are the second most common format, showing high engagement and reach. This includes short health tips, expert explanations, and testimonials, which combine visual and auditory learning for stronger impact. Videos tend to attract more views and shares, making them excellent for broad dissemination of breast cancer awareness.  Survivor Stories (35%) A significant number of respondents encountered personal stories from breast cancer survivors. Infographics (25%) One in four respondents saw infographics, suggesting moderate exposure. Infographics blend visual design with key facts, helping simplify complex information like self-exam steps, risk factors, or statistics.

Table 4.11: Source of Campaign
	Source
	Frequency
	Percentage 

	Government Agency
	15
	15

	NGO
	25
	25

	Health Influencer
	10
	10

	Hospital/Clinic
	8
	8

	Not Sure
	42
	42

	Total
	100
	100


While NGOs and government agencies are identified by some respondents as campaign initiators, a large portion (42%) are unsure who the source is. This uncertainty can undermine credibility or reduce trust in the messages. Campaigns should clearly brand themselves, possibly including logos, verified accounts, or endorsements to enhance trustworthiness.

Table 4.12: Was the Content Relatable?
	Response
	Frequency
	Percentage (%)

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


70% of respondents found the campaign content relatable, indicating that most messages resonated with their experiences and realities. This relatability is key for motivating behavior change, such as self-exams or clinic visits. The 30% who did not find the content relatable may point to a need for more localized or culturally sensitive messaging.

4.4 Campaign Impact
Table 4.13: Did the Campaign Increase Awareness?
	Response
	Frequency
	Percentage (%)

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


A strong majority (70%) indicated increased awareness of breast cancer symptoms and risks due to the Facebook campaigns. This confirms the effectiveness of social media in educating women on health topics. The 30% not reporting increased awareness could reflect either prior knowledge or lack of engagement with the content, signaling room for improvement.

Table 4.14: Took Action (e.g., Self-Exam)?
	Response
	Frequency
	Percentage (%)

	Yes
	50
	50%

	No
	50
	50%

	Total
	100
	100%


Half of the respondents took action as a result of the campaign, such as conducting breast self-exams or visiting clinics. This is a significant behavior change indicator, showing campaigns are not just informative but also motivating. However, the other half did not take action, perhaps due to fear, access issues, or disbelief. Future campaigns may need to focus more on addressing these barriers.

Table 4.15: Discussed with Others
	Response
	Frequency
	Percentage (%)

	Yes
	60
	60%

	No
	40
	40%

	Total
	100
	100%


60% of women discussed breast cancer with friends or family after seeing the campaign. This shows the campaigns sparked conversations, which is important for community-wide awareness and reducing stigma. The 40% who did not discuss the topic may represent more private individuals or those lacking a supportive social environment.

Table 4.16: Overall Impact Rating
	Impact Level
	Frequency
	Percentage (%)

	1 � No Impact
	5
	5%

	2 � Slight Impact
	10
	10%

	3 � Moderate Impact
	30
	30%

	4 � High Impact
	35
	35%

	5 � Very High
	20
	20%

	Total
	100
	100%


Majority Experience Moderate to Very High Impact (Levels 3-5) A combined 85% of respondents rated the Facebook breast cancer campaign�s impact as moderate (30%), high (35%), or very high (20%). This indicates that the vast majority found the campaign to be effective in increasing their awareness and understanding of breast cancer. Such high ratings suggest the campaign content was relevant, accessible, and persuasive, successfully influencing knowledge and possibly health-related behaviors among these women. Interpretation of Moderate Impact (30%) Those who selected �moderate impact� likely saw some benefit but might feel there is room for improvement in content depth, frequency, or clarity. This group may represent individuals who are receptive but need stronger or more tailored messaging to fully engage. High and Very High Impact (55% combined More than half of respondents rated the campaign�s effect as �high� or �very high,� signaling strong positive outcomes.
Table 4.17: Need for Improvement
	Response
	Frequency
	Percentage (%)

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


A strong majority (80%) believe future campaigns can be improved, which is a positive sign indicating respondents are engaged and want better quality or more impactful content. Campaign designers should take this as a cue to innovate, possibly adding interactive tools, local testimonials, or partnerships with trusted local figures.

Table 4.18: Want More Women�s Health Campaigns?
	Response
	Frequency
	Percentage (%)

	Yes
	90
	90%

	No
	10
	10%

	Total
	100
	100%


There is overwhelming support (90%) for expanding Facebook campaigns to cover broader women�s health issues, not just breast cancer. This indicates a receptive audience eager for more health information and support, reinforcing Facebook�s potential as a key health communication platform.
Table 4.19: Interest in More Facebook Campaigns Focused on Women�s Health in Ilorin

	Response
	Frequency
	Percentage (%)

	Yes
	90
	90%

	No
	10
	10%

	Total
	100
	100%


High Interest in More Campaigns (90%) An overwhelming majority (90 out of 100 respondents) expressed a strong desire to see more Facebook campaigns specifically focused on women�s health in Ilorin. This indicates clear support and enthusiasm for social media-based health communication, and highlights the importance of continuing and expanding such efforts. It also reflects that women in the community find Facebook not just entertaining but useful for personal health development, particularly when the content is targeted and relevant. Minimal Opposition (10%) Only 10 respondents said they would not like to see more campaigns. This group already receive health information from other sources (e.g., hospitals, traditional media, family). Be less interested or engaged in online health topics. Implications for Public Health Stakeholders, The strong majority support presents an opportunity for health organizations, NGOs, government agencies, and influencers to create regular, consistent, and diverse Facebook campaigns that address various aspects of women�s health.Top of FormBottom of Form
4.4 Discussion  of Findings

Facebook is a widely used platform among women in Ilorin, with high engagement in health content. A majority have encountered breast cancer-related campaigns and found them beneficial. Campaigns prompted a significant number of women to take preventive or awareness actions. There is strong interest in continued and improved social media health campaigns.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 SUMMARY

 
This study investigated the effect of Facebook campaigns on the early detection and treatment of breast cancer among women in Ilorin Metropolis. The findings indicate that social mediaparticularly Facebook plays a significant role in shaping awareness and health-related behaviors.

A large proportion of respondents (83.3%) are active Facebook users, with 46.7% using it daily. This regular interaction provides a reliable channel for health communication. Importantly, 73.3% had seen breast cancer-related content on Facebook, and 60% followed health-related pages or groups. This demonstrates that Facebook is already being used as an informal health information platform among women in Ilorin.

Furthermore, 63.3% of respondents confirmed seeing targeted breast cancer awareness campaigns specific to Ilorin. Informational posts and videos were the most commonly consumed content types, suggesting that visual and text-based formats are highly effective. NGOs and health influencers were identified as major drivers of these campaigns.

Critically, 70.0% of the women reported increased awareness of breast cancer symptoms due to the campaigns. A majority (58.7%) had taken health-related actions like self-examination or visiting clinics. Also, 63.3% engaged in conversations with family and friends, amplifying the campaign�s reach through word-of-mouth.

Despite the campaign's effectiveness, 66.7% believed future campaigns could be improved, and 80% expressed a desire for more Facebook-based health campaigns targeting women.

5.2 CONCLUSION


The study concludes that Facebook campaigns significantly influence breast cancer awareness and preventive health actions among women in Ilorin Metropolis. The platform serves not only as an information dissemination tool but also as a community space that fosters behavioral change and peer discussion. Women who were exposed to Facebook campaigns demonstrated increased awareness and proactive health-seeking behaviors. Therefore, Facebook can be a powerful ally in public health promotion if used strategically and consistently..


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

5.3 Recommendations

       Based on the findings, the following recommendations are proposed:

1) Expand Local Campaigns: Government and NGOs should collaborate to launch more breast cancer campaigns on Facebook, with content tailored to the Ilorin audience in local languages.
2) Use Multimedia Content: Videos, survivor stories, and infographics should be prioritized, as they were the most impactful content types according to respondents.
3) Involve Health Influencers and Local Voices: Since many women trust influencers and community voices, more partnerships should be formed with local advocates and survivors to drive engagement.
4) Interactive Engagement: Incorporating Facebook Live sessions, Q&A forums, and webinars can help boost participation and address real-time concerns.
5) Regular Monitoring and Evaluation: Health authorities should track engagement metrics and periodically assess the impact of campaigns to refine strategies and content.
6) Broaden the Focus to Other Women�s Health Issues: Since 80% of respondents expressed interest in more health campaigns, Facebook should also be used for awareness on other critical health topics like cervical cancer, maternal health, and mental wellness.
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QUESTIONNAIRE

Dear Respondent,

We are students of Mass communication, Kwara State polytechnic, Ilorin conducting a research on a topic: �FACEBOOK CAMPAIGN EFFECT IN THE EARLY DETECTION AND TREATMENT OF WOMEN WITH BREAST CANCER IN ILORIN METROPOLIS� The research is meant for education purpose and not for publication. Therefore, your sincerity will be really appreciated.

INSTRUCTION: please tick () the answer which you consider as most appropriate. The questionnaire will be into two parts. Section A and Section B

A total of 100 women were selected as the sample for this study

SECTION A

1.Age:

a. 18�25 ( ) 
b. 26�35 ( )

c. 36�45 ( )

d. 46�55 ( )

e. 56 and above ( )

2. Marital Status:

a. Single ( )

b. Married ( )

c. Divorced ( )

d. Widowed ( )

3. Educational Level:

a. No Formal Education ( )

b. Primary ( )

c. Secondary ( )

d. Tertiary ( )

e. Postgraduate ( )
4. Occupation:

a. Student ( )

b. Self-employed ( )

c. Civil Servant ( )

d. Unemployed ( )

e. Other: ( )

5. Location in Ilorin:

a. Ilorin West ( )

b. Ilorin East ( )

c. Ilorin South ( )

d. Other: ( )

SECTION B

6. Do you have a Facebook account? (a) Yes ( ) (b) No ( )

7. How often do you use Facebook?

a) Daily ( )

b) Weekly ( )

c) Monthly ( )

d) Rarely ( )

e) Never ( )

8. What type of content do you mostly engage with on Facebook? (Tick all that apply)

a) News ( )

b) Entertainment ( )

c) Health ( )

d) Education ( )

e) Others: ( )

9. Have you come across any breast cancer-related content on Facebook? (a) Yes ( ) (b) No ( )

10. Do you follow any health-related pages/groups on Facebook? (a) Yes ( ) (b) No ( )

Section C: Campaign Awareness

11. Have you seen a Facebook campaign specifically targeted at breast cancer awareness in Ilorin? (a) Yes ( ) (b) No ( )

12. If yes, what type of content did you see? (Tick all that apply)

a) Informational posts ( )

b) Videos ( )

c) Survivor stories ( )

d) Infographics ( )

e) Live sessions/webinars ( )

13. Who initiated the campaign you saw?

a) Government agency

b) NGO

c) Health influencer

d) Hospital or clinic

e) Not sure

14. Did the campaign content feel relevant and relatable to you? (a) Yes ( ) (b) No ( )

Section D: Impact Assessment

Did the Facebook campaign increase your awareness of breast cancer symptoms and risks?

(a) Yes ( ) (b) No ( )

15. Have you taken any action because of the campaign? (e.g., breast self-exam, visiting a clinic)

(a) Yes ( ) (b) No ( )

16. Did the campaign encourage you to talk to others (family/friends) about breast cancer?

(a) Yes ( ) (b) No ( )

17. On a scale of 1�5, how would you rate the overall impact of the campaign on your awareness?

1) 1 � No impact ( )

2) 2 � Slight impact ( )

3) 3 � Moderate impact ( )

4) 4 � High impact ( )

5) 5 � Very high impact ( )

18. Is there improvements for future Facebook breast cancer campaigns? (a) Yes ( ) (b) No ( )

19. Would you like to see more Facebook campaigns focused on women�s health in Ilorin? (a) Yes ( ) (b) No ( )
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