
 

Media Campaigns as Determinants of Market Women’s Awareness, Attitude and 

Compliance towards COVID-19 Vaccination Regulations in Southwest Nigeria 

 

 

 

 

 

 

Adebisi Kazeem ARO 

LCU/PG/002132 

 

 

 

 

 

A PhD-Viva Thesis submitted in the Department of Mass Communication and Media 

Technology, Faculty of Communication and Information Science to the Post-Graduate 

School, Lead City University, Ibadan, Oyo state, Nigeria. 

 

 

In Partial Fulfilment of Requirements for the Award of Doctor of Philosophy Degree 

(PhD) in Mass Communication and Media Technology 

 

 

 

 

 

 

2025 

 



 

ii 

 

Certification 

This is to certify that this Post-field research work was carried out by Adebisi Kazeem ARO 

with the Matric. Number LCU/PG/002132 under my supervision in partial fulfillment for the 

award of Doctor of Philosophy Degree (PhD) in Mass Communication and Media Technology, 

Faculty of Communication and Information Science, Lead City University, Ibadan, Oyo State, 

Nigeria and that this has not been previously submitted. 

______________________________ ___________ 

Prof. Abioye Lukman Adegboyega    Date 

(Supervisor) 

___________________ ___________ 

Dr. ’Yemi Oginni    Date 

(Head of Department)  

 

  

 

 



 

iii 

 

Dedication 

This thesis is dedicated to Almighty God - The Source of my inspiration and joy.  

 



 

iv 

 

Acknowledgement 

My profound appreciation goes to the Pro-chancellor and Chairman of Governing Council, 

Lead City University, Ibadan, Professor Babajide Owoeye; the Provost of Postgraduate 

College, Professor Afolakemi Oredein, for upholding academic and professional excellence 

across all the programmes of the University and  the Postgraduate College. I appreciate the 

Rector of Abraham Adesanya Polytechnic, Ijebu-Igbo, Engr. Dr. Onasanya, Mobolaji 

Agbolade for the institution’s staff development initiative and the Tertiary Education Trust 

Fund (TETFund) for approving my sponsorship of this PhD programme.  

Special appreciation to the amiable Dean of the Faculty of Communication and Information 

Science, Prof. Abioye Lukman Adegboyega who incidentally happened to be my research 

project supervisor. How more lucky can one be to be supervised by a thorough, attentive and 

cerebral scholar like him? I sincerely appreciate his instructive input and his audience 

throughout my research work. I appreciate the Head of Department, Dr ‘Yemi Oginni for his 

visionary and innovative leadership of the Department. I thank him sincerely for his 

encouragement and advice that saw me through my academic sojourn in the University. It is 

imperative to sincerely appreciate the efforts of the Departmental Postgraduate Programmes 

Coordinator, Dr. Bukola Irele and the former PG Coordinator, Dr Waheed Bayonle Busari. 

Both of them are wonderful resources to the Department. I am indebted to the elder-scholars 

in the Department especially, Prof. Lambert Ihebuzor and Prof. Taye Babaleye. I commend 

their scholarship and wisdom. I cannot but appreciate Dr. Adekunle Otunla, Dr. Ken Imezurike, 

Dr. Bidemi Akintade, Dr. Tony Amedu, Dr. Babafemi Jacobs, Mrs. Tolulope Akinlotan and 

Mr. Sunday Idowu. May God continue to bless and support you all. 

I want to passionately appreciate my darling wife and guardian angel, Mrs. Oluwayemisi Esther 

Aro (Nee Aladegbohungbe), the CEO, Matees Beauty World, for standing by me and 

supporting me emotionally, spiritually and financially including our children: Oluwatimilehin, 

Oluwatunmise, Oluwatamilore and Oluwatofunmi Aro, for their supports and understanding 

throughout the period of this programme. A special appreciation goes to my parents and parent 

in-laws for their unceasing prayers and moral supports which were no doubt, instrumental to 

the accomplishment of this great feat in life. I am deeply grateful to my memorable boss, 

mentor and foster father, an accomplished academic administrator and a community leader per 

excellence, Chief Sunday Olugbenga Idowu of the Oru-Ijebu for picking me from ‘grass’ and 

nurturing me to ‘grace’. The role of the emeritus Prof. Olufemi Adebisi Bamiro of the Premier 



 

v 

 

University, Ibadan in shaping my life and career cannot but be put in print; Thank you for the 

great exposure and the window of opportunity opened for me to learn, dine and wine with the 

Odutola Dynasty and captains of industries through the Adeola Odutola Foundation. 

As I navigate the academic world, I have been piloted by many great mentors whose teachings, 

encouragement and believe that, regardless of one’s social economic background, one can 

break the yoke of barriers and make a difference. Special thanks to former and current 

teachers/lecturers and staff of my previous educational institutions where I sojourned to get 

here; Mrs Ikuemonisan Ruth, Prof. Idowu Sobowale, Prof. Babatunde Oni, Prof. Tokunbo 

Adaja, Prof. Solomon Anaeto, Prof. Anjuwon Akinwande, Prof. Kamaldeen Balogun, Prof. 

Jide Dasaolu; Prof. Kemi Oriola, Dr. Lanre Akinola, Dr. Bello Adedapo, Dr. ‘Lekan Rufai, Dr. 

Joda Abiodun, Dr. ’Kunle Odule, Dr. Ajewumi Ajelere and others too numerous to mention; 

and of course, my adorable academic brother, a round character and great partner in progress, 

Dr. Olusegun Abimbola Odunlami, who stood firmly by me throughout our PhD journey. It 

became incumbent on me to appreciate the supports of my precious research assistants towards 

the success of this research work. A big thank you to Dr Fakoya Oyewole for his great 

contribution. I appreciate the invaluable assistance of Messrs’ Funsho Akinbo, my good friend 

and class mate at Olabisi Onabanjo University, Ago-Iwoye, for aiding my research effort at 

Oshogbo, Idris Jimoh, my cousin who introduced me to the vaccination officer at Ondo West 

local government for my qualitative data collection, Egnr. Ariyo Ayodeji, bailed out for access 

to the Primary health Centre in Ado,Ado-Ekiti. Adesola Oluwatosin, Toheeb Shittu, Adeyemi 

Oluwadamilare, Seyi Sosanya, Quadri Quawiyy, Sodiq Ayoade and Opemipo Olalere, all 

assisted in the tasking administration of my research instruments to the respondents across the 

selected markets in the Southwestern states. I acknowledge  the authors of books, journals and 

write-ups used in this research work as well as  the cooperation of the sampled market women 

and vaccination officers in the sampled states whose time and opinions in the course of data 

collection, marked a milestone for this research work.  

While I hold all mentioned persons and institutions for gratitude for their contributions towards 

the success of this research work, I exonerate them from any error of omission or commission 

on this work (if any) and I alone, take responsibility.    

 



 

vi 

 

Abstract 

During emergencies like disease outbreaks, especially with a novel disease such as COVID-

19, governments are confronted with the challenge of delivering timely, accurate, and 

accessible information that empowers citizens to make informed health decisions in their own 

interest and for the collective well-being of the nation. Media campaigns are therefore 

considered a vital tool for raising public awareness, shaping health-related behaviours and 

disseminating regulatory information to curb disease transmission, thereby safeguarding public 

health. This study examined how media campaigns affected market women’s awareness, 

attitudes and compliance towards COVID-19 vaccination regulations in Southwest Nigeria. 

The study identified the specific media campaigns deployed to reach market women, examined 

the extent to which these campaigns influenced their attitudes and evaluated their level of 

compliance with COVID-19 vaccination regulations. It also explored the combined 

relationship among media campaigns, awareness, attitude and compliance with vaccination 

regulations. Drawing on the theories of Agenda Setting, Selectivity and the Health Belief 

Model, the study employed a correlational survey design and collected data from 600 market 

women across the six states in Southwest Nigeria, using questionnaire and Key Informant 

Interview (KII) guide, administered through a multi-stage sampling technique. The findings 

revealed that market women had high awareness of media campaigns on COVID-19 

vaccination, demonstrated low concern about the vaccine and showed limited compliance with 

vaccination guidelines. Furthermore, while the campaigns had some influence on their 

opinions, they did not substantially improve their attitudes toward vaccination or significantly 

increase compliance levels. The study recommends that future health communication strategies 

be designed to reflect the socio-cultural contexts, language preferences, and information needs 

of the target audience to maximize impact and foster greater compliance. 
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Word Count: 273 
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