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ABSTRACT
This study investigates the role of broadcast media in promoting gender equality in Nigeria, with specific focus on audience perception, media effectiveness, and the challenges encountered by media practitioners. Despite growing national and global awareness of gender inequality, Nigeria continues to experience disparities in representation, access to opportunities, and cultural biases influenced by tradition and religion. The mass media, particularly radio and television, play a strategic role in shaping public opinion, challenging stereotypes, and advocating for inclusive development. Using a quantitative research approach, data were collected through structured questionnaires administered to 80 respondents selected from diverse backgrounds. The findings reveal that the majority of respondents believe broadcast media regularly feature gender-related programs and have contributed to changing societal attitudes about gender roles. Moreover, many agreed that media campaigns have increased awareness of gender rights and promoted equal opportunities. However, the study also uncovered challenges such as cultural and religious constraints, limited funding, and lack of trained personnel in gender-sensitive reporting. The study concludes that while the broadcast media in Nigeria have made considerable contributions to promoting gender equality, more collaborative efforts are required to enhance their impact. Recommendations include increased funding, capacity building for journalists, policy enforcement, and strategic partnerships with NGOs and government agencies. The study underscores the potential of the media as a transformative tool for achieving gender parity in Nigeria.
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CHAPTER ONE
INTRODUCTION
1.1. BACKGROUND OF THE STUDY
Television has significantly influenced political communication and the dissemination of information in Nigeria over the past two decades. It provides a platform for engaging the public in political discourse, shaping opinions, and influencing perceptions of leadership. However, despite these advancements, gender inequality in the reporting of political office holders persists as a significant issue. Male politicians overwhelmingly dominate televised coverage, while female political office holders are often underrepresented or excluded, reflecting and reinforcing societal biases (Ogwezzy-Ndisika & Solomon, 2019).
Although television has the potential to democratize access to political discourse, it frequently mirrors entrenched gender disparities. In Nigeria, cultural norms, patriarchal structures, and historical gender biases limit the visibility and influence of female politicians in televised reporting. Men are often portrayed as the authoritative voices in leadership, marginalizing the contributions and perspectives of women in political roles (Salawu & Tiamiyu, 2021).
This lack of representation has profound implications. First, it reinforces stereotypes that associate leadership and governance with men, discouraging women from aspiring to political office. Second, it deprives the public of diverse perspectives on governance, as women often provide critical insights into policies that directly impact societal well-being, such as healthcare, education, and family welfare. Lastly, it diminishes the availability of role models for young women, limiting their ambitions and potential contributions to political leadership (Okon & Akpan, 2018).
The pursuit of gender equality is a fundamental component of modern societies, yet it remains a challenge in many countries, including Nigeria. Gender equality refers to the state in which individuals, regardless of their gender, have equal access to opportunities, resources, and rights. It is a principle deeply embedded in international frameworks such as the United Nations’ Sustainable Development Goals (SDGs), particularly Goal 5, which seeks to achieve gender equality and empower all women and girls. Despite these global commitments, Nigerian society continues to grapple with entrenched gender disparities that hinder progress in various sectors, including education, politics, economic participation, and health. Broadcast media, an essential facet of modern communication, holds a significant position in addressing these disparities. It serves as a tool not just for information dissemination but also for shaping public perceptions, influencing behavior, and creating societal norms. In Nigeria, television and radio—the two main forms of broadcast media—reach millions of people daily, transcending linguistic, cultural, and socio-economic barriers. This reach makes broadcast media a formidable platform for driving social change, including the promotion of gender equality.
Historically, Nigerian culture has been predominantly patriarchal, with societal norms dictating strict gender roles. These norms have often relegated women to secondary positions in education, leadership, and economic participation, while simultaneously imposing restrictive expectations on men. The media, both as a reflection and an influencer of society, has sometimes perpetuated these stereotypes through programming and advertising content. However, as society evolves and awareness of gender equality grows, the media has increasingly been recognized as a potential agent of change. The role of broadcast media in promoting gender equality involves challenging deep-seated stereotypes, amplifying the voices of women and girls, and advocating for equal rights and opportunities. Through documentaries, news reporting, talk shows, and public service announcements, the media can highlight issues such as gender-based violence, unequal pay, limited political representation, and cultural practices that marginalize women. Additionally, it can showcase stories of successful women in leadership, education, and entrepreneurship, offering role models for younger generations and encouraging broader societal acceptance of gender equality.
Despite its potential, the effectiveness of broadcast media in promoting gender equality in Nigeria is influenced by several factors. These include the level of media literacy among the population, the ownership and control of media outlets, and the willingness of media professionals to prioritize gender-sensitive content. Moreover, the pervasive influence of cultural and religious norms often poses challenges to the media's efforts in advocating for gender equality. Globally, the media has played a transformative role in advancing gender equality. For instance, campaigns such as the United Nations' HeForShe movement have leveraged media to engage men and boys in the fight for gender equality. In Nigeria, however, the impact of broadcast media has been uneven, with successes in urban areas often counterbalanced by persistent challenges in rural communities, where access to media is limited, and traditional norms are deeply entrenched. The introduction of this study focuses on situating the issue of gender equality within the Nigerian context, emphasizing the significance of broadcast media as a critical instrument for social change. It acknowledges the systemic barriers that hinder progress while highlighting the opportunities for broadcast media to bridge the gender gap. By examining the contributions of Nigerian television and radio, this study aims to provide insights into how media platforms can be harnessed more effectively to promote gender equality and foster a more inclusive society.
In a country as diverse as Nigeria, the role of media is even more pronounced, given its ability to reach people across different cultural and geographical divides. The media's power to inform, educate, and entertain places it in a unique position to challenge the status quo and influence attitudes toward gender roles and expectations. For instance, radio programs in local languages can address rural audiences on topics such as women’s rights, health, and education, while television dramas and documentaries can challenge stereotypes by portraying women in empowered roles.
Furthermore, the rise of digital platforms has expanded the reach and scope of broadcast media. Social media, podcasts, and online streaming services are now being integrated with traditional media, creating new opportunities for advocacy and engagement. However, these developments also require broadcasters to navigate issues such as misinformation, sensationalism, and bias, which can undermine efforts to promote gender equality. The introduction underscores the critical need to leverage broadcast media as a tool for gender advocacy in Nigeria. It highlights the dual nature of media as both a reflection of societal norms and an instrument for societal transformation. While acknowledging the challenges, this study emphasizes the importance of a proactive approach in utilizing broadcast media to educate, inspire, and mobilize the public toward a more equitable future.
This chapter sets the stage for an in-depth exploration of the contributions of broadcast media in promoting gender equality in Nigeria. It situates the research within the broader discourse on media and development, focusing on the unique challenges and opportunities presented by the Nigerian socio-cultural context. By doing so, it provides a comprehensive foundation for understanding the transformative potential of broadcast media in addressing one of Nigeria's most pressing social issues. Nigeria, with a diverse cultural heritage, is marked by a patriarchal structure that has historically relegated women to subordinate roles. Despite constitutional guarantees of equality and various international commitments, including the adoption of the United Nations’ Sustainable Development Goal 5 (SDG 5) aimed at achieving gender equality, progress remains slow.
Broadcast media, as a pervasive medium of communication, has long been used to inform, educate, and entertain. It reaches millions of Nigerians daily, cutting across age, gender, and socio-economic barriers. With its wide reach and influential nature, broadcast media has the capacity to reshape narratives, challenge discriminatory practices, and highlight the achievements of women, thereby promoting gender equality. Globally, media campaigns and programming have successfully addressed gender disparities in areas such as education and political participation. In Nigeria, however, traditional norms, limited media access in rural areas, and gender bias within the media industry itself have posed challenges to these efforts. Nonetheless, there is growing recognition of the transformative potential of broadcast media in addressing gender inequalities.
The struggle for gender equality in political representation is not a recent phenomenon. Historically, women have been excluded from political participation. In ancient Greece, women, along with slaves and foreigners, were barred from participating in the Polis—the center of democratic discourse. This exclusion laid the foundation for institutionalized gender discrimination, which continues to manifest in various forms globally, including in Nigeria (Nwafor & Okeke, 2021).
International frameworks such as the 1979 United Nations Convention on the Elimination of All Forms of Discrimination Against Women (CEDAW) emphasize the need to eliminate gender biases and stereotypes. Nigeria ratified CEDAW in 2004 and the Protocol to the African Charter on Human and Peoples' Rights in 2005, committing to gender equality. However, these commitments often remain unfulfilled in practice. Contradictory statutory,
customary, and religious laws especially in regions dominated by Sharia law exacerbate gender disparities, particularly in media representation of political office holders (Onabajo & Oyewole, 2022).
Socio-economic and cultural challenges, coupled with limited education and deeply ingrained patriarchal norms, further hinder women’s participation in politics and their representation in media. Television, as a critical platform for political reporting, amplifies these biases by underrepresenting women in its coverage of political office holders, thereby perpetuating inequality (Afolabi & Adetunji, 2018).
This study examines television’s dual role as a medium for political discourse and a reinforcer of gender biases. By investigating the extent of gender inequality in the televised reporting of political office holders, it aims to uncover the factors behind these disparities and propose strategies to foster a more inclusive media environment. Ultimately, this research seeks to highlight how television can either perpetuate or challenge gender inequality in political leadership.
1.1 Statement of the Problem
Despite television’s pivotal role in political communication in Nigeria, gender inequality in the reporting of political office holders remains a significant issue. Female political leaders are often marginalized in television coverage, with male politicians dominating the narrative and shaping perceptions of political leadership. This underrepresentation of women’s voices contributes to an imbalance in how political office holders are portrayed and perceived by the public (Ogwezzy-Ndisika & Solomon, 2019).
Female politicians and journalists face unique challenges, including systemic discrimination, societal bias, and limited access to media platforms. These barriers discourage their active participation and further entrench the perception of politics as a predominantly male domain. Cultural norms and institutional practices in Nigeria exacerbate this issue, undermining the credibility and visibility of women in political reporting (Afolabi & Adetunji, 2018).
The lack of institutional support for equitable gender representation in political reporting intensifies these disparities, perpetuating stereotypes that politics and leadership are exclusively male endeavors. This not only limits the diversity of perspectives available to the public but also discourages young women from aspiring to political leadership roles (Okon & Akpan, 2018).
This study seeks to examine the systemic challenges contributing to gender inequality in the television coverage of political office holders, analyze the role of television in perpetuating or mitigating these disparities, and propose actionable strategies for fostering a more balanced and inclusive media environment (Onabajo & Oyewole, 2022).
1.2 Research Objective
The main objective of this study is to analyze the impact of television on gender inequality in the reporting of political office holders in Nigeria.
The specific objectives are:
i. To assess the representation of male and female political office holders in television reporting.
ii. To identify factors contributing to gender disparities in televised political reporting.
iii. To examine challenges faced by female politicians and journalists in accessing television platforms.
1.3 Research Questions
This study seeks to answer the following research questions:
i. How are male and female political office holders represented in television reporting in Nigeria?
ii. What factors contribute to gender inequality in televised political reporting?
iii. What challenges do female politicians and journalists face in accessing television platforms?
1.4 Significance of the Study
This study is significant as it examines the intersection between television and gender inequality in the reporting of political office holders in Nigeria. By analyzing the factors contributing to the underrepresentation of female political leaders and journalists in televised political discourse, it provides insights into how television can either perpetuate or challenge gender biases in the political landscape.
The findings of this study contribute to the growing body of knowledge on gender, media, and political representation. They aim to inform policies and strategies that promote gender equality in the media, particularly in the reporting of political office holders.

Furthermore, the study highlights the unique challenges faced by female politicians and journalists, advocating for institutional reforms and the creation of a supportive environment within television networks to ensure equitable representation.
This research also seeks to influence societal perceptions of gender roles in political leadership, encouraging a more balanced and inclusive portrayal of women in positions of power. By addressing these issues, the study underscores the role of television as a potential catalyst for fostering gender equity in political reporting and governance.
1.5 Scope of the Study
This study focuses on the impact of television on gender inequality in the reporting of political office holders in Nigeria, analyzing major television networks that broadcast political programs. Geographically limited to Nigeria, the study examines political reporting from 2015 to the present a period characterized by significant developments in television’s influence on political communication.
The study explores the challenges faced by female political office holders and journalists, including issues such as discrimination, limited visibility, and societal biases that hinder their representation. It also examines the role of cultural norms and institutional practices in shaping gender disparities in televised political reporting.
1.6 Definition of Key Terms
Television: A medium of communication that broadcasts audiovisual content, shaping public opinions on political matters.
Gender Inequality: The unequal treatment or representation of individuals based on gender, particularly in political reporting.
Political Office Holders: Individuals elected or appointed to govern, including their visibility and portrayal in media.
Representation: The presence and participation of individuals in political discourse or media. Cultural Norms: Societal beliefs and practices influencing gender roles in political and media contexts.
Media Bias: The tendency to favor certain perspectives or groups, often leading to underrepresentation or misrepresentation of women in media.
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CHAPTER TWO
LITERATURE REVIEW
2.1 INTRODUCTION
In Nigeria, the role of the media in shaping public perceptions of political office holders is undeniable. Among various media platforms, television has a prominent role in informing, educating, and influencing public opinion. However, the representation of gender in political reporting on television has raised significant concerns, particularly regarding gender inequality. This chapter examines how television reporting contributes to or mitigates gender inequality in the representation of political office9 holders in Nigeria. By reviewing the theoretical and empirical foundations of this issue, the chapter seeks to address the complexities involved in the portrayal of male and female politicians.
2.2 CONCEPTUAL REVIEW
2.2.1 	Concept of Television 
Television remains one of the most influential forms of mass media in Nigeria, shaping public opinion and perceptions on various societal issues, including gender representation in politics. As a visual and widely accessible medium, television has the unique capacity to challenge or reinforce existing gender stereotypes. When reporting on political office holders, the portrayal of men and women in leadership roles often reflects societal norms, which can either advance or hinder progress toward gender equality. For example, studies show that women politicians in Nigeria receive less media coverage compared to their male counterparts, and the nature of this coverage is often biased, focusing on their appearance or personal lives rather than their policy initiatives (Ibrahim & Salihu, 2019).
The underrepresentation of women in political reporting on Nigerian television reflects broader societal challenges. Women constitute nearly 50% of Nigeria’s population but hold only about 6% of elected offices, as reported by the Inter-Parliamentary Union (IPU, 2023). Television, by not adequately highlighting this disparity or by failing to provide balanced coverage of women in leadership, perpetuates the notion that politics is a male-dominated field. Media experts argue that the lack of consistent coverage of women politicians discourages young girls and women from aspiring to leadership positions, reinforcing a vicious cycle of exclusion (Arowolo & Aluko, 2021).
However, television also has the potential to serve as a tool for change by amplifying the voices of women in politics. Programs and documentaries that showcase the achievements of women leaders can challenge stereotypes and inspire societal acceptance of women in leadership roles. For example, the National Television Authority (NTA) has, on occasion, featured profiles of prominent women leaders such as Amina Mohammed and Ngozi Okonjo-Iweala. These initiatives underscore the importance of visibility in breaking down gender barriers in political reporting (Ezeigbo, 2020).
The framing of political narratives on Nigerian television often determines public perception. When female politicians are subjected to biased reporting, such as being portrayed as less competent or being overshadowed by male counterparts, it undermines their credibility in the eyes of the public. Media watchdogs have called for more gender-sensitive reporting, urging television stations to provide equitable airtime and to focus on the professional achievements of female political office holders rather than perpetuating sexist tropes (Ojebode et al., 2022).
Television plays a critical role in shaping public perceptions of gender equality in Nigeria’s political sphere. While the current state of reporting often reinforces existing disparities, there is potential for television to drive social change by promoting balanced and unbiased representations of women in politics. For this to be achieved, broadcasters must adopt gender-sensitive policies, and advocacy groups must continue to hold the media accountable for equitable reporting practices (UNESCO, 2023).
Television has long been a powerful medium for shaping public opinion, especially in a diverse and politically vibrant country like Nigeria. Its influence extends to how gender roles are perceived in leadership and governance. However, in Nigeria, the portrayal of political office holders on television often reflects deep-seated societal biases that marginalize women and reinforce traditional gender roles. Studies reveal that Nigerian television networks disproportionately feature male political leaders in their programming, with women receiving minimal airtime and coverage, often limited to soft news or human-interest stories (Ibrahim & Salihu, 2019). This imbalance perpetuates the stereotype that governance and politics are predominantly male domains, hindering efforts toward achieving gender equality.
The gender disparity in television reporting is further exacerbated by the framing of stories related to female politicians. When women in political offices are covered, the focus often shifts to their personal lives, appearance, or emotional responses, rather than their policies, initiatives, or achievements. This type of coverage trivializes their contributions and reinforces patriarchal perceptions. For instance, during the 2019 general elections, women candidates such as Oby Ezekwesili were often subjected to gendered commentary and questioned about their capability to lead, whereas their male counterparts faced more issue-based scrutiny (Arowolo & Aluko, 2021). This biased approach undermines the credibility of female politicians and discourages women from aspiring to political leadership.
Despite these challenges, television holds immense potential to be a catalyst for change. With its wide reach and visual appeal, it can be leveraged to promote gender equality by showcasing the achievements of women leaders and normalizing their presence in governance. Programs such as interviews, documentaries, and debates that highlight the contributions of women in politics can help reshape societal attitudes. For instance, platforms like Channels Television and TVC News have occasionally featured women leaders like Amina Mohammed and Stella Oduah, showcasing their professional accomplishments and impact on national development (Ezeigbo, 2020). However, such efforts remain sporadic and insufficient to effect widespread change.
Moreover, the narratives surrounding women in politics on Nigerian television often fail to address the systemic barriers they face, such as cultural discrimination, lack of funding, and violence during elections. By ignoring these issues, television inadvertently normalizes the status quo and fails to spark the much-needed national conversation on gender equality in politics. Research indicates that comprehensive and balanced reporting, which sheds light on the systemic challenges faced by female politicians, can influence public opinion and foster greater acceptance of women in leadership roles (Ojebode et al., 2022).
Television networks also play a significant role in setting the agenda for public discourse. By prioritizing gender-sensitive reporting, they can influence policymakers to enact laws and policies that support women in politics. For instance, through investigative journalism and advocacy programs, television stations can spotlight the underrepresentation of women in political offices and call for reforms such as gender quotas, which have been successfully implemented in countries like Rwanda and South Africa (IPU, 2023). Such reporting not only informs the public but also pressures stakeholders to prioritize gender equality in governance.
In addition to content, the diversity within the media industry itself matters. The lack of women in leadership positions within television stations contributes to the biased reporting of women in politics. Research shows that male-dominated editorial boards and production teams are less likely to prioritize gender-sensitive stories (UNESCO, 2023). Promoting gender equality within the media industry can lead to more balanced reporting and greater representation of women’s voices and perspectives.
While television in Nigeria has historically contributed to perpetuating gender biases in political reporting, it also holds the potential to drive transformative change. By adopting gender-sensitive reporting practices, amplifying the achievements of women in leadership, and addressing systemic barriers, television can become a powerful tool for promoting gender equality in Nigeria’s political landscape. To achieve this, media organizations must commit to equitable coverage, civil society must advocate for accountability, and the government must support policies that encourage balanced representation in the media and politics. Only through such concerted efforts can television fulfill its potential as a catalyst for gender equality in political reporting.
2.2.2 Gender Inequality
Gender inequality refers to the unequal treatment of individuals based on their gender, leading to disparities in opportunities, rights, and resources. In political contexts, gender inequality manifests in several forms, including the underrepresentation of women in political office, biased media coverage, and stereotypical portrayals of women in politics. These disparities have long-term implications for women’s political participation and societal progress.
In Nigeria, where traditional gender roles often influence societal expectations, women have historically faced significant barriers to entering politics. These include cultural beliefs about women’s roles in the home and family, lack of access to resources, and systemic biases that discourage or prevent women from pursuing political careers. Television, as a mainstream medium, can either perpetuate these inequalities or contribute to breaking down the barriers women face in politics.
2.2.3 Political Reporting
Political reporting on television involves the media’s coverage of political events, individuals, and issues. Television as a medium is particularly influential due to its broad reach and emotional engagement through visual storytelling. Political reporters and analysts use television to shape the public’s understanding of political figures, policies, and elections. However, the way male and female political figures are portrayed can be quite different, with men often receiving more serious and in-depth coverage compared to women, who might be portrayed through more superficial or stereotypical lenses.
In the Nigerian context, political reporting on television has often been shaped by the sociopolitical environment. This includes government control or influence over media outlets, political party affiliations, and regional biases. Gender disparities in political reporting are, thus, often compounded by these contextual factors.
2.2.4 Media Representation
Media representation refers to the ways in which people, ideas, and events are portrayed in the media. In the case of political office holders, representation can either reinforce or challenge gender norms. Television, being a visual medium, plays a significant role in shaping societal perceptions of both male and female political figures. Media representation, particularly in television, influences how political figures are viewed by the public, impacting voter preferences, political support, and the career trajectories of politicians.
Gender inequality in media representation can take various forms. For example, women in politics may be depicted in ways that focus on their appearance, emotions, or family roles, rather than their political ideas, achievements, or leadership qualities. On the other hand, men in political office may be portrayed as more authoritative, competent, and influential, reinforcing gender stereotypes that marginalize women.
2.3 THEORETICAL FRAMEWORK
To analyze the impact of television on gender inequality in political reporting, we must consider various theoretical perspectives. These theories help us understand the underlying mechanisms of media representation and its effects on gender dynamics in politics.
2.3.1 Feminist Media Theory
Feminist media theory offers an important framework for understanding gender inequality in media representations. This theory critiques the ways in which media perpetuates patriarchal values, often by sidelining women or reducing their representation to traditional gender roles. Feminist scholars argue that the media has historically been controlled by men, which has led to the underrepresentation or misrepresentation of women, particularly in leadership roles.
Feminist media theory emphasizes that media content is not neutral but shaped by power structures that reflect and perpetuate gender inequalities. In the case of political office holders in Nigeria, feminist media theory would suggest that the portrayal of women politicians on television is influenced by both patriarchal power structures and broader societal norms. This theory provides a lens through which to examine how television reporting can either challenge or reinforce gender stereotypes.
2.3.2 Social Cognitive Theory
Social cognitive theory, proposed by Albert Bandura, suggests that people learn behaviors and norms by observing others. In the context of television, viewers often learn about political roles and behaviors through the portrayal of political figures. If television portrays women in politics as ineffective, overly emotional, or dependent on male counterparts, viewers may internalize these stereotypes, leading to gender biases in political engagement and support.
This theory highlights the importance of media as a tool for socialization and its potential role in either reinforcing or changing gender norms. Social cognitive theory suggests that positive portrayals of female politicians on television could lead to a shift in societal expectations and, ultimately, greater gender equality in political representation.
2.3.3 Cultivation Theory
Cultivation theory, developed by George Gerbner, posits that long-term exposure to media content can shape individuals’ perceptions of reality. In the context of television reporting on politics, this theory suggests that repeated exposure to certain portrayals of male and female political office holders can shape the public’s understanding of gender roles in politics.
In Nigeria, where television is a major source of news and information, cultivation theory implies that if television continually presents men as dominant figures in political office and women as passive or subordinate, it could perpetuate gender inequality in political engagement. This effect may be particularly pronounced in rural areas or among less-educated populations, who rely heavily on television for political information.
2.4 EMPIRICAL REVIEW
The empirical review examines existing studies and research that address the role of television in gender inequality, with a particular focus on political office holders in Nigeria. These studies provide insights into how gender disparities manifest in media representations and their implications for political participation and public perception.
2.4.1 Television and Gender Representation in Nigerian Politics
A number of studies have highlighted the gender imbalance in Nigerian political reporting, with female politicians receiving less media attention than their male counterparts. According to research conducted by Ibrahim et al. (2016), Nigerian television often marginalizes women in politics by focusing more on the achievements of male politicians. This underrepresentation is particularly evident during election periods, where female candidates struggle to gain visibility in the media. The study found that when female politicians are featured, the coverage tends to focus on their physical appearance, emotional responses, or personal life, rather than their political views or actions.
Furthermore, Edegoh and Ogu (2019) conducted an analysis of political news content on Nigerian television channels and found that political stories involving women were often relegated to short segments, with limited airtime compared to stories about male politicians. This disparity in coverage has serious implications for how the public perceives female politicians and their ability to perform in political office.
2.4.2 Television as a Tool for Gender Equality
While television has often perpetuated gender inequality, it also holds potential as a tool for promoting gender equality. Okoro and Adiele (2020) conducted a study on the role of media in promoting female political participation in Nigeria and found that television campaigns highlighting the achievements of female politicians led to an increase in public support for women in leadership roles. These campaigns, which used positive portrayals of women as competent, strong leaders, contributed to a shift in public attitudes towards women in politics.
Similarly, Ogunleye (2018) found that when television programs feature female politicians in leadership roles, they help to break down stereotypes about gender and politics. The study observed that female politicians who received positive media coverage were more likely to inspire other women to pursue political careers. These findings suggest that television can play a transformative role in shaping perceptions of gender in politics, provided that the portrayal of female politicians is fair, balanced, and empowering.
2.4.3 Comparative Studies on Gender Representation in Media
International studies have also provided valuable insights into the impact of media, particularly television, on gender inequality in political reporting. Research conducted in countries such as the United States and the United Kingdom reveals similar patterns of gender disparity in political coverage. For example, Djerf-Pierre (2017) found that women in politics were often subjected to more personal and appearance-based coverage compared to their male counterparts. This type of reporting perpetuates the idea that women’s value lies in their looks and personal life, rather than their political abilities.
Such findings are corroborated by Carlin and Winfrey (2020), who found that women in politics were frequently depicted in ways that reinforced traditional gender norms. These studies underscore the importance of examining gender in political reporting across different cultural contexts, as they offer valuable lessons for understanding the dynamics of television coverage in Nigeria.
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CHAPTER THREE
3.0. INTRODUCTION
This chapter outlines the research methodology used in investigating the impact of television on gender equality in reporting political offices holders in Nigeria. The methodology includes research design, population of the study, sampling techniques, data collection methods, and data analysis procedures. These components are structured to ensure that the research objectives are effectively addressed.
3.1.	RESEARCH DESIGN
Ilorin is the capital city of Kwara State, located in Nigeria’s North-Central region, has been grappling with the menace of gender equality, a crime that threatens public safety and disrupts socio-economic stability. In recent years, the state has witnessed a significant rise in the incidence of gender superiority, with many individuals being taken for ransom, while others face unimaginable physical and emotional trauma. As a response, various advocacy and awareness initiatives have been launched, one of the most prominent being television campaigns. This chapter delves into the role of radio advocacy in combating kidnapping in Kwara State, focusing on the methods employed, effectiveness, and public reception of such campaigns.
3.2. RESEARCH METHOD
This is a description where one study a large population and researchers have to sample some portion of the population and generalize. It is a study that investigates the existing characteristics of large group of persons, objects or situation by collecting data from a portion of peoples or situation.
Olayiwola (2007) put it that survey research is a research method that describes a given state of affairs at a particular time. It is commonly involved gathering data from a population at a period from the total population a carefully selected sample having fact and characteristics techniques.
3.3. POPULATION OF STUDY
Population, according to Euborowalai (2003. 15) refers to the entire subject whom the researcher is investigating or any group of persons or organization being studied by on in investigator that constitute the population. This research work is to research on the effect of social media on disseminating health information in Nigeria and kwara state will be used as case of study, therefore the population of this study comprises of all the residents in Ilorin, kwara state.
As of the 2006 national census, Kwara State had a population of approximately 2.37 million people. Estimates for 2024 suggest  that the population of Ilorin, the capital city of Kwara State, is around 1,063,710.
Please note that these figures are based on estimates and may not reflect the most current population data. From the populations, the research will use random sampling out of 2.37 residents in the state, some selected area within Ilorin will be selected and 100 questionnaires will be distributed among the respondents from those that will make themselves available.
3.4.	SAMPLING TECHNIQUES AND SAMPLING SIZE
Sampling Techniques and Sample Size: The purposive sampling technique was used to select respondents who are active users of social media and have interacted with radio advocators.  
Sample size: A total of 100 respondents were targeted, including 100 general radio advocators in Ilorin metropolis.
A multi-stage sampling technique was employed to select the sample for the study. This technique ensures that the sample is representative of the diverse population of Kwara State. The stages involved are as follows:
Stage One: Stratification by Senatorial Districts Kwara State is divided into three senatorial districts: Kwara North, Kwara Central, and Kwara South. These districts represent distinct geographical and socio-political zones within the state. Stratification ensures that all regions of the state are included in the study, thus enhancing the representativeness of the sample.
Kwara State, located in western Nigeria, is divided into three senatorial districts: Kwara North, Kwara Central, and Kwara South. As of the 2006 national population census, the state had a population of approximately 2.4 million people. 
Kwara Central comprises four Local Government Areas (LGAs): Ilorin East, Ilorin West, Ilorin South, and Asa. This district has a combined population of about 2 million residents. 
Specific population figures for Kwara North and Kwara South are not readily available in the provided sources. However, considering that the total population of Kwara State was about 2.4 million in 2006, and Kwara Central alone accounts for approximately 2 million, this suggests that the populations of Kwara North and Kwara South are relatively smaller.
Stage Two: Random Selection of Local Government Areas (LGAs) From each senatorial district, two LGAs were randomly selected using a simple random sampling technique, which are Ilorin west and Ilorin East. This stage reduces bias and ensures that each LGA within a district has an equal chance of being selected. The random selection allows for a broad representation of urban and rural settings within the state.
Stage Three: Purposive Selection of Respondents Within the selected two LGAs, a purposive sampling technique was used to identify specific categories of respondents relevant to the study. These include radio listeners, victims of kidnapping, media practitioners, and law enforcement officials. Purposive sampling was chosen to target individuals who have direct experience or knowledge of the issues under investigation. Efforts were made to ensure diversity in terms of age, gender, and socioeconomic status among respondents.
Stage Four: Determination of Sample Size A total of 100 respondents were selected as the sample size for the study. This number was determined using Yamane’s (1967) formula for sample size calculation, ensuring an adequate and statistically valid sample for analysis. The distribution of respondents across the two selected LGAs was proportional to the population size of each area.
This multi-stage sampling approach ensures a comprehensive and systematic selection process, providing a balanced representation of the study population.
In the selection of the sample, the researcher was sensitive to the two important qualities of research information, validity and reliability. To ensure that valid and reliable information was got, the sample size generalized the result to get to the larger population.
The sampling technique used was the simple random sampling. However while sampling, the researcher considered the personal differences such as age, sex, marital status, occupation and academic qualification, which involves civil servants, traders, military bodies and paramilitaries among other professionals.
3.4 INSTRUMENTATION
This research design is descriptive and expository in nature, questionnaire will be used as instrument out data with the respondents opinions or views on the “IMPACT OF TELEVISION ON GENDER EQUALITY IN REPORTING POLITICAL OFFICES HOLDERS IN NIGERIA”.
3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT 
Validity is concerned with the ability of a research instrument to measure that it has design to measure i.e. how will it measure that it is supposed to measure? Does the instrument measure what is supposed to measure.
This instrument is valid because the questionnaire is protested and the questions were given the desired result moreover the question were crossed checked by the supervisors to give instrument validity on the basis of the above the instrument is therefore valid.
3.6 METHOD OF ADMINISTRATION OF INSTRUMENT
The instrument used in the study is questionnaire and it will be distributed through personal visit and consultation we will consult various respondents at different state in the country. Therefore, the total two hundred (200) questionnaire paper will be distributed and administered within a reasonable period of time.
3.7 METHOD OF DATA ANALYSIS 
To make the analysis of the media collection simple, frequency count was used, the statistical computation was done manually, furthermore, table as part of the descriptive statistical techniques was used mostly to best  the research, questions and each respondent were scared accounting to the basis or frequency distribution and sample percentage were corrupted from distributed.
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CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.0. Introduction
This chapter presents, analyzes, and interprets the data collected through a structured questionnaire distributed to respondents. The questionnaire comprised two major sections: Section A (Demographic Information) and Section B (Responses Based on Research Objectives). The analysis involves the use of frequency tables and percentages, with interpretations that align with each research objective. The goal is to understand how the broadcast media promote gender equality in Nigeria and the perception of the audience regarding these efforts.
4.1. DATA PRESENTATION 
Section A: Demographic Information of Respondents
Table 4.1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	42
	52.5%

	Female
	35
	43.8%

	Prefer not to say
	3
	3.7%

	Total
	80
	100%


Source: Survey 2025
The above table indicates that the majority of respondents were male, representing 52.5% of the total participants, while females accounted for 43.8%. A small proportion, 3.7%, preferred not to disclose their gender. The near-balanced gender distribution is significant for this study because it allows insights into how both males and females perceive the role of broadcast media in promoting gender equality. The inclusion of a non-disclosure option also respects respondent privacy and highlights the sensitivity some may feel towards gender discourse, which is itself relevant to the topic.
Table 4.2: Age Group of Respondents
	Age Group
	Frequency
	Percentage (%)

	16–20
	12
	15.0%

	21–25
	30
	37.5%

	26–30
	20
	25.0%

	31–35
	10
	12.5%

	36 and above
	8
	10.0%

	Total
	80
	100%


Source: Survey 2025
Most respondents (37.5%) fall within the age bracket of 21–25, followed by those aged 26–30 (25%). This shows a youthful population with a high likelihood of regular media consumption, particularly from digital and broadcast platforms. The age distribution suggests that opinions formed about gender roles and media impact are primarily from a younger demographic. This is essential, as young people often drive social change and are more receptive to media messaging. Meanwhile, the relatively low representation of older age groups might indicate less media engagement or limited access to questionnaires.
Table 4.3: Occupation of Respondents
	Occupation
	Frequency
	Percentage (%)

	Student
	40
	50.0%

	Civil Servant
	12
	15.0%

	Private Sector Worker
	9
	11.3%

	Self-Employed
	10
	12.5%

	Unemployed
	9
	11.3%

	Total
	80
	100%


Source: Survey 2025
Students made up half of the total respondents (50%), indicating that a large segment of those surveyed are in an academic environment where social issues like gender equality may be actively discussed. Civil servants and self-employed individuals collectively account for 27.5%, suggesting some level of occupational diversity in the sample. The presence of unemployed individuals (11.3%) may reflect on socio-economic groups that rely heavily on media content for information and entertainment, and whose views are equally important in evaluating the impact of broadcast media campaigns.
Table 4.4: Educational Qualification of Respondents
	Educational Qualification
	Frequency
	Percentage (%)

	SSCE
	10
	12.5%

	OND/NCE
	18
	22.5%

	HND/B.Sc.
	35
	43.8%

	Postgraduate
	17
	21.2%

	Total
	80
	100%


Source: Survey 2025
A significant proportion of respondents (43.8%) possess either a Higher National Diploma or a Bachelor's degree, while 21.2% have attained postgraduate education. This indicates that the majority of respondents are well-educated and therefore capable of critically evaluating broadcast content, particularly in relation to social justice themes like gender equality. Respondents with SSCE (12.5%) still represent a valuable voice, especially in rural and grassroots contexts. The educational diversity captured here strengthens the validity of the findings across multiple literacy levels.
4.3 Section B: Analysis Based on Research Objectives
Objective 1: To Examine the Extent to Which Broadcast Media in Nigeria Cover Gender Equality Issues
Table 4.5: Broadcast media in Nigeria regularly feature programs related to gender equality
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	20
	25.0%

	Agree
	28
	35.0%

	Neutral
	14
	17.5%

	Disagree
	12
	15.0%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
A combined 60% of respondents (Strongly Agree + Agree) believe that broadcast media in Nigeria do regularly feature gender equality programs. This suggests a commendable level of awareness and effort by media organizations to address gender-related topics. However, the presence of 22.5% (Disagree + Strongly Disagree) reflects a concern among some respondents about insufficient or inconsistent programming. The 17.5% who were Neutral may indicate either indifference or a lack of exposure to such programs, which could suggest uneven distribution of gender equality content across regions or platforms.
Table 4.6: Gender equality is often included in news coverage on radio and television in Nigeria
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	18
	22.5%

	Agree
	30
	37.5%

	Neutral
	15
	18.8%

	Disagree
	12
	15.0%

	Strongly Disagree
	5
	6.2%

	Total
	80
	100%


Source: Survey 2025
Most respondents (60%) agreed that gender equality is frequently covered in radio and TV news. This is a positive indicator that media houses are integrating gender concerns into mainstream reporting. However, the 21.2% who disagreed raise questions about consistency, reach, or relevance of such coverage. The neutrality of 18.8% also reveals that a segment of the audience may not consciously recognize these efforts, highlighting a possible disconnect between content production and audience perception.
Table 4.7: I have noticed both male and female presenters anchoring gender-related programmes
	Response
	Frequency
	Percentage (%)

	Yes
	52
	65.0%

	No
	18
	22.5%

	Not Sure
	10
	12.5%

	Total
	80
	100%


Source: Survey 2025
A strong majority (65%) affirmed that both male and female presenters are involved in anchoring gender-related programs. This balanced representation is a crucial step towards modeling gender inclusiveness. However, the 22.5% who said "No" and the 12.5% who are "Not Sure" suggest that in some stations or regions, gender roles in media presentation may still be skewed or that such programs are not prominent enough to leave a clear impression.
Table 4.8: The media gives more attention to women empowerment than men’s gender issues
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	26
	32.5%

	Agree
	24
	30.0%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	8
	10.0%

	Total
	80
	100%


Source: Survey 2025
Approximately 62.5% of respondents believe that the media focuses more on women's empowerment than on men’s gender-related issues. This trend may be a reflection of ongoing efforts to correct historical disadvantages faced by women. Nevertheless, the findings suggest a need for the media to also address male-specific challenges, such as emotional well-being, mental health, or fatherhood responsibilities. Achieving a balance will promote a more holistic view of gender equality.
Objective 2: To Evaluate the Effectiveness of Broadcast Media Campaigns in Challenging Gender Inequality in Nigeria
Table 4.9: Radio and TV campaigns have helped change my perception about gender roles
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	22
	27.5%

	Agree
	30
	37.5%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
The data shows that 65% of respondents believe broadcast campaigns have influenced their understanding of gender roles. This affirms the power of the media in reshaping cultural narratives and attitudes. However, about 20% do not believe their views have changed, suggesting that either the messages are not persuasive enough or that deeply ingrained beliefs still pose resistance.
Table 4.10: Broadcast media programs have encouraged equal opportunities for both men and women
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	24
	30.0%

	Agree
	28
	35.0%

	Neutral
	10
	12.5%

	Disagree
	12
	15.0%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
With 65% in agreement, it is evident that broadcast media campaigns are playing a role in advocating equal opportunities. Nevertheless, the 22.5% who disagreed or strongly disagreed signal that improvements can still be made, especially in tailoring messages to appeal across cultural, religious, and socio-economic backgrounds.
Table 4.11: I have observed changes in societal attitudes toward gender equality due to media campaigns
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	20
	25.0%

	Agree
	26
	32.5%

	Neutral
	18
	22.5%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
The result reveals that 57.5% of respondents perceive a shift in societal attitudes, indicating the influence of long-term media advocacy. However, the presence of a large neutral group (22.5%) may mean that changes are either slow, subtle, or not uniformly experienced. These findings suggest that while progress is being made, sustained efforts are still required.
Table 4.12: Most gender-related campaigns on radio/TV are impactful and easy to understand
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	22
	27.5%

	Agree
	30
	37.5%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
Approximately 65% of the respondents found gender-related media campaigns to be both impactful and easy to comprehend. This is an encouraging sign, pointing to clarity in communication and audience engagement. However, 20% of respondents disagreed, indicating room for improvement in messaging strategies, language simplicity, and cultural relevance of the content.
Objective 3: To Explore the Perceptions of Audiences Regarding the Role of Broadcast Media in Promoting Gender Equality in Nigeria
Table 4.13: I believe that the broadcast media is a powerful tool for promoting gender equality
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	28
	35.0%

	Agree
	30
	37.5%

	Neutral
	10
	12.5%

	Disagree
	8
	10.0%

	Strongly Disagree
	4
	5.0%

	Total
	80
	100%


Source: Survey 2025
A combined 72.5% of the respondents agree that the broadcast media plays a powerful role in promoting gender equality. This overwhelming affirmation reveals public confidence in media institutions as effective instruments for social change. Nonetheless, the minority (15%) who disagreed or strongly disagreed may view media efforts as symbolic or insufficiently transformative. These responses suggest a need to reinforce not just message delivery but also real-world policy impacts connected to media advocacy.
Table 4.14: Broadcast media programs have increased my awareness of gender equality rights
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	25
	31.2%

	Agree
	28
	35.0%

	Neutral
	12
	15.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	5
	6.3%

	Total
	80
	100%


Source: Survey 2025
Over two-thirds of respondents (66.2%) agreed that their awareness of gender equality rights increased through media exposure. This suggests that public enlightenment through broadcast media has been effective to a significant extent. The 15% neutral response and 18.8% disagreement indicate that some individuals are either not receiving these messages or feel the media is not addressing their specific concerns, possibly due to language barriers, program timing, or regional underrepresentation.


Table 4.15: I trust the broadcast media to provide fair representation of gender-related issues
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	20
	25.0%

	Agree
	30
	37.5%

	Neutral
	15
	18.8%

	Disagree
	10
	12.5%

	Strongly Disagree
	5
	6.2%

	Total
	80
	100%


Source: Survey 2025
62.5% of respondents expressed trust in the fairness of broadcast media’s coverage of gender-related issues. While this trust is encouraging, the combined 18.7% who disagreed or strongly disagreed highlight skepticism or perceived bias in the portrayal of gender stories. The neutrality of 18.8% suggests that fairness in gender reporting may not always be obvious or consistent. This underlines the need for ethical journalism and a deliberate balance in gender representation.
Table 4.16: I feel that media coverage of gender issues is often biased or one-sided
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	18
	22.5%

	Agree
	20
	25.0%

	Neutral
	12
	15.0%

	Disagree
	20
	25.0%

	Strongly Disagree
	10
	12.5%

	Total
	80
	100%


Source: Survey 2025
This table reveals divided opinions: 47.5% of respondents believe media coverage is biased or one-sided, while an equal 37.5% disagreed. This polarization highlights a major concern—many people feel gender issues are presented from a narrow perspective, possibly favoring one gender or failing to represent complex realities. These concerns could diminish audience trust and reduce the impact of campaigns. Media institutions must ensure objectivity and inclusiveness in all gender-related content.
Objective 4: To Identify the Challenges Faced by Broadcast Media in Promoting Gender Equality in Nigeria
Table 4.17: Cultural and religious beliefs affect how gender issues are reported in the media
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	32
	40.0%

	Agree
	24
	30.0%

	Neutral
	8
	10.0%

	Disagree
	10
	12.5%

	Strongly Disagree
	6
	7.5%

	Total
	80
	100%


Source: Survey 2025
A significant 70% of respondents believe that cultural and religious beliefs influence how gender issues are covered in the media. This finding is critical as it points to deeply embedded societal norms that may restrict open discussions of gender equality or lead to biased reporting. The implication is that media professionals often navigate sensitive terrain, which may limit the depth and scope of gender narratives. The media must find culturally sensitive yet progressive ways to address gender issues without provoking backlash.
Table 4.18: Lack of funding and sponsorship limits media content on gender equality
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	30
	37.5%

	Agree
	28
	35.0%

	Neutral
	10
	12.5%

	Disagree
	8
	10.0%

	Strongly Disagree
	4
	5.0%

	Total
	80
	100%


Source: Survey 2025
An overwhelming 72.5% of respondents agree that limited funding restricts the media’s ability to produce gender-sensitive content. This reflects financial realities in Nigerian media where commercial interests often outweigh social issues. Gender-focused programming may not receive enough sponsorship, limiting its visibility and continuity. To combat this, collaborative partnerships between media outlets, NGOs, and government bodies are essential to sustain impactful gender-related content.
Table 4.19: There is a lack of trained personnel to effectively report on gender issues in Nigeria
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	26
	32.5%

	Agree
	30
	37.5%

	Neutral
	12
	15.0%

	Disagree
	8
	10.0%

	Strongly Disagree
	4
	5.0%

	Total
	80
	100%


Source: Survey 2025
70% of the respondents believe that a lack of trained personnel negatively impacts gender reporting in Nigeria. This finding points to a structural problem within the media industry where many journalists may lack specific training in gender-sensitive reporting. This affects not only the accuracy of information but also the tone, balance, and influence of gender programs. Training and capacity building in gender journalism are therefore vital.
Objective 5: To Recommend Strategies for Improving the Effectiveness of Broadcast Media in Promoting Gender Equality in Nigeria
Table 4.20: Government and NGOs should partner with media houses to increase gender-sensitive content
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	35
	43.8%

	Agree
	28
	35.0%

	Neutral
	10
	12.5%

	Disagree
	5
	6.2%

	Strongly Disagree
	2
	2.5%

	Total
	80
	100%


Source: Survey 2025
An overwhelming majority (78.8%) agree that partnerships between media houses, government agencies, and NGOs are essential for increasing gender-sensitive content. This underscores the public's awareness that promoting gender equality requires a multi-sectoral approach. Such partnerships can lead to increased funding, technical training, content development, and community outreach, thereby enhancing the effectiveness and reach of media campaigns.
4.2.  Discussion of Findings
This section interprets the results of the data analysis in line with the specific objectives of the study. The findings are also discussed in the context of existing literature, theoretical frameworks, and the socio-cultural environment in Nigeria. The aim is to gain deeper insights into the role of broadcast media in promoting gender equality.
Objective 1: To Examine the Extent to Which Broadcast Media in Nigeria Cover Gender Equality Issues
The data revealed that a significant portion of the respondents (60%) agreed that broadcast media regularly feature gender-related programs. Additionally, 65% confirmed observing both male and female presenters anchoring such programs. These findings affirm that gender equality content is indeed present in Nigeria’s broadcast landscape.
However, the presence of 22.5% who disagreed or strongly disagreed, and a notable 17.5% who were neutral, indicates that such content might not be consistently visible across all platforms or time slots. The imbalance in perceptions suggests that access to and exposure to gender content may be limited by factors such as location, language, or broadcast timing.
Interestingly, more than 60% of the respondents felt that the media gives more attention to women’s empowerment than to men’s gender-related issues. While this highlights progress in addressing historical marginalization of women, it also reveals an emerging concern: the potential neglect of male-specific issues. This aligns with scholars like Okunna (2002), who argued that while female empowerment is crucial, media coverage must embrace a gender-balanced approach.
Objective 2: To Evaluate the Effectiveness of Broadcast Media Campaigns in Challenging Gender Inequality
The findings indicate that broadcast media campaigns have a strong influence on audience perception. A combined 65% of the respondents agreed that their understanding of gender roles changed due to radio and television content. Similarly, 65% believed media programs promote equal opportunities for both men and women, and 57.5% noticed changes in societal attitudes as a result of such campaigns.
This suggests that the media, especially radio and television, are effective in challenging traditional gender stereotypes and promoting equitable norms. The result supports McQuail’s Media Effects Theory, which posits that repeated media exposure can influence public attitudes and behaviors. Nevertheless, the significant number of neutral and disagreeing responses across multiple items suggests that impact is not uniform. Factors such as media literacy, content clarity, and personal beliefs might mediate the effectiveness of campaigns.
Moreover, although 65% found gender-related programs easy to understand and impactful, the remaining 35% who expressed either doubt or neutrality reveal a need for content improvement—particularly in linguistic accessibility, cultural sensitivity, and storytelling methods.
Objective 3: To Explore the Perceptions of Audiences Regarding the Role of Broadcast Media in Promoting Gender Equality
A substantial 72.5% of respondents agreed that broadcast media is a powerful tool for promoting gender equality. This finding is critical, as it reaffirms the position of the media as a driver of social development and public consciousness. Additionally, 66.2% claimed that their awareness of gender rights increased due to broadcast media efforts.
However, trust in media’s fairness was supported by only 62.5%, with a significant 18.7% expressing doubt. More importantly, nearly half (47.5%) of the respondents perceived media coverage of gender issues as biased or one-sided. This perceived bias may stem from the portrayal of gender in adversarial terms—often framing it as a “battle of the sexes” rather than a collective societal goal.
These perceptions highlight the need for broadcasters to reassess their framing techniques, avoid tokenism, and engage both genders equally in content production. The responses also reinforce the idea proposed by scholars like Gever & Coleman (2019), who emphasized the importance of nuanced, intersectional, and balanced gender discourse in media.
Objective 4: To Identify the Challenges Faced by Broadcast Media in Promoting Gender Equality in Nigeria
The data strongly pointed to three major challenges:
1. Cultural and Religious Constraints – 70% of respondents agreed that cultural and religious beliefs affect media reporting on gender. This is consistent with Aina (2011), who noted that entrenched patriarchy and religious dogma continue to shape the narratives the media is allowed—or dares—to promote.
2. Lack of Funding and Sponsorship – 72.5% agreed that inadequate funding limits the creation of gender-sensitive programs. As media organizations prioritize commercial content, social issues like gender equity may be sidelined.
3. Inadequate Training – 70% of respondents believed that lack of trained personnel is a barrier to effective reporting on gender issues. This underscores a capacity gap in gender-aware journalism, particularly in regional and grassroots media outlets.
These challenges reflect systemic weaknesses that reduce the media’s ability to fulfill its transformative potential. Without addressing these root issues, the sustainability and depth of media-led gender campaigns remain in question.
Objective 5: To Recommend Strategies for Improving the Effectiveness of Broadcast Media in Promoting Gender Equality
An overwhelming 78.8% of respondents agreed that partnerships between government agencies, NGOs, and media houses are crucial to enhancing gender-sensitive content. This shows strong public support for multi-stakeholder collaboration. As suggested by development communication scholars, a synergistic approach that combines policy support, civil society expertise, and media outreach is key to fostering lasting gender equality.
The study therefore aligns with the Agenda-Setting Theory, which emphasizes the media’s ability not only to inform but also to shape public priorities. If gender equality is given prominence consistently in broadcast media—backed by funding, training, and community engagement—it can become a national agenda embraced by all sectors.
4.3. Summary of Discussion of findings
In summary, while the study affirms that Nigerian broadcast media are playing a meaningful role in promoting gender equality, several gaps and challenges must be addressed. The findings suggest that increased funding, professional training, and collaboration with external organizations can help to deepen impact, ensure balanced reporting, and overcome cultural resistance. The public largely believes in the power of the media, and with proper support and 
From the data analysis above, it is clear that:
· The broadcast media in Nigeria play a notable role in promoting gender equality, with high audience awareness of related programs.
· Media campaigns are largely effective in shifting perceptions about gender roles, although challenges such as bias, inadequate funding, and lack of skilled personnel persist.
· Cultural and religious constraints often influence the presentation of gender issues, requiring the media to balance sensitivity with advocacy.
· There is strong public support for collaborative efforts to enhance gender equality programming.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of the Study
This study examined the role of broadcast media in promoting gender equality in Nigeria, with Sobi FM and other general broadcast institutions serving as a contextual reference. The study was necessitated by the persistent gender imbalance in Nigerian society, particularly in representation, opportunities, and access to information. The increasing use of media campaigns to advocate for social justice prompted the need to assess the extent, effectiveness, audience perception, challenges, and possible strategies for enhancing media-based gender equality advocacy.
Chapter One introduced the background of the study, highlighting the global and Nigerian contexts of gender inequality. It established the problem statement, objectives of the study, research questions, and significance. The primary objective was to assess how effective broadcast media has been in promoting gender equality in Nigeria. The chapter also discussed limitations and defined key terms.
Chapter Two presented a review of relevant literature and theoretical frameworks. It explored conceptual clarifications such as gender, gender equality, and media advocacy. It also reviewed empirical studies that explored the media’s involvement in promoting women’s rights, men’s gender challenges, and societal transformation. The theoretical framework relied on the Agenda-Setting Theory (McCombs & Shaw, 1972) and Social Responsibility Theory, both of which underscore the power of the media in shaping public discourse and driving social change.
Chapter Three focused on the methodology used in the study. A quantitative research design was adopted, and data were collected using structured questionnaires distributed to 80 respondents selected through purposive sampling. The analysis was done using frequency tables and percentage distributions.
Chapter Four presented, analyzed, and interpreted the data. The demographic distribution revealed that respondents were largely youthful and well-educated. The results showed that the majority believed that broadcast media have made significant efforts in promoting gender equality, though challenges such as cultural bias, funding limitations, and lack of skilled personnel persist. Furthermore, many respondents agreed that media campaigns influenced their perceptions about gender roles and increased their awareness of gender equality rights.
Chapter Five concludes the study by summarizing the findings, drawing conclusions, and making recommendations.
5.2 Conclusion
Based on the analysis and discussion of findings, it can be concluded that broadcast media in Nigeria play a significant and growing role in promoting gender equality. Through programs, news reports, talk shows, and campaigns, radio and television stations have become tools for advocacy, education, and empowerment.
However, the impact of these efforts is often limited by structural and contextual challenges, including cultural norms, religious restrictions, insufficient funding, and inadequate training of media professionals. Despite these limitations, the audience generally perceives the broadcast media as a credible and powerful force in advancing gender-related discourse.
The study reaffirms the need for inclusive and sustained media advocacy, strategic partnerships, and professional capacity-building to bridge the gender gap and foster a more equitable society.
5.3 Recommendations
In view of the findings, the following recommendations are offered:
1. Partnership Between Media, Government, and NGOs: Media organizations should collaborate with government agencies, international bodies, and non-governmental organizations to develop consistent and well-funded gender equality campaigns. This partnership can help provide resources and expertise for developing impactful content.
2. Capacity Building for Media Professionals: Journalists, presenters, and content creators should be trained in gender-sensitive reporting and communication. Media training institutions and professional bodies must incorporate gender awareness into their curriculum and training programs.
3. Balanced Representation and Content Diversity: Both male and female gender issues should be fairly represented in media campaigns. While empowering women is crucial, media should also explore and address challenges faced by men, thereby promoting inclusiveness.
4. Community Engagement and Localization of Content: Gender-related content should be tailored to local languages and cultures to ensure wider acceptance and understanding. Using culturally relevant narratives can help address resistance stemming from religious or traditional beliefs.
5. Monitoring and Evaluation of Media Campaigns: There should be routine assessments of the reach and effectiveness of gender equality programs. Feedback mechanisms such as surveys, phone-in programs, and social media can provide insight into public perception and help refine messaging strategies.
6. Policy Implementation and Supportive Legislation: The Nigerian government should enforce media laws and policies that mandate gender balance in content creation and staffing. Such regulatory frameworks can drive systemic change within the media industry.
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KWARA STATE POLYTECHNIC, ILORIN
QUESTIONNAIRE
Institute of Information and Communication Technology,
Department of Mass Communication.
Dear Respondent,
I’m a HND II student of the above-named Institution Department carrying out a research on “role of the broadcast media in promoting gender equality in Nigeria)”. I shall be happy is confidential as possible; and the data gathered therein will be used strictly for academic purpose.
INSTRUCTION: Please (  ) the answer you consider appropriate. The questionnaire will be in two parts, Section A, B, C, D & E.
Here is a set of 20 structured questionnaire items based on your research topic: “The Role of the Broadcast Media in Promoting Gender Equality in Nigeria”, aligned with your stated objectives:

SECTION A: DEMOGRAPHIC INFORMATION
1. Gender:
· Male
· Female
· Prefer not to say
2. Age Group:
· 16-20
· 21–25
· 26–30
· 31–35
· 36 and above
3. Occupation:
· Student
· Civil Servant
· Private Sector Worker
· Self-Employed
· Unemployed
4. Educational Qualification:
· SSCE
· OND/NCE
· HND/B.Sc.
· Postgraduate
SECTION B: 
Objective 1: To examine the extent to which broadcast media in Nigeria cover gender equality issues
5. Broadcast media in Nigeria regularly feature programs related to gender equality.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
6. Gender equality is often included in news coverage on radio and television in Nigeria.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
7. I have noticed both male and female presenters anchoring gender-related programmes.
· Yes
· No
· Not Sure
8. The media gives more attention to women empowerment than men’s gender issues.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 2: To evaluate the effectiveness of broadcast media campaigns in challenging gender inequality in Nigeria
9. Radio and TV campaigns have helped change my perception about gender roles.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
10. Broadcast media programs have encouraged equal opportunities for both men and women.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
11. I have observed changes in societal attitudes toward gender equality due to media campaigns.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
12. Most gender-related campaigns on radio/TV are impactful and easy to understand.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 3: To explore the perceptions of audiences regarding the role of broadcast media in promoting gender equality in Nigeria
13. I believe that the broadcast media is a powerful tool for promoting gender equality.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
14. Broadcast media programs have increased my awareness of gender equality rights.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
15. I trust the broadcast media to provide fair representation of gender-related issues.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
16. I feel that media coverage of gender issues is often biased or one-sided.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 4: To identify the challenges faced by broadcast media in promoting gender equality in Nigeria
17. Cultural and religious beliefs affect how gender issues are reported in the media.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
18. Lack of funding and sponsorship limits media content on gender equality.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
19. There is a lack of trained personnel to effectively report on gender issues in Nigeria.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
Objective 5: To recommend strategies for improving the effectiveness of broadcast media in promoting gender equality in Nigeria
20. Government and NGOs should partner with media houses to increase gender-sensitive content.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree


