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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY 
The influence of television advertising on teenager's mental development has long been a subject of interest and concern among researchers, educators, and policymakers. With the advent of digital media and the proliferation of television channels, teenager are increasingly exposed to various forms of advertisements that may shape their perceptions, attitudes, and behaviors. According to Anderson and Huesmann (2006), exposure to media content, including advertisements, can have both short-term and long-term effects on teenager's cognitive development, socialization, and decision-making processes. As such, understanding the impact of television advertising on teenager's mental development is essential for promoting healthy socio-emotional and cognitive outcomes.
NTA Ilorin, as a prominent television broadcaster in the region, plays a significant role in shaping the media landscape and influencing the viewing habits of residents, particularly teenager. According to a report by the National Broadcasting Commission (NBC, 2020), NTA Ilorin reaches a wide audience across Ilorin West and surrounding areas, broadcasting a diverse range of programs, including advertisements targeted at teenager. The nature and content of these advertisements vary widely, ranging from educational and informative to purely commercial and promotional.
Previous studies have highlighted the potential effects of television advertising on teenager's cognitive processing, including their attention, memory, and comprehension skills. For instance, Huston et al. (1992) found that teenager as young as two years old can recall and imitate advertisements they have seen on television, indicating the cognitive impact of advertising exposure. Furthermore, research by Valkenburg and Cantor (2001) suggested that repeated exposure to advertisements featuring persuasive messages and appealing visuals can influence teenager's attitudes and preferences, potentially shaping their consumer behavior in the long term.
Despite the growing body of literature on the subject, there is limited research specifically examining the Impact of NTA Ilorin television advertisement programme sensitizing teenagers on mental development in Ilorin metropolis. Understanding how teenager perceive and respond to advertisements aired on NTA Ilorin is crucial for informing media literacy initiatives, advertising regulations, and parental guidance strategies aimed at promoting healthy media consumption habits among teenager.     
Therefore, this study seeks to address this gap by conducting a comprehensive investigation into the influence of NTA Ilorin television advertisements on the cognitive development of teenagers in Ilorin metropolis, with the aim of providing empirical evidence to inform policy and practice in the field of media and child development.
Television has become an integral part of daily life for many families, serving as a source of entertainment, information, and socialization. Teenager, in particular, are often drawn to the colorful and dynamic world of television, where they encounter a wide array of content, including advertisements. The impact of these advertisements on teenager's mental development has become a subject of growing concern, as studies suggest that exposure to certain types of advertising may influence teenager's attitudes, beliefs, and behaviors (Calvert, 2008).
NTA Ilorin, as a local television broadcaster, holds a unique position in the media landscape of Ilorin West, serving as a primary source of television content for many households in the region. The advertisements aired on NTA Ilorin encompass a variety of products and services, ranging from food and toys to educational programs and public service announcements. Given the reach and influence of NTA Ilorin, it is essential to examine the content and impact of television advertisements on teenager's mental development within the local context.
Research on the effects of television advertising on teenager has yielded mixed findings, with some studies suggesting that exposure to advertisements can enhance teenager's cognitive skills, such as problem-solving and decision-making, while others indicate potential negative consequences, such as increased materialism and unhealthy eating habits (Kunkel et al., 2004). Factors such as the content of the advertisements, the frequency of exposure, and the age and developmental stage of the child can all influence the extent to which advertising influences teenager's cognitive development.
Moreover, the socio-cultural context in which teenager grow up plays a significant role in shaping their responses to television advertising. In a diverse and multicultural city like Ilorin West, where traditional values and modern influences coexist, it is important to consider how cultural norms, family dynamics, and socio-economic factors intersect with teenager's media consumption habits. Understanding these contextual factors is crucial for interpreting the findings of research on the impact of television advertising on teenager's mental development and for designing effective interventions to promote healthy media literacy skills among teenager and their families.
By conducting a case study of NTA Ilorin television advertisements and their effects on teenager's mental development in Ilorin metropolis, this research aims to contribute to a better understanding of the complex relationship between media exposure and cognitive development in a local context. By examining the content and reception of advertisements aired on NTA Ilorin, as well as teenager's perceptions and responses to these advertisements, this study seeks to provide insights into the mechanisms through which television advertising may influence teenager's cognitive processes and to inform strategies for promoting positive media experiences and healthy development among teenagers in Ilorin metropolis and beyond.
Television advertising has undergone significant evolution over the years, becoming more sophisticated in its strategies to capture the attention and influence the behavior of viewers, including teenager. With advancements in technology and the expansion of media platforms, teenagers are exposed to advertisements not only on traditional television but also through online streaming services, video-sharing platforms, and social media channels. This omnipresence of advertising messages in teenager's media environments raises important questions about their potential impact on cognitive development and well-being.
NTA Ilorin, as a local television station, serves as a primary source of entertainment and information for residents in Ilorin West and surrounding areas. Its programming, including advertisements, reflects the cultural, social, and economic dynamics of the region. However, the content and messages conveyed in these advertisements may also reflect broader societal trends and influences, including consumerism, materialism, and cultural values.
The influence of television advertising on teenager's mental development is a multifaceted issue that requires a nuanced understanding of cognitive processes, socio-cultural contexts, and media literacy skills. Teenager's ability to critically evaluate and interpret advertising messages can vary depending on factors such as age, cognitive development, and prior exposure to media content (Livingstone &Helsper, 2006). Therefore, studying the Impact of NTA Ilorin television advertisement programme sensitizing teenagers on mental development in Ilorin metropolis requires consideration of these factors and their interaction with local media practices and cultural norms.
Furthermore, the regulatory environment surrounding television advertising may also shape the content and effects of advertisements aired on NTA Ilorin. Regulatory bodies such as the National Broadcasting Commission (NBC) play a crucial role in monitoring and enforcing guidelines related to advertising content, timing, and targeting, with the aim of protecting teenager from potentially harmful or deceptive advertising practices (National Broadcasting Commission, 2010). Understanding the regulatory framework within which television advertisements are produced and aired can provide insights into the factors that influence the nature and impact of advertising on teenager's mental development.
In summary, the study of the Impact of NTA Ilorin television advertisement programme sensitizing teenagers on mental development in Ilorin metropolis requires a comprehensive approach that takes into account the complexity of media influences, socio-cultural contexts, regulatory frameworks, and teenager's cognitive processes. By examining these factors through empirical research and qualitative analysis, this study aims to contribute to our understanding of the role of television advertising in shaping teenager's perceptions, attitudes, and behaviors and to inform strategies for promoting positive media experiences and healthy development among teenagers in the region.
1.2	STATEMENT OF THE PROBLEM 
This study seeks to investigate the Impact of NTA Ilorin television advertisement programme sensitizing teenagers on mental development in Ilorin metropolis, Nigeria. Drawing upon theories of media effects and cognitive development, this research aims to explore how exposure to television advertising influences teenager's cognitive processes, attitudes, and behaviors within the local socio-cultural context. By conducting a comprehensive analysis of the content and reception of advertisements aired on NTA Ilorin, as well as teenager's perceptions and responses to these advertisements, this study will provide insights into the mechanisms through which television advertising may shape teenager's cognitive development.
Building upon existing literature on teenager's media consumption and advertising effects, this study employs a mixed-methods approach, including content analysis, surveys, and interviews, to gather data from teenager and their caregivers in Ilorin West. By integrating quantitative and qualitative methods, this research aims to capture the complexity of teenager's experiences with television advertising and to identify factors that may mediate or moderate the relationship between advertising exposure and cognitive outcomes. By shedding light on the influence of NTA Ilorin television advertisements on teenager's mental development, this study will contribute to our understanding of the role of media in shaping teenager's perceptions, attitudes, and behaviors in the local context, and inform strategies for promoting positive media literacy skills and healthy development among teenager in the region (Anderson & Huesmann, 2006; Valkenburg & Cantor, 2001).



1.3	OBJECTIVES OF THE STUDY 
1. To assess the content and frequency of television advertisements aired on NTA Ilorin targeted at teenagers in Ilorin metropolis.
2. To examine the perceptions and responses of teenagers in Ilorin metropolis to television advertisements aired on NTA Ilorin, including their cognitive processing, attitudes, and behaviors.
3. To explore the socio-cultural factors that may influence the impact of NTA Ilorin television advertisements on the mental development of teenagers in Ilorin metropolis, including family dynamics, cultural norms, and regulatory frameworks.

1.4	RESEARCH QUESTIONS 
1. What is the nature and frequency of television advertisements targeted at teenagers aired on NTA Ilorin in Ilorin metropolis; to what extent are teenager influenced by television advertisement?
2. How do teenagers in Ilorin metropolis perceive and respond to television advertisements aired on NTA Ilorin, including their cognitive processing, +attitudes, and behaviors; to what extent are the television rights of a child be protected?
3. What socio-cultural factors, including family dynamics, cultural norms, and regulatory frameworks, may influence the impact of NTA Ilorin television advertisements on the mental development of teenagers in Ilorin metropolis; what are the negative influences of television on teenagers?

1.5	SIGNIFICANCE OF THE STUDY 
The significance of this study lies in its potential to contribute valuable insights into the complex relationship between television advertising and teenager's mental development, specifically within the context of Ilorin West, Nigeria. By examining the content, frequency, and impact of television advertisements aired on NTA Ilorin, this research will provide empirical evidence to inform policy and practice aimed at promoting positive media experiences and healthy cognitive development among teenager in the region. Understanding how teenager perceive and respond to television advertisements is crucial for developing targeted interventions and media literacy programs that empower teenager to critically evaluate and navigate the commercial messages they encounter on television.
Furthermore, this study will shed light on the socio-cultural factors that may shape teenager's experiences with television advertising, including family dynamics, cultural norms, and regulatory frameworks. By exploring these contextual influences, the research will offer a holistic understanding of the mechanisms through which television advertising impacts teenager's mental development in Ilorin metropolis. The findings of this study will not only contribute to academic knowledge in the fields of media studies, child development, and communication, but also have practical implications for advertisers, policymakers, educators, and parents seeking to create a media environment that supports teenager's cognitive growth and well-being.

1.6	SCOPE OF THE STUDY
The scope of this study encompasses a comprehensive examination of the impact of television advertising aired on NTA Ilorin on the mental development of teenagers in Ilorin metropolis, Nigeria. Firstly, the study will focus on analyzing the content and frequency of television advertisements specifically targeted at teenager. This analysis will include an exploration of the types of products and services advertised the use of persuasive techniques, and the representation of gender, ethnicity, and cultural diversity in the advertisements. By systematically examining the content of advertisements aired on NTA Ilorin, the study aims to provide insights into the commercial messages that teenager are exposed to on television in the local context.
Secondly, the study will investigate teenager's perceptions and responses to television advertisements aired on NTA Ilorin. Through surveys, interviews, and observational methods, researchers will gather data on teenager's cognitive processing of advertisements, including their attention, comprehension, and memory of advertising messages. Additionally, the study will explore teenager's attitudes and behaviors in relation to advertised products and brands, as well as their awareness of advertising techniques and intentions. By eliciting teenager's perspectives and experiences with television advertising, the study aims to provide a nuanced understanding of how advertisements may influence teenager's mental development in Ilorin metropolis.
Lastly, the scope of the study extends to examining the socio-cultural factors that may moderate or mediate the impact of television advertising on teenager's mental development in Ilorin metropolis. This includes exploring the role of family dynamics, cultural norms, and regulatory frameworks in shaping teenager's exposure to and interpretation of television advertisements. By considering the broader socio-cultural context in which teenager grow up, the study aims to identify contextual factors that may influence the effectiveness and consequences of television advertising on teenager's cognitive processes and behaviors. Overall, the scope of the study is designed to provide a comprehensive understanding of the multifaceted relationship between television advertising and teenager's mental development in the specific context of Ilorin metropolis.
1.7	DEFINITION OF TERMS 
Impact: refers to the significant effect or influence that television has on public perception, behavior, and understanding about mental development of teenagers
Advertising: can be defined as a form of paid public announcement intended to promote the sale of a product or service to bring out some other effect desired by the advertising agency or is a form of communication through such diverse media as posters, billboards, newspapers, magazines, radio etc. 
Mental Development: It is basically the construction of mind activity such as thought process, memory, problem solving and decision making as well as over all intelligence. 
Television: is a system of transmitting and reviewing of images over a great distance which means seeing at a distance, it contains both sound and visuals. 
Teenagers: early time of life, and metaphorically the optimism and innocence thought to accompany it. The nature of teenager experience is greatly affected by cultural and economic norms. The passage from childhood to adolescence is frequently acknowledged by ritual formalities. Idealized teenager is embodied in enduring themes of art and literature


















CHAPTER TWO
LITERATURE REVIEW
2.1 CONCEPTUAL REVIEW
Advertisement
Advertisement refers to a form of communication intended to inform, persuade, or remind an audience about products, services, or ideas. It is a strategic tool employed by organizations and individuals to influence public perception and behavior. By leveraging various media channels such as television, radio, print, and digital platforms, advertisements ensure messages reach a wide and diverse audience (Kotler & Armstrong, 2018).
Television remains one of the most impactful advertising mediums due to its ability to combine visual and auditory elements, making it highly engaging and memorable. For instance, advertising campaigns targeting teenagers often use vibrant visuals, relatable scenarios, and persuasive messages to capture their attention and promote desired behaviors (Belch & Belch, 2020). Such strategies are especially effective in addressing social issues like mental health, as they resonate with the emotional and cognitive capacities of the teenage demographic.
In the context of this study, advertisements play a critical role in sensitizing teenagers about mental development. They are designed to raise awareness and foster understanding of complex topics by simplifying information and presenting it in relatable formats. For example, campaigns addressing mental development may feature peer influencers, relatable narratives, or dramatizations to encourage teenagers to adopt positive mental health practices (Smith & Jones, 2020).
Furthermore, advertisements are not just tools for commercial promotion but also powerful instruments for social change. When tailored effectively, they can challenge stigmas, promote awareness, and drive action, making them essential in public health initiatives. The use of relatable messages and appealing visuals ensures that advertisements capture attention, sustain engagement, and leave lasting impressions on their audience (Johnson & Kim, 2019).
Advertisement serves as a cornerstone of modern communication, deeply embedded in the socio-economic fabric of societies worldwide. It is not just a commercial enterprise but a sophisticated tool for shaping opinions, driving consumer behavior, and addressing societal issues. By combining creative storytelling with strategic dissemination, advertisements can captivate and influence diverse demographics, including teenagers.
Television advertisements, in particular, hold a unique position due to their multimodal nature—integrating audio, visuals, and motion. This medium can evoke emotions, create lasting impressions, and foster connections with the audience. For teenagers, who are at a developmental stage characterized by curiosity and a penchant for visual stimulation, advertisements that employ humor, relatable characters, or compelling stories are especially impactful (Belch & Belch, 2020).
One of the critical advantages of advertisements is their ability to simplify complex ideas, making them accessible to broader audiences. In the case of mental health campaigns targeting teenagers, advertisements can break down intricate psychological concepts into digestible narratives. For instance, dramatized scenarios of common teenage challenges, such as peer pressure or anxiety, accompanied by positive coping mechanisms, can resonate deeply with this audience. The inclusion of influencers or role models amplifies this effect, as teenagers often emulate behaviors and attitudes modeled by figures they admire (Smith & Jones, 2020).
Beyond their commercial intent, advertisements play a pivotal role in public education and social advocacy. They have been used to champion causes ranging from environmental conservation to public health. Johnson and Kim (2019) emphasize that advertisements can dismantle stigmas and promote awareness when designed with cultural sensitivity and a clear understanding of the target audience's values. In the context of mental health, advertisements addressing teenagers must balance informative content with engaging presentation to ensure receptivity and retention.
Moreover, technological advancements have transformed how advertisements are produced and consumed. Interactive elements, social media integrations, and personalized content delivery have enabled advertisers to create campaigns that are not only impactful but also measurable. This evolution has expanded the scope of advertisements from passive consumption to active engagement, fostering dialogue and community action around critical issues like mental development.
The role of television advertising in influencing societal behavior is further underscored by its reach and accessibility. In regions like Ilorin metropolis, television remains a primary source of information and entertainment. Campaigns broadcast through local stations such as NTA Ilorin can address community-specific challenges while ensuring cultural and linguistic relatability. By prioritizing the needs and concerns of teenagers, these advertisements can serve as catalysts for positive behavioral changes and mental development.


2.1.2 Mental development
Mental development encompasses cognitive, emotional, and psychological growth that occurs as individuals mature. For teenagers, this stage is critical as it involves identity formation, decision-making skills, and emotional regulation. Media platforms, including television, can play a pivotal role in influencing mental development positively or negatively.
Mental development during adolescence involves significant changes in how individuals think, feel, and interact with the world around them. Cognitive development during this period is marked by improved reasoning, problem-solving, and abstract thinking abilities (Piaget, 1972). Adolescents begin to question existing norms, explore new ideas, and develop personal values and beliefs. This growth enables them to evaluate complex situations, weigh consequences, and make informed decisions.
In terms of emotional development, teenagers learn to regulate their emotions and understand complex feelings. They often face challenges such as managing stress, coping with peer pressure, and navigating relationships. Effective guidance during this period can significantly influence their ability to handle these challenges constructively (Steinberg, 2014). Emotional resilience, empathy, and the ability to manage interpersonal conflicts are essential skills acquired during this phase.
The psychological aspect of mental development involves the formation of identity and self-concept. Erikson’s theory of psychosocial development highlights adolescence as a critical stage for identity exploration versus role confusion (Erikson, 1968). Teenagers strive to answer questions such as "Who am I?" and "What is my purpose?"—questions that are often influenced by their experiences and the media they consume. Developing a strong sense of identity provides a foundation for self-esteem and future personal growth.
Media platforms, particularly television, play a dual role in this process. On one hand, they can provide valuable information, role models, and relatable narratives that support positive mental development. On the other hand, exposure to unrealistic portrayals or negative content can lead to detrimental effects, such as low self-esteem or unhealthy behaviors (Smith & Jones, 2020). Therefore, the content and presentation of media messages are crucial. Positive media content can inspire and educate teenagers, while negative content may perpetuate harmful stereotypes or unrealistic expectations.
Television advertisements aimed at teenagers can support mental development by addressing relevant topics, promoting healthy behaviors, and fostering a sense of inclusion. For example, campaigns that depict diverse experiences and encourage self-acceptance can help teenagers feel validated and understood. Additionally, advertisements that educate teenagers about mental health resources or coping mechanisms can empower them to take proactive steps toward their well-being (Johnson & Kim, 2019).
Cultural and societal factors also influence mental development during adolescence. Social norms, family dynamics, and peer interactions shape teenagers' perspectives and behaviors. Media, including television advertisements, can either reinforce or challenge these influences. For instance, advertisements promoting inclusivity and mental health awareness can help dismantle stigmas and encourage open conversations about personal struggles.
Given the formative nature of adolescence, mental development during this stage has long-term implications for an individual’s overall well-being. By understanding the unique needs of teenagers and tailoring content accordingly, media platforms can play a transformative role in shaping a generation that is self-aware, resilient, and mentally healthy. Investments in educational campaigns and positive media content are essential for supporting teenagers' mental growth and equipping them with tools to navigate life’s complexities.
Finally, the integration of mental health education within advertisements offers a proactive approach to societal challenges. It empowers young individuals with knowledge and fosters environments where seeking help is normalized. By leveraging the reach and influence of media, societies can ensure that mental development receives the attention it deserves, ultimately contributing to healthier, more informed communities.
2.1.3 Sensitization
Sensitization is the process of creating awareness and understanding about a specific issue. It involves the deliberate effort to inform, educate, and influence individuals or groups to adopt new perspectives or behaviors. In the context of mental health, sensitization aims to reduce stigma, increase awareness, and promote proactive engagement with mental health resources (World Health Organization, 2021).
Sensitization through television advertisements focuses on presenting compelling messages that resonate with the target audience. For teenagers, these messages often use relatable scenarios, peer influencers, and culturally relevant narratives to capture attention and foster behavioral change. The effectiveness of sensitization lies in its ability to address misconceptions, challenge negative stereotypes, and encourage open discussions about sensitive topics such as mental health (Smith & Jones, 2020).
Television advertisements designed for sensitization purposes leverage a combination of visual and auditory elements to enhance message retention and engagement. Research indicates that when educational content is presented in an entertaining and relatable format, it is more likely to influence attitudes and behaviors (Belch & Belch, 2020). For instance, advertisements featuring testimonials from teenagers who have overcome mental health challenges can inspire others to seek help and adopt positive coping strategies.
Sensitization also involves a sustained effort to reinforce key messages over time. Repeated exposure to mental health awareness campaigns can normalize conversations, reduce fear, and build confidence in seeking support. This process is particularly important for teenagers, who are often influenced by peer opinions and social norms. By creating an environment where mental health is openly discussed, sensitization efforts can foster a supportive community and empower young individuals to prioritize their well-being (Johnson & Kim, 2019).
Furthermore, the role of language, tone, and cultural relevance in sensitization cannot be overstated. Advertisements that use inclusive language, empathetic messaging, and culturally resonant themes are more likely to connect with diverse audiences. Tailoring content to reflect the experiences and challenges of teenagers ensures that sensitization campaigns are both relatable and impactful (Smith, 2021).
In conclusion, sensitization is a critical component of public health communication, particularly in addressing issues such as mental health. Through television advertisements, sensitization efforts can reach a broad audience, break down barriers to understanding, and promote positive behavioral change. By engaging teenagers with relatable and empowering messages, sensitization campaigns contribute to a society that values mental health and well-being.
2.1.4	Teenagers
Teenagers, also known as adolescents, are individuals generally between the ages of 13 and 19. This period of life is characterized by rapid physical, emotional, cognitive, and social development, marking the transition from childhood to adulthood. During adolescence, individuals undergo significant changes, such as puberty, which leads to the development of secondary sexual characteristics, and cognitive growth, which enhances their ability to reason and engage in abstract thinking (Steinberg, 2014). Adolescence is also a time when teenagers begin to seek greater independence from their parents, explore their personal identity, and form lasting relationships with peers. This stage of life is integral in shaping one’s future psychological and social well-being.
One of the defining features of adolescence is the quest for identity. Teenagers often experiment with different roles and ideologies as they try to determine who they are and what they stand for (Erikson, 1968). This can lead to heightened sensitivity to peer pressure and external influences, as teenagers strive to belong to social groups and fit in with their peers. Their cognitive abilities are also expanding, enabling them to make more complex decisions, but they are still developing emotional regulation and impulse control (Steinberg & Morris, 2001). This makes them more vulnerable to both positive and negative external influences, including those from media, which plays a significant role in shaping their perceptions and attitudes.
Given their impressionable nature, teenagers represent a crucial target group for educational and sensitization campaigns, particularly those aimed at promoting mental development and well-being. As adolescents navigate this stage of life, they may experience emotional and psychological challenges such as anxiety, depression, and peer-related stress, which can impact their overall mental health (Patton et al., 2016). Therefore, providing teenagers with the right information and support, especially through platforms they frequently engage with, like television, social media, and online content, is essential for fostering healthy mental development and reducing stigma associated with mental health issues.
The teenage years are a time of profound growth and change, where individuals are shaped by a variety of factors, including family, peers, and media. Understanding the characteristics of teenagers and their developmental needs is critical for designing effective interventions and campaigns aimed at promoting positive mental health. By targeting teenagers with relevant educational programs, it is possible to equip them with the tools to navigate the challenges of adolescence and cultivate a healthy, well-rounded sense of self.
The teenage years are a period of intense growth and transformation, where adolescents experience both physical changes and shifts in their emotional and cognitive development. These years are often marked by a drive for autonomy, as teenagers begin to assert their independence from parents and develop their own worldviews. This transition, known as identity formation, is guided by their experiences, relationships, and societal influences. According to Erikson (1968), adolescence is the stage in psychosocial development where individuals grapple with the conflict between identity and role confusion, a critical challenge that can influence their future mental health. During this time, teenagers are actively exploring who they are and what their place in the world is.
Social relationships are another defining feature of adolescence. Peer interactions become increasingly important, often influencing teenagers' choices, behaviors, and self-esteem. Peer pressure can be both a positive and negative force, as it can drive teenagers toward healthy behaviors like academic achievement and involvement in extracurricular activities, or it can lead them to engage in risky behaviors such as substance abuse and reckless driving (Steinberg & Monahan, 2007). As such, the social environment plays a critical role in shaping adolescent mental health and overall well-being. Teenagers are also navigating complex emotional changes during this stage, with many experiencing feelings of stress, confusion, and vulnerability. These emotions may stem from academic pressure, social dynamics, or a sense of disconnection from family or society.
Furthermore, cognitive development during the teenage years brings with it new capacities for abstract thinking, reasoning, and future planning. However, these abilities are still maturing, and teenagers are often more impulsive and prone to making decisions without fully considering the consequences. While this cognitive development enables them to understand abstract concepts like justice, identity, and morality, it does not necessarily mean that they are fully equipped to manage the challenges that come with these new understandings (Blakemore & Mills, 2014). Teenagers’ heightened emotional sensitivity and their growing cognitive abilities make them particularly susceptible to mental health challenges such as anxiety and depression. According to the World Health Organization (WHO, 2018), mental health disorders often emerge during adolescence, with conditions like depression, anxiety, and eating disorders becoming prevalent in this age group.
The media, including television, social media, and online content, plays a significant role in shaping teenagers’ perceptions, attitudes, and behaviors. The influence of media cannot be underestimated, as teenagers often consume large amounts of media content that can impact their views on mental health, body image, and relationships. For example, television programs, advertisements, and social media platforms can reinforce certain standards of beauty, success, and behavior, which may contribute to feelings of inadequacy or pressure to conform (Fardouly et al., 2015). However, media can also serve as a tool for positive change. Television programs that address important issues like mental health can help normalize conversations around these topics, reduce stigma, and encourage teenagers to seek help when needed.
In terms of mental development, education campaigns that target teenagers are crucial in shaping their understanding of mental health and emotional well-being. By providing information through media outlets like television, especially those programs tailored to teenagers, these campaigns can offer valuable resources and coping strategies to help young people manage the stress and challenges they face. These interventions can also empower teenagers to recognize early signs of mental health struggles and encourage them to reach out for support before issues escalate. NTA Ilorin, for instance, has the opportunity to play a pivotal role in educating the youth of Ilorin metropolis on the importance of mental well-being through well-structured advertisement programs that address topics such as stress management, healthy coping mechanisms, and emotional intelligence.
Adolescence is a critical period of development where teenagers face various challenges and opportunities for growth. It is during this time that they form lasting behaviors, attitudes, and mental health habits. Therefore, providing teenagers with accessible and effective education on mental development, particularly through influential media channels like television, is essential for fostering a generation that is mentally resilient, informed, and prepared to face the complexities of adulthood.
Adolescence, as a stage of development, is often described as a period of identity formation, exploration, and increasing self-awareness. However, this phase also presents numerous challenges that can have a lasting impact on a teenager’s mental health and well-being. In particular, the search for independence and the desire to assert autonomy can create tension between teenagers and their parents or caregivers. This conflict, though normal, can cause emotional distress and contribute to mental health issues such as anxiety, depression, and even behavioral problems (Collins & Laursen, 2004). Given that teenagers are still developing coping strategies and emotional regulation skills, they are particularly vulnerable to the pressures that come with navigating their social and family environments.
The influence of peers during adolescence cannot be overstated. Adolescents place great importance on peer acceptance and belonging, and the desire to fit in often shapes their decisions and behaviors. Peer pressure, both positive and negative, plays a central role in this stage of life. Positive peer influences can encourage teenagers to adopt healthy behaviors, such as pursuing academic success or engaging in sports and physical activities. However, negative peer influences, such as encouraging substance abuse, risky sexual behavior, or engaging in violent activities, can have detrimental effects on mental and physical health (Steinberg & Monahan, 2007). The peer group, therefore, is a double-edged sword that can either enhance or undermine an adolescent’s well-being, depending on the behaviors that are normalized within the group.
In addition to peer pressure, adolescents are exposed to a wide range of media content, which can also significantly impact their mental and emotional development. Television, in particular, is one of the most influential forms of media that shape adolescent perceptions, as it serves not only as a source of entertainment but also as a means of socialization and learning. Teenagers are often exposed to advertisements and television programs that reflect societal standards of beauty, success, and behavior. These portrayals can create unrealistic expectations and lead to body dissatisfaction, low self-esteem, and negative mental health outcomes, especially when teenagers compare themselves to the images they see in the media (Grabe et al., 2008). In some cases, media consumption can even contribute to the development of mental health disorders such as eating disorders, anxiety, and depression.
However, media does not only have negative effects. When used effectively, media, including television advertisements, can serve as a powerful tool for promoting mental health awareness and positive mental development. Public health campaigns and educational programs broadcast through television have the potential to reach a wide audience, including teenagers. For instance, programs that address topics such as stress management, emotional regulation, and healthy coping strategies can offer valuable guidance and help normalize conversations about mental health (Harrison et al., 2011). These interventions can also work to reduce the stigma surrounding mental health issues by fostering open dialogue and encouraging teenagers to seek help when needed.
The role of television in mental health education has been underscored by several studies that highlight the importance of media in shaping adolescents’ attitudes toward mental health. Research has shown that media campaigns aimed at improving mental health literacy have been successful in increasing awareness about mental health issues, such as depression and anxiety, and in encouraging individuals to seek treatment (Pirkis et al., 2006). Television advertisements, in particular, have the ability to present mental health information in a manner that is accessible and relatable to teenagers, thus helping to bridge the gap between awareness and action.
NTA Ilorin, as a local television station, has the opportunity to influence the mental development of teenagers in the Ilorin metropolis by utilizing its platform to broadcast informative and engaging content that addresses mental health issues. By featuring advertisements and programs that provide practical information on topics such as self-care, emotional intelligence, resilience, and coping with stress, NTA Ilorin can contribute to fostering a generation of teenagers who are equipped with the skills and knowledge to handle the challenges of adolescence. These programs can help teenagers develop a more comprehensive understanding of mental health, teaching them to recognize the signs of mental distress, practice self-care, and seek professional help when necessary.
Additionally, media programs that involve teenagers in discussions about mental health can help promote peer-to-peer support and create a sense of community among adolescents who may feel isolated in their struggles. Encouraging open dialogue about mental health can also help reduce the stigma associated with seeking help and can empower teenagers to take proactive steps toward maintaining their mental well-being. In this way, media outlets like NTA Ilorin can play a pivotal role in promoting mental health awareness and encouraging teenagers to prioritize their emotional and psychological development.
In conclusion, adolescence is a period of significant growth and change, during which teenagers face a range of challenges that can impact their mental health and overall well-being. Given the increasing prevalence of mental health issues among teenagers, it is crucial to provide them with the necessary tools and information to navigate this stage of life. Media, particularly television, plays an important role in shaping teenagers’ perceptions and attitudes toward mental health. Television programs and advertisements that promote mental health awareness and provide practical coping strategies can have a positive impact on teenagers’ mental development. NTA Ilorin, as a local media outlet, has the potential to contribute to the mental well-being of teenagers in the Ilorin metropolis by creating informative, supportive, and engaging content that encourages teenagers to prioritize their mental health.
2.1.5	Impact of media on Teenagers
The impact of media use on teenagers is profound, as media has become an integral part of their daily lives. From social media platforms and television to video games and online content, teenagers are constantly exposed to various forms of media that influence their behaviors, attitudes, and perceptions of the world around them. This influence can be both positive and negative, depending on the content consumed and the way it is integrated into their lives.
On the positive side, media provides teenagers with access to a wealth of information, entertainment, and educational resources that can enrich their lives. Educational programs, documentaries, and online resources allow teenagers to explore new ideas, develop interests in subjects such as science, history, and technology, and enhance their knowledge beyond what is taught in school. Additionally, platforms like YouTube and podcasts provide teenagers with opportunities to learn from experts, engage with content creators, and even create their own media, fostering creativity and self-expression (Valkenburg et al., 2017). Social media, when used constructively, can also serve as a tool for building social connections, providing teenagers with the ability to maintain relationships, participate in online communities, and engage in activism and social causes.
However, the negative effects of media on teenagers are equally significant and concerning. One of the primary issues associated with media consumption is its impact on mental health. Excessive exposure to social media platforms, in particular, has been linked to increased levels of anxiety, depression, and body image issues among teenagers. Studies have shown that teenagers who spend more time on social media are more likely to experience feelings of inadequacy, loneliness, and low self-esteem, as they constantly compare themselves to the curated and often unrealistic images they see online (Fardouly et al., 2015). This can lead to negative body image and an increased risk of developing mental health disorders, such as eating disorders and depression.
Moreover, media exposure often shapes teenagers' understanding of societal norms, relationships, and behaviors. Television shows, movies, and social media can perpetuate harmful stereotypes and unrealistic expectations, particularly concerning gender, body image, and success. For instance, many media portrayals of beauty standards emphasize unattainable ideals that can lead to dissatisfaction with one's appearance. Similarly, unrealistic depictions of relationships, often characterized by drama, conflict, and physical attractiveness, can influence teenagers' expectations of their own romantic relationships, leading to skewed perceptions of love and intimacy (Levine & Murnen, 2009). This can contribute to unhealthy behaviors, such as the normalization of toxic relationships or the pursuit of unattainable physical ideals.
Another area of concern is the potential for media to encourage risky behaviors among teenagers. Television shows, movies, and online content may glamorize behaviors such as substance abuse, violence, and unsafe sexual practices. Exposure to such content can desensitize teenagers to the consequences of these actions, making them more likely to engage in similar behaviors themselves. Research has shown that teenagers who frequently watch violent or sexual content are more likely to exhibit aggressive behaviors or engage in unsafe sexual practices (Gentile et al., 2017). Furthermore, the addictive nature of certain media, particularly video games and social media platforms, can lead to problematic usage patterns. Teenagers may spend excessive amounts of time online or gaming, leading to issues such as poor academic performance, disrupted sleep patterns, and reduced physical activity.
While media can be a powerful tool for education and connection, it is essential for teenagers to engage with it in a balanced and mindful way. Parents, educators, and mental health professionals play a crucial role in guiding teenagers toward healthy media consumption. Encouraging media literacy, where teenagers are taught to critically analyze the content they consume and recognize its potential effects, can help them make informed decisions about their media use. In addition, promoting offline activities such as sports, hobbies, and face-to-face social interactions can help mitigate the negative effects of excessive screen time.
In conclusion, the impact of media use on teenagers is multifaceted and can have both positive and negative consequences. While media offers opportunities for learning, creativity, and connection, it also poses significant risks to mental health, self-esteem, and behavior, particularly when teenagers are exposed to harmful content or use media excessively. It is essential for society to address these challenges by promoting responsible media consumption and providing teenagers with the tools to navigate the digital landscape in a healthy and informed way.
2.1.6	Impact of television on Teenagers
Television has long been a significant part of teenagers' lives, offering a wide range of content, from entertainment to news, and everything in between. As a medium, television has the power to influence teenagers in a variety of ways, both positively and negatively. The content they watch and the amount of time they spend watching TV can shape their attitudes, behaviors, and perceptions of the world around them.
On the positive side, television can serve as an educational tool, providing teenagers with access to information, ideas, and knowledge that may not be readily available to them elsewhere. Educational programs, documentaries, and informative shows can inspire teenagers to explore new topics, develop interests in fields such as science, history, and politics, and learn about different cultures and perspectives. Programs like "Sesame Street," "National Geographic," and the BBC's nature documentaries have long been praised for their educational value, helping teenagers expand their horizons and deepen their understanding of the world (Anderson & Lorch, 2014). Additionally, many shows tackle important social issues, such as mental health, racism, and inequality, which can foster empathy, critical thinking, and awareness among teenagers.
Television also has the potential to foster social connections. Popular TV shows often become a shared experience for teenagers, providing them with a common cultural reference point for conversations with peers. This sense of belonging can enhance social interactions and create a feeling of community among teenagers, particularly when they engage in discussions about characters, plots, and themes. Teenagers can bond over shared interests in particular TV shows, leading to stronger friendships and a sense of social cohesion (Zillmann & Bryant, 2002).
However, the negative impact of television on teenagers is also significant. One of the most pressing concerns is the influence of television content on teenagers' perceptions of body image, gender roles, and relationships. Many television programs, particularly in the entertainment genre, promote unrealistic beauty standards, portraying idealized versions of women and men that are often unattainable. Teenage viewers, who are still developing their self-esteem and sense of identity, may internalize these portrayals, leading to body dissatisfaction, low self-esteem, and unhealthy behaviors such as dieting or excessive exercise (Levine & Murnen, 2009). Similarly, unrealistic portrayals of romantic relationships, often filled with drama, idealization, and conflict, can skew teenagers' understanding of healthy relationships, leading to unrealistic expectations about love and intimacy.
Furthermore, the portrayal of violence and risky behaviors on television can have detrimental effects on teenagers. Research has shown that exposure to violent content, whether in the form of action-packed shows or crime dramas, can desensitize teenagers to aggression and increase their tolerance for violence (Huesmann et al., 2003). This exposure may contribute to aggressive behaviors and poor conflict resolution skills in teenagers, as they may come to see violence as an acceptable way of dealing with problems. Additionally, television often glamorizes risky behaviors such as substance abuse, promiscuity, and reckless driving, which can lead teenagers to mimic these behaviors in real life (Gentile et al., 2017). Teenagers, who are still developing impulse control and decision-making abilities, may be more susceptible to these influences, making television a potential catalyst for risky behaviors.
Another negative impact of television is its role in reducing physical activity and social engagement. With the rise of binge-watching and streaming services, many teenagers spend large amounts of time glued to their screens, leading to a sedentary lifestyle. Prolonged TV watching has been linked to an increased risk of obesity, poor physical health, and sleep disturbances (Marshall et al., 2004). This sedentary behavior is often coupled with a decline in face-to-face interactions with family and friends, as teenagers become more engrossed in their screens and less involved in physical or social activities. The lack of physical activity and social interaction can have long-term consequences for teenagers' mental and physical health, leading to issues such as depression, anxiety, and social isolation.
In addition, excessive television watching can interfere with academic performance. Teenagers who spend a significant amount of time watching TV may neglect their studies, leading to lower grades and decreased academic achievement. Television can serve as a distraction, taking up valuable time that could be spent on homework, studying, or engaging in extracurricular activities. As a result, teenagers may struggle with time management and face challenges in balancing their academic responsibilities with their leisure activities.
In conclusion, television has a profound impact on teenagers, with both positive and negative consequences. While television can serve as an educational tool and foster social connections, it also has the potential to influence teenagers' perceptions of body image, relationships, and behavior in harmful ways. The key to mitigating the negative effects of television lies in encouraging responsible media consumption, promoting media literacy, and fostering a healthy balance between screen time and other activities. By guiding teenagers toward positive television content and helping them critically analyze what they watch, parents, educators, and caregivers can help teenagers navigate the complex media landscape and make informed choices about their media consumption.
2.1.7	Control of Advertising Practice in Nigeria 
The control of advertising practice in Nigeria is a crucial issue, as advertising plays a significant role in shaping consumer behavior, promoting products and services, and influencing societal norms. With the rapid growth of the advertising industry, both traditional and digital, there has been an increasing need for effective regulation to ensure that advertising practices are ethical, transparent, and do not cause harm to the public. In Nigeria, various bodies and legal frameworks exist to regulate advertising practices, although challenges related to enforcement and compliance remain.
The primary regulatory body responsible for controlling advertising in Nigeria is the Advertising Practitioners Council of Nigeria (APCON). Established in 1988, APCON is empowered by the Advertising Practitioners (Registration, Etc.) Act, which gives it the authority to oversee the activities of advertising practitioners and ensure that advertisements comply with ethical standards. APCON's role includes registering advertising practitioners, monitoring advertisements to ensure they adhere to set standards, and providing guidelines for ethical advertising practices. It is also tasked with sanctioning advertisers, advertising agencies, and practitioners who engage in misleading or harmful advertising (APCON, 2018).
One of the key areas of focus for APCON is the regulation of misleading or false advertising. Advertisements that exaggerate product claims, mislead consumers, or make unfounded health and safety promises are subject to scrutiny. In 2018, APCON introduced a new advertising code that aims to curb misleading advertising and deceptive practices in the industry. This code stipulates that advertisements should not misrepresent the features, benefits, or risks associated with a product or service and should not deceive or confuse the public (APCON, 2018). This regulation is especially important in sectors such as pharmaceuticals, food and beverages, and financial services, where misleading claims can have serious consequences on public health and safety.
The National Broadcasting Commission (NBC) is another important regulatory body in Nigeria that controls advertising, particularly in the broadcast media sector. The NBC regulates the content of television and radio advertising, ensuring that advertisements broadcast on these platforms adhere to national standards. The commission ensures that advertisements do not promote content that is harmful to the public, such as those that encourage violence, discrimination, or the exploitation of vulnerable groups. The NBC also enforces rules around the timing of certain types of advertisements, such as those targeting teenager or promoting alcoholic beverages. The regulatory framework set by the NBC helps maintain the integrity of broadcast media and prevents the exploitation of sensitive audiences (National Broadcasting Commission, 2020).
The control of advertising practice in Nigeria also involves the Federal Competition and Consumer Protection Commission (FCCPC), which was established in 2019. The FCCPC's role is to protect consumers from unfair trade practices, including deceptive advertising. This includes investigating and taking action against companies that engage in false or misleading advertising that could potentially harm consumers. The FCCPC is particularly concerned with issues such as bait-and-switch advertising, where consumers are lured by false promises only to be offered a different or inferior product. In addition, the FCCPC works to ensure that consumers are aware of their rights and have access to accurate information when making purchasing decisions (Federal Competition and Consumer Protection Commission, 2020).
Despite these regulatory efforts, there are several challenges in effectively controlling advertising practice in Nigeria. One of the main challenges is the enforcement of advertising regulations, particularly in the digital media space. With the rise of social media platforms, online influencers, and digital advertising, there is a growing concern about the lack of effective regulation and oversight in this area. Many advertisements on social media are not subject to the same standards as traditional forms of advertising, which can lead to the spread of misleading or deceptive content. Additionally, the rapid pace of technological change in the advertising industry makes it difficult for regulatory bodies to keep up with new trends and practices.
Another challenge is the lack of public awareness about advertising regulations and consumer rights. Many Nigerian consumers are not fully aware of the standards that govern advertising or their rights to protection against misleading advertising. This lack of awareness can result in consumers falling victim to deceptive marketing practices without recourse. To address this issue, there is a need for greater public education on advertising standards, consumer rights, and the regulatory bodies that exist to protect them.
In conclusion, the control of advertising practice in Nigeria is a complex and evolving issue that requires the coordinated efforts of multiple regulatory bodies, including APCON, NBC, and FCCPC. While these bodies play an essential role in regulating advertising and protecting consumers, there are significant challenges in ensuring compliance with advertising standards, particularly in the rapidly growing digital media landscape. To improve the effectiveness of advertising regulation in Nigeria, there is a need for stronger enforcement mechanisms, increased public awareness, and a more adaptive approach to the evolving advertising environment.
2.2 THEORETICAL FRAMEWORK
2.2.1 Social Cognitive Theory
Proposed by Albert Bandura, Social Cognitive Theory (SCT) provides a framework for understanding how individuals learn and adopt behaviors through observation, imitation, and modeling. The theory emphasizes that learning occurs in a social context, where individuals observe the actions of others, process these observations cognitively, and decide whether to replicate the behaviors. Central to SCT is the concept of reciprocal determinism, which suggests that personal factors, environmental influences, and behavior interact and influence each other (Bandura, 1986).
One of the key mechanisms of SCT is observational learning, where individuals acquire new behaviors by watching others. This process is particularly relevant during adolescence, a developmental stage marked by heightened susceptibility to external influences, including media. Teenagers exposed to television advertisements that promote positive mental health practices, such as stress management techniques, open communication, or self-care routines, are likely to internalize and replicate these behaviors. For example, seeing a relatable character in an advertisement practice mindfulness may inspire teenagers to adopt similar habits. The likelihood of adopting such behaviors increases if the modeled behavior is reinforced by positive outcomes or social approval (Bandura, 2001).
Another important component of SCT is self-efficacy, which refers to an individual's belief in their ability to perform a specific behavior successfully. Television advertisements that depict relatable characters overcoming challenges or achieving goals can enhance teenagers' self-efficacy, motivating them to try similar actions in their own lives. For instance, an advertisement showcasing a student effectively managing academic stress through time management strategies may encourage viewers to adopt these techniques, believing they too can succeed.
Reinforcement also plays a crucial role in SCT. When teenagers observe that positive behaviors, such as seeking help for mental health issues or practicing empathy, are rewarded—either within the advertisement or in their social environment—they are more likely to adopt these behaviors. Conversely, observing negative consequences of unhealthy behaviors, such as social isolation or stress, can deter teenagers from engaging in those actions.
SCT's emphasis on the interaction between individual cognition and environmental influences highlights the potential of media, particularly television, as a tool for positive behavioral change. By showcasing relatable scenarios, promoting constructive behaviors, and reinforcing positive outcomes, television advertisements can serve as powerful agents of social learning, fostering mental development and well-being among teenagers.
Social Cognitive Theory (SCT) goes beyond simply explaining how behaviors are learned; it provides insights into how individuals integrate observed behaviors into their lives, influenced by both personal factors and the surrounding environment. For teenagers, who are navigating a period of identity formation and cognitive growth, the principles of SCT are particularly applicable, especially when considering their interactions with media, such as television.
A critical aspect of SCT is the role of vicarious reinforcement. Teenagers are not only influenced by their direct experiences but also by observing the consequences of others’ actions. Television advertisements that portray characters benefiting from positive mental health practices—such as achieving success, improving relationships, or gaining social acceptance—create a powerful incentive for viewers to emulate those behaviors. Conversely, advertisements that show the negative outcomes of neglecting mental health, such as stress, isolation, or failure, serve as cautionary tales, deterring similar actions in real life (Bandura, 2001).
Television also serves as a significant source of role models for teenagers, an idea central to SCT. Adolescents often identify with relatable characters who exhibit desirable traits, such as confidence, resilience, or kindness. When these characters demonstrate positive behaviors, such as seeking help for mental health challenges or fostering self-care, teenagers are more likely to adopt these actions themselves. For instance, an advertisement featuring a peer-like character who copes with exam stress by practicing relaxation techniques can motivate teenagers to explore and adopt similar strategies, especially if the character's actions lead to a positive outcome.
The concept of self-regulation, another core principle of SCT, is also relevant. Through media exposure, teenagers can learn how to monitor their emotions, set personal goals, and develop coping mechanisms. Television advertisements that explicitly demonstrate steps for managing anxiety or building confidence can inspire teenagers to take proactive steps toward their mental development. By observing these behaviors repeatedly, teenagers internalize them and gradually develop the skills to regulate their thoughts and emotions, enhancing their overall well-being (Zimmerman & Schunk, 2011).
Moreover, SCT underscores the importance of environmental and cultural contexts in shaping behavior. Television advertisements that are culturally relevant and resonate with teenagers' lived experiences are more likely to influence behavior. For example, campaigns that use local languages, feature familiar settings, or reflect the values and norms of a community are more relatable and impactful. These culturally tailored advertisements help teenagers connect with the message on a personal level, increasing the likelihood of behavior adoption.
The interactive nature of SCT also highlights the feedback loop between behavior, environment, and cognition. As teenagers begin to adopt positive mental health practices modeled in television advertisements, they may experience changes in their social environment, such as improved relationships with peers, family, or teachers. These positive outcomes further reinforce the learned behaviors, creating a cycle of continuous improvement.
Despite its potential, the application of SCT through television advertisements also requires careful consideration of potential pitfalls. Not all observed behaviors are positive, and teenagers may inadvertently imitate unhealthy or unrealistic portrayals if they lack the critical thinking skills to discern the message's intent. This highlights the need for media literacy programs that equip teenagers with the tools to analyze and evaluate the content they consume, ensuring that they derive constructive lessons from their observations.
In conclusion, Social Cognitive Theory provides a robust framework for understanding how television can influence teenagers' behaviors and mental development. By leveraging principles such as observational learning, vicarious reinforcement, and self-efficacy, well-designed television advertisements have the potential to promote positive mental health practices and empower teenagers to take charge of their emotional and psychological well-being. However, these efforts must be supported by broader initiatives, including culturally relevant content, parental guidance, and media literacy education, to maximize their impact and ensure teenagers develop healthy, adaptive behaviors.
2.2.2 Uses and Gratifications Theory
The Uses and Gratifications Theory (UGT) is a framework in media studies that explores how individuals actively select and use media to fulfill specific needs and desires. Unlike earlier theories that viewed audiences as passive recipients of media messages, UGT emphasizes the agency of the audience in choosing media that aligns with their personal motivations. This active engagement suggests that media consumption is driven by the audience's conscious efforts to satisfy their cognitive, emotional, and social needs (Katz, Blumler, & Gurevitch, 1974).
Teenagers, a highly dynamic and impressionable audience, often turn to media, including television advertisements, to address their evolving needs. For many adolescents, television serves as a source of information, providing insights into various topics, including personal development, mental health, and societal trends. Advertisements that highlight stress management techniques, healthy lifestyle choices, or methods for improving interpersonal relationships can offer teenagers valuable knowledge, helping them navigate the challenges of adolescence and fostering their mental development.
Entertainment is another key gratification that drives teenagers’ engagement with television advertisements. Adolescents are naturally drawn to visually appealing, humorous, or emotionally resonant content. Advertisements that use vibrant visuals, engaging storytelling, or relatable characters are more likely to capture teenagers' attention and keep them engaged. This entertainment value not only increases the likelihood of message retention but also creates a positive association with the behaviors or values promoted in the advertisement. For instance, a lighthearted ad promoting mental health awareness may make the topic more approachable, encouraging teenagers to consider and adopt the practices being endorsed.
UGT also highlights the role of media in addressing social needs, such as the desire for connection, identity formation, and validation. Teenagers often seek media content that resonates with their personal experiences or aspirations. Television advertisements featuring relatable peer-like characters or scenarios can help adolescents feel understood and validated, reinforcing positive self-perceptions. Furthermore, these ads can shape teenagers' sense of identity by presenting role models or ideals that align with their goals, such as being confident, resilient, or mentally healthy.
Another significant aspect of UGT is its focus on problem-solving needs. Teenagers may engage with media content, including advertisements, to find solutions to specific challenges they face. For example, advertisements that provide practical tips for managing exam stress, improving focus, or building self-esteem offer teenagers actionable strategies that address their immediate concerns. This problem-solving gratification strengthens the perceived utility of television advertisements and fosters a deeper connection with the content.
The theory also emphasizes that media consumption is influenced by individual differences, such as personality traits, cultural background, and social environment. Teenagers from different cultural or socio-economic backgrounds may derive different gratifications from the same advertisement. For instance, an ad promoting mental health resources might resonate more strongly with teenagers who have experienced stress or anxiety, as they perceive it as directly relevant to their circumstances. Understanding these nuances allows advertisers to design content that caters to diverse audiences, ensuring inclusivity and effectiveness.
However, UGT also points to potential challenges. While teenagers actively seek media for specific gratifications, the content they consume may not always align with their actual needs. Misleading or overly idealized advertisements can create unrealistic expectations or promote unhealthy behaviors if not critically evaluated. This underscores the importance of media literacy and guidance to help teenagers make informed choices about the content they engage with.
In conclusion, the Uses and Gratifications Theory provides valuable insights into why teenagers engage with television advertisements and how these interactions influence their mental development. By addressing teenagers' needs for information, entertainment, problem-solving, and social connection, advertisements have the potential to play a transformative role in shaping positive behaviors and attitudes. However, to maximize their impact, advertisers must ensure that their content is relatable, accurate, and aligned with the genuine needs of their target audience.

2.3 	EMPIRICAL FRAMEWORK
2.3.1	Media’s Role in Educating Youth
The media serves as a powerful tool for educating and influencing the youth, playing a crucial role in shaping their attitudes, knowledge, and behaviors. As a pervasive force in modern society, media platforms—such as television, radio, social media, and online content—reach young people where they are most engaged, making them an effective medium for delivering educational messages on critical topics.
Research has consistently demonstrated the educational impact of media on youth. For instance, Smith and Jones (2020) found that television campaigns focused on mental health awareness significantly improved teenagers’ understanding of emotional well-being in urban areas. Their study highlighted that well-structured media campaigns, which combine engaging visuals with relatable narratives, can demystify complex topics like mental health, empowering young people to seek help and adopt proactive coping strategies. Similarly, media initiatives addressing public health issues, such as anti-smoking campaigns or awareness programs on sexual health, have been shown to increase knowledge and influence healthier choices among adolescents (Brown & Withers, 2019).
One of the key strengths of media in educating youth is its ability to provide accessible and relatable information. Television programs, advertisements, and documentaries often use storytelling, visuals, and characters that resonate with young audiences, making learning both engaging and memorable. For example, educational television programs like Sesame Street and National Geographic Kids have successfully combined entertainment with instruction, teaching young viewers about literacy, environmental awareness, and social skills (Anderson et al., 2001).
Social media platforms also play a growing role in youth education. Platforms like YouTube, Instagram, and TikTok feature influencers and content creators who share educational content on topics ranging from science and technology to mental health and personal development. These platforms provide an interactive and visually dynamic space where young people can learn at their own pace and connect with others who share similar interests. However, the quality and accuracy of information on social media can vary, necessitating media literacy education to help young people critically evaluate content.
In addition to imparting knowledge, media serves as a platform for promoting values and positive behaviors. Campaigns that emphasize inclusivity, diversity, and empathy can influence young people to adopt more accepting and respectful attitudes toward others. For example, media initiatives promoting gender equality or combating bullying in schools have shown significant success in fostering awareness and behavioral change among teenagers (UNESCO, 2018). By showcasing real-life scenarios and positive role models, these campaigns encourage young people to reflect on their attitudes and make more informed choices.
Despite its benefits, the role of media in educating youth is not without challenges. Misinformation, sensationalism, and exposure to inappropriate content can undermine the educational potential of media. Without proper guidance, young people may struggle to differentiate credible sources from unreliable ones, leading to misconceptions and unhealthy behaviors. To address this, schools, parents, and policymakers must prioritize media literacy education, equipping youth with the critical thinking skills needed to navigate the media landscape effectively.
The media is a vital educational tool for youth, offering opportunities to disseminate knowledge, influence behaviors, and promote positive societal values. Through carefully designed campaigns and content, media can address critical issues like mental health, public health, and social inclusivity, empowering young people to make informed decisions. However, the potential of media in education can only be fully realized when combined with efforts to promote media literacy and ensure the responsible use of media platforms.
2.3.2 	Impact of Television Advertisements
Television advertisements are a compelling medium for disseminating information, thanks to their unique combination of visual and auditory appeal. By leveraging visuals, sound, and narrative elements, advertisements can capture attention, evoke emotions, and deliver persuasive messages that influence attitudes and behaviors. As one of the most accessible and impactful forms of media, television advertisements have a significant role in shaping public awareness, consumer behavior, and social values.
Research supports the effectiveness of television advertisements in raising awareness about critical issues. Johnson and Kim (2019) found that well-crafted advertisement campaigns led to a 35% increase in awareness about social issues among teenagers in their study. Their research highlighted that advertisements featuring relatable characters, engaging storytelling, and actionable messages resonate strongly with young audiences, making the content more memorable and impactful. For example, campaigns addressing mental health, substance abuse, or environmental conservation have successfully sparked conversations and motivated teenagers to adopt positive behaviors.
One of the key strengths of television advertisements lies in their ability to influence decision-making. Advertisements often use persuasive techniques such as repetition, emotional appeals, and endorsements by trusted figures or celebrities. These strategies create associations between the advertised product or message and desirable outcomes, encouraging viewers to take specific actions. For instance, advertisements promoting healthy lifestyle choices, such as exercising or eating nutritious foods, can inspire teenagers to prioritize their well-being by modeling behaviors depicted in the ad.
Television advertisements also play a critical role in educating viewers. They can simplify complex topics and present them in a digestible format, making it easier for audiences to understand and act on the information provided. Public service announcements (PSAs), for instance, often use television to disseminate information on health, safety, or social issues. Campaigns promoting road safety, vaccination, or anti-smoking initiatives have demonstrated the power of television advertisements to drive positive societal change (Smith & Lee, 2020).
However, the impact of television advertisements is not always positive. Critics argue that excessive exposure to advertisements can lead to materialism, unrealistic expectations, or unhealthy behaviors, especially among impressionable audiences like teenagers. Advertisements that idealize specific body types, promote high-consumption lifestyles, or misrepresent products can contribute to negative self-perceptions and impulsive purchasing habits. This underscores the need for regulatory frameworks to ensure that advertisements are truthful, ethical, and socially responsible.
Moreover, cultural relevance plays a crucial role in determining the effectiveness of television advertisements. Ads that reflect the values, norms, and aspirations of a target audience are more likely to resonate and influence behavior. Conversely, advertisements that fail to consider cultural context may be dismissed as irrelevant or alienating, reducing their impact.
In conclusion, television advertisements are a powerful communication tool with the potential to educate, persuade, and influence audiences, particularly teenagers. By combining audiovisual appeal with relatable content and strategic messaging, advertisements can effectively raise awareness and inspire positive behavior. However, their impact depends on responsible execution, cultural sensitivity, and a balance between commercial and social objectives. When used ethically and thoughtfully, television advertisements can be a force for positive societal change.





















CHAPTER THREE
RESEARCH METHOD
INTRODUCTION 
Every scientific research must have procedures adopted on how data are collected and analyzed. Obuloeze (1996) stated that the data collected are not just collected for collection sake; each of the data collected bears a direct relationship to some hypothesis, which also has a relationship with the problem being studied. According to Barry (1986), methodology is the conceptual framework on which the whole research is based. Research methodology includes the methods of data collection, the sources of the data collected, the target population and the way the data would be analyze.
3.1	RESEARCH DESIGN 
The design used for this study is survey research design. The survey approach, according to Ogili (2005) is a form of descriptive research that studies both large and small population by selecting and studying samples chosen from the population to discover the relative incident. Questionnaires that contain only close-ended questions will be drafted, so that it can be distributed to some respondents living in Ilorin which can be selected. 
3.2	POPULATION OF STUDY 
This refers to the target of the study. It involves a large group of persons or aggregates items the researcher is interested in getting information form, for the study. 
In a situation where the whole population cannot be studied, a sample becomes necessary. The people that formed the population of the study will be the elite parents within the Ilorin community which is 1000. 
3.3	SAMPLE SIZE AND SAMPLE TECHNIQUES 
Sample according to Ogili (2005), is the actual member of or part of study population that is objectively selected for such. Sampling is necessary because the entire population cannot be studied as it may be target and cannot be controlled. 
Sampling technique refers to the statistical method used to arrive at a sample size or at a good representation of the population. 
The study adopted the purposive sampling technique to purposively pick the size of 100. Purposive sampling method is used in order to have a full representation of the population. The purposive sampling method covers the people of Ilorin community, Kwara State. The respondents will be selected based on the knowledge of a population and the purpose of the study.
3.4	INSTRUMENTATION
The research instruments used in collecting data will be questionnaire and personal interview. 
According to Ogili (2005 „is a composition of list of question relating to aim of the study and the hypothesis to which the respondent’s answers by writing down his/her responses. 
“Questionnaires are advantageous whenever the sample size is large enough to make it economical for reasons of time or funds to observe or interview every subject” 
Benson – Eluwa (2003). The questionnaire consists of items which were carefully constructed to efficiently measure the variables on the research hypothesis. The questionnaire was divided into sections. Section A was the personal or demographic data of the respondents, while section B gave account on major variables of the research study. 
3.5	VALIDITY AND RELIABILITY OF DATA INSTRUMENT 
After construction and critically studying the questionnaire, it will be passed to the researcher’s supervision for vetting and possible modifications. Some aspects of the questionnaire were also subject to trial run. 
For the purpose of this study, the fit-test method will be used to test reliability of the data collectively. This entailed giving some questions on the same respondents after an interval of one or two weeks. Respondents were identified in the organization and the same sets of questionnaires were served to them again. The first marked “X” while the correlations between these were marked “Y”. The correlations between these two answers were determined by using person co-efficient correlation to arrive at the degree of two sets answer from the selections. 
3.6	METHOD OF DATA COLLECTION 
Data was collected by administering the questionnaire to my respondents who were parents from Ilorin metropolis. It was administered by me and a help from my elder brother who also resides in Ilorin. Personal interviews were done face to face by the researcher to the respondent. Out of 100 copies of questionnaire that were distributed, 80 copies were retrieved. 
3.7 METHOD OF DATA ANALYSIS 
The major technique employed to analyze data were the use of Chi-square (x2) statistical analysis aimed at establishing significant differences “that night exist among respondent” frequencies. Chi-square is a non-parametric statistical tool which can conveniently be used in testing hypothesis when dealing counted data. This represented a return rate of 80%. 
Data was analyzed using frequencies and tables and simple percentage were also used to test the questions being asked and for easy references. 


CHAPTER FOUR
DATA PRESENTATION AND DISCUSSION OF FINDINGS
4.1 INTRODUCTION 
The purpose of this study was to determine the Impact of NTA Ilorin television advertisement programme sensitizing teenagers on mental development in Ilorin metropolis. This chapter is concerned with the presentation and analysis of data gathered through the use of questionnaire distributed. 
The study answered the following research questions; 
What is the nature and frequency of television advertisements targeted at teenagers aired on NTA Ilorin in Ilorin metropolis?
How do teenager in Ilorin metropolis perceive and respond to television advertisements aired on NTA Ilorin, including their cognitive processing, attitudes, and behaviors?
What socio-cultural factors, including family dynamics, cultural norms, and regulatory frameworks, may influence the Impact of NTA Ilorin television advertisement programme sensitizing teenagers on mental development in Ilorin metropolis?
4.2 DATA PRESENTATION AND ANALYSIS 
The aim of this study was to find out “the influence of NTA Ilorin Advertisement on the mental development of teenagers” (A study of Ilorin metropolis). The chapter is concerned with presentation and analysis of data collection from the use of questionnaire. It was distributed by the researcher face to face to the respondents in Ilorin metropolis. 100 questionnaires were distributed and returned 100%. 
Analysis of demographic data 
Gender Table one
	Variables
	Frequency
	Percentages (%)

	Male
	25
	25

	Female
	75
	75

	Total
	100
	100


60 respondents representing (75%) are female while 25 respondents (25%) are male.
Age Table Two
	Variable
	Frequency
	Percentages (%)

	18-30
	78
	78

	31-40
	19
	19

	41-50
	3
	3

	51-60
	-
	-

	Total
	100
	100


5 Respondents representing (78%) are between ages 18-31, while 19 (19%) fall within ages of 31-40 also 3 respondents representing (3%) are between the ages of 41-50 where 0 (0%) are between the age of 51-60 above.
Occupation Table Three
	Variable
	Frequency
	Percentages (%)

	Students
	64
	64

	Civil servant
	27
	27

	Business traders
	5
	5

	Academicians
	4
	4

	Total
	100
	100


A total number of 64 respondents (64%) are students, 27 (27%) are civil servants, 5 (5%) are into business, 4 (4%) are academicians. 
Marital Status Table Four
	Variable
	Frequency
	Percentages (%)

	Single
	49
	49

	Married
	30
	30

	Divorced
	10
	10

	Separated
	11
	11

	Total
	100
	100


In the above analysis 49 respondents representing 49%, 30 respondents representing (30%) are married, 10 (10%) are divorced, 11 (11%) are separated. 
Nationality Status Table Five
	Variable
	Frequency
	Percentages (%)

	Nigerian
	100
	100

	Others
	0
	0

	Total
	100
	100


In the above table, 100 respondents representing 100% are Nigerian.








PRESENTATION OF FINDINGS AND ANALYSIS 
Here the purpose of this study, a uni-variable analysis is used by examining one variable at a time. 
Table one 
Do you watch television advertisements?
	Variable
	Frequency
	Percentages (%)

	Yes
	88
	88

	No
	12
	12

	Total
	100
	100


The above analysis shows that respondents that watch television advertisements are 88 (88%) while to respondent representing 12 (%) out of 100 says no. 
Table two 
Are you accessible to a television set in your house?
	Variable
	Frequency
	Percentages (%)

	Yes
	88
	88

	No
	20
	20

	Total
	100
	100


The above information clearly stated that 88 respondents accessible television in their home (88%) and other 20 (20%) do not have television.
Table three 
If no, where do you mostly watch television from?
	Variable
	Frequency
	Percentages (%)

	Friends
	25
	25

	Neighbors
	50
	50

	Clubs
	6
	6

	Cinema
	6
	6

	Others
	13
	13

	Total
	100
	100


In the analysis above, 25 (25%) watch TV from their friends home, 50 (50%) watch from the neighbors, 6 (6%) agree they watch clubs, 6 (6%) also agree on cinema while 13 (13) have other areas where they watch television from. 




Table four 
To what extent do you agree with the transmission of advertisement to teenager e.g. Condom advertisement?
	Variable
	Frequency
	Percentages (%)

	Strongly agree
	13
	13

	Agree
	19
	19

	No opinion
	6
	6

	Strongly disagree
	50
	50

	Disagree
	12
	12

	Total
	100
	100


13(13%) strongly agree, 19 (19%) agree, 6 (6.%) have no opinion, 50 (50%) strongly disagree and 12 (12%) disagree with the advertisement of Condom to teenager.
Table five 
If you do not accept the transmission of condom advertisement to teenager, why?
	Variable
	Frequency
	Percentages (%)

	Don’t like it
	50
	50

	Deceptive
	37
	37

	Negative
	13
	13

	Total
	100
	100


The above analysis shows that 40e (50%) do not like it, 30 (37.55) fell it is deceptive while 10(12.5%) think it’s negative 
Table six 
Is there a need for parents to monitor their teenager when watching television advertisements?
	Variable
	Frequency
	Percentages (%)

	Strongly agree
	50
	50

	Agree
	13
	13

	To an extent
	25
	25

	Strongly disagree
	6
	6

	Disagree
	6
	6

	Total
	100
	100


The above analysis states that 50 (50%) respondents feel they strongly agree for parents to monitor their teenager when watching advertisements, 13 (13%) agree, 25 (25%) to an extent, 6 (6%) strongly disagree while 6 (6%) disagrees. 

Table seven 
To what extent are the television rights of teenager being protected?
	Variable
	Frequency
	Percentages (%)

	Very highly
	50
	50

	Highly
	13
	13

	Moderately
	25
	25

	Very slowly
	6
	6

	Lowly
	6
	6

	Total
	100
	100


50 respondents (50%) agree that the television right of teenager be very highly protected, 25 (25%) agree on highly, 13 (13%) say moderately, 6 (6%) and 6 (6) agree very slowly and lowly. 
Table eight 
Do television adverts contribute in making teenager behave aggressively to their parents?
	Variable
	Frequency
	Percentages (%)

	Strongly agree
	38
	38

	Agree
	38
	38

	To an extent
	13
	13

	Strongly disagree
	6
	6

	Disagree
	6
	6

	Total
	100
	100


In reference to the above analysis the result obtained showed that if teenager rely solely in TV as the main source of information, then there is a problem they influenced with some negative attitudes that makes some them behave aggressively and stubborn to their parents. 
Table Nine 
Do television make teenager no to value their actual beheld
	Variable
	Frequency
	Percentages (%)

	Strongly agree
	25
	25

	Agree
	25
	25

	To an extent
	20
	20

	Strongly disagree
	18
	18

	Disagree
	12
	12

	Total
	100
	100


There suit obtained shows that 25 (25%) support the fact that TV influences young teenager diverts their attention from valuing their cultural belief but relying on the foreign culture (imperialism), 25 (25%) agree, 20 (20%) says to an extent, 18 (18%) strongly disagree, 12 (12%) disagree. 
Table ten 
Will you allow your teenager to pay much attention to watching television advertisements?
	Variables
	Frequency
	Percentages (%)

	Yes I will
	6
	6

	No, I wont
	50
	50

	Yes but not always
	38
	38

	Always
	6
	6

	Total
	100
	100


In the above analysis, 6 respondents (6%) said yes, they will allow their teenager to watching television advertisements, 50 (50%) said No, they won’t, 38 (38%) said they would always allow their teenager pay much attention to watching television advertisements. 
Table Eleven 
To what extent do you think teenager are influenced by television advertisement in their mental development?
	Variable
	Frequency
	Percentages (%)

	Very highly
	44
	44

	Highly
	25
	25

	Moderately
	19
	19

	Very lowly
	12
	12

	Lowly
	-
	-

	Total
	100
	100


From the above analysis 44 (44%) believe that TV advertisement very highly influence the mental development of teenager, 25 (25%) believe highly, 19 (19%) moderately and 12 (12%) very slowly





Table twelve 
How do you feel when your child/teenager practice most of these television advertisements?
	Variable
	Frequency
	Percentages (%)

	Good
	25
	25

	Not good
	38
	38

	Can’t say
	13
	13

	Bad
	12
	13

	Very bad
	12
	13

	Total
	100
	100


Table 13 
Do you think advertisements are necessary on television?
	Variable
	Frequency
	Percentages (%)

	Yes
	75
	75

	No
	12
	12

	Can’t say
	6
	6

	Don’t know
	7
	7

	Total
	100
	100


75 (75%) respondents agree that advertisements are necessary on television, 12 (12%) feel it is not, 6 (6%) can’t say while 7 (7%) do not know if it’s necessary or not. 
Table 14 
Do you agree that teenager are negatively influenced by television watching?
	Variable
	Frequency
	Percentages (%)

	Strongly agree
	50
	50

	Agree
	25
	25

	Can’t say
	13
	13

	Strongly disagree
	6
	6

	Disagree
	6
	6

	Total
	100
	100


50 (50%) of the respondents strongly agree that teenager negative influenced by television watching, 25 (25%) agree that they are influenced, 13 (13%) can’t say if they are or not, 6 (6%) and 6 (6%) respondents strongly disagree that they are negatively influenced 


Table 15 
If you do agree to the above question, to what extent do you believe they are negatively influenced?
	Variable
	Frequency
	Percentages (%)

	Very highly
	63
	63

	Highly
	25
	25

	Moderately
	13
	13

	Very lowly
	7
	7

	Lowly
	5
	5

	Total
	100
	100


In the above analysis, 63 (63%) believe that teenager are highly negatively influenced by television, 25 (25%) agree that they are highly influenced, 13 (13%) believe they are moderately influenced while 7 (7%) and 5 (5%) believe that they are very lowly influenced respectively. 

4.3 HYPOTHESIS TESTING 
Hi: Television advertisements influence the mental development of teenager 
Ho: Television advertisements do not influence the mental development of teenager 
To what extent do you think teenager are influenced by television advertisement in their mental development?
	Variable
	Frequency
	Percentages (%)

	Very highly
	49
	49

	Highly
	25
	25

	Moderately
	19
	19

	Very lowly
	10
	10

	Lowly
	-
	-

	Total
	100
	100



	Response
	O
	E
	O-E
	O-E2
	(O-E)2/E

	Very highly
	49
	16
	19
	361
	22.5

	Highly
	25
	16
	4
	16
	1

	Moderately
	19
	16
	-1
	1
	0.0025

	Very lowly
	10
	16
	-6
	36
	2.25

	Lowly
	-
	-
	-
	-
	-

	Total
	100
	
	
	
	25.8


X2 = Σ (e)2 = 25.8 
Σ 
Agree of freedom (df) = (r-1) (c-1) 
Where r = number of rows = 5-1 = 4 
C = number of columns = (5-1) = 4 
X = calculated = 25.8 
X = tabulated = 9.488 at id.f (0.05) 
The table value at 0.05 significance level and 1 degree of freedom is 9.488, while the calculated value is 37.1 therefore since the value of the distribution table is less than the calculated frequency; 25.8 > 9.488. therefore, we reject the null hypothesis that television advertisements do not influence the mental development of teenager and accept the alternate hypothesis which states that television advertisements influences the mental development of teenager. 

4.4 DISCUSSION OF FINDINGS 

Research question one 
What is the nature and frequency of television advertisements targeted at teenager aired on NTA Ilorin in Ilorin metropolis? To what extent are teenager influenced by television advertisement? 
Tables 13, 14, 16 and 17 shows that teenager influenced by television advertisement, tables 19 and 20 agree that they are highly influenced by what they watch on TV, it contributes in making teenager behave aggressively to their parents, it makes the teenager no to value their cultural beliefs and some parents do not like it when their teenager practice some of these advertisements, that they watch on television. 

Research question two 
How do teenager in Ilorin metropolis perceive and respond to television advertisements aired on NTA Ilorin, including their cognitive processing, attitudes, and behaviors? To what extent are the television rights of a child be protected? 
Tables 9, 10, 11, 12, 15 agree that the television right of a child should be highly protected. A greater percentage believe that there is a need for parents to monitor their teenager while they watch television advertisements some respondents strongly disagree with the transmission of some certain advertisements to teenager especially condom, alcohol, cigarettes. 

Research question three 
What socio-cultural factors, including family dynamics, cultural norms, and regulatory frameworks, may influence the Impact of NTA Ilorin television advertisement programme sensitizing teenagers on mental development in Ilorin metropolis? What are the negative influences of television on teenager? 
Table 13, 16, 14 and 17 also answers this question. Television exposes teenager to violence, diverting their attention from their actual belief leading to actual imperialism, exposing teenager and making them vulnerable to violent images and messaged teenager who have seen significant amounts of violence on TV are more likely to believe that the world is a frightening place. 


























CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
This chapter is designed to present the summary and conclusion of the entire research project and make some recommendations. It is therefore presented under the following subheading; 
5.1 SUMMARY OF FINDINGS 
The main aim of the study is finding the influence of NTA Ilorin Television Advertisements on the mental development of teenager. Two hypotheses were generated to guide the study. Literature were reviewed according to the variables and hypotheses under study, to facilitate the discussion of findings 
Summary research design was adopted for the study. The design was considered most relevant because it allowed the researcher to make references and generalization of the population by studying the sample obtained from the study. The selection was done through the purposive sampling technique. 
This was to give equal opportunity to all the members in the population area to be selected for the study. The main instruments used for data collection were the questionnaire designed by the researcher and with the help of the supervisor. 
Chi-square (x2) statistical analysis was employed to test the hypothesis directing the study to ascertain whether to accept or reject them. This statistical technique was considered most appropriate because hypothesis were subject to testing at 0.05 level of significance. The result of the analysis indicated that teenager were significantly influenced by television advertisements in both positive and negative ways. Thereby, parents were conjured to guide their teenager on what they watched, the nature of the content and check whether it is educative, informative or entertaining. 
5.2 CONCLUSION 
Based on the findings of the study, the following conclusions were reached; 
i. Respondents do watch television advertisements and use them either for amusement/entertainment of to keep themselves informed about the products available to them. 
ii. Respondents, however, do not agree with the transmission of some television advertisements to teenager while some agree the, but would not want their teenager practicing some of what they watch on television. 
iii. Respondents agree that there is a need for parents to monitor what their teenager watch as television advertisements can highly influence these teenager especially on their mental development and this could be disastrous. 

5.3 RECOMMENDATIONS 
1. It is recommended that to address the potential negative effects of television, it is important to understand what the influence of television can be on teenager, violence, and increased aggressive behaviour, affect learning and school performance, behavioral difficulties. So the teenager should be curbed on the length of their television watching ad media stations should always protect the television rights of these teenagers and restrict themselves on the transmission of some of these television advertisements. 
2. It is recommended that parents should always monitor their teenager while watching television as this goes a long way in sanitizing them in what they take in to their brains and parents, should be always enforce the television rights of their teenager. 
3. Teenagers today are bombarded with sexual messages and images in all media, television, magazines, advertisements, music, movies and the internet. While television can be a powerful tool for educating young people the responsibilities and risks of sexual behaviour, such issues are seldom mentioned or dealt with in a meaningful way in programs containing sexual content, therefore, it is recommended that media houses should remove sexual content in whatever kind of advertisement that they do especially when teenager are back from school i.e. in the early evenings. 
5.4 SUGGESTIONS FOR FURTHER STUDIES 
For the purpose of further studies, the research suggests that the following should be done based on the study. 
Due to the limitations surrounding the research like, time, funds etc the researcher suggests that other researchers embarking on any subject concerning influence of advertising on the mental development of teenager should research on the importance of the television rights of teenager. 
They should also research on the potential responses to media violence in teenager. 
The researcher also suggests that they should also research on the media content of advertisement transmitted to our teenager and on how to curb the sexual content of these advertisements so as to have healthy teenager growing in a healthy environment. 
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QUESTIONNAIRE
Department of mass Communication
Institute of Information and Communication Technology
Kwara State Polytechnic, Ilorin
Dear Respondents, 
We are final year student from mass Communication Department. conducting a study which focuses on accessing the Impact of NTA Ilorin Television Advertisement Programme Sensitizing Teenagers on Mental Development in Ilorin Metropolis the study is for the partial fulfillment of degree programme. 
Please we will appreciate it if you can help me in these findings. The exercise is strictly for academic purposes and all information provided will be treated with absolute confidentiality. 
Thanks for your hones co-operation. 
Yours Faithfully, 
Researcher 
SECTION A
Please tick √ the appropriate answer to the question
1. Gender: 	Male (  ) Female (  )
2. Age: 18 – 30 Years (  ) 31 – 40 years (  ) 41 – 50 Years (  ) 51 – 50 Years (  ) 
3. Occupation: Student (  ) Civil Servant (  ) Academician (  ) Business man/woman (  ) 
4. Marital Status: Single (  ) Married (  ) Divorced (  ) Separated (  ) 
5. Nationality: Nigerian (  ) Other (  ) 
SECTION B
6. Do you watch television advertisements? Yes (  ) No (  ) 
7. Are you accessible to a television set? Yes (  ) No (  ) 
8. If no, where do you mostly watch television from? Friend (  ) Neighbors (  ) Club (  ) Others (  ) 
9. Is there a need for parents to monitor their teenager when watching television advertisement? Strongly agree (  ) Agree (  ) To an extent (  ) Strongly disagree (  ) Disagree (  )
10. To what extent are the television rights of a child be protected? Very highly (  )	Highly (  ) Moderately (  ) 
11. Do television adverts contribute in making teenager behave aggressively to their parents? Strongly agree (  ) To an extent (  ) Strongly disagree (  ) Disagree (  ) 
12. Do television make teenager not to value their cultural belief? Strongly agree (  ) Agree (  ) To an extent (  ) Strongly disagree (  ) Disagree (  ) 
13. Will you allow your teenager to pay much attention to watching advertisements? Yes, I will (  ) No, I won’t (  ) Yes, but not always (  ) 
14. To what extent do you think teenager are influenced by television advertisement in their mental development? Very highly (  ) Highly (  ) Moderately (  ) Lowly (  ) 
15. How do you fill when your teenager practice most of these advertisement behaviour on television? Good (  ) Not good (  ) Can’t say (  ) Very bad (  ) 
16. Do you think advertisements are necessary on television? Yes (  ) No (  ) Can’t say (  ) 
17. Do you agree that teenager are negatively influenced by television? Strongly agree (  ) Agree (  ) Can’t say (  ) Strongly disagree (  ) Disagree (  ) 
17. If you agree, to what extent do you think they are negatively influenced? Very highly (  ) Highly (  ) Moderately (  ) Lowly (  )



