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Abstract

In Nigeria, governments, non-government organizatidNGOs), associations, among other
concerned bodies have always tried to get the redssmwakened to the existence and the effect of
HIV and AIDS. To this effect, series of messagedtaexistence and danger of the disease were
always consciously captioned to capture the massiesls and attention using the mass media. Mass
media serve as the appropriate means of quicklyngethe masses informed about innovations,
developments - positive or negative (Biagi, 2008n&, 1989). In most of these awareness messages
transmitted, People Living with HIV and AIDS — PLV#Hare usually engaged to voice the message.
Notably, in most cases, people of the lower clasdres in the society are always engaged. This
conclusion is drawn probably because of their I@oktelevision) and the way they sound (on radio).
Thus, these set of people cannot be linked to itdpe-tlass cadre. This then raised some questions:
first, does it mean that only the people in thedowlass live with HIV/AIDS in Nigeria? Second, if
some of those in the higher class (well to do) lvith the disease too, why would they not be
portrayed in these adverts? Third, is there anipmate behind the selection of personalities for
HIV/AIDS adverts? Last, do personalities portraj@dproduction of the adverts have any effect on
the audience? These are the concerns of this studgchieve this objective, the survey research
methodology was be adopted. Hence, questionnaiténderview were be used to get people’s views
and perceptions on the subject matter.

Keywords: mass media, media adverts, advert campaign, PLWHA.

1. Introduction

Nigeria, the most populous country in Africa with@pulation of about 180 million people is not ditaut of
countries facing and suffering under the dangentass of HIV and AIDS. Owing to this, there came th
need to get the masses more sensitized on howtictloel spread of the disease and if possible, tehdb
with the cooperation of government and non-goveimtragencies to totally obliterate the disease ftioen
societies. Notably, HIV/AIDS has emerged as onéhefgreatest public health challenges that hasegrov
difficult to stop in spite of the public health camanity having dramatic success in other areas séatie
prevention (Bertrand 2004). With the way the disessspreading and killing victims, it has become a
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menace that must be tackled using all availablereachable means. Thus, in line with this, LetaR@Db:2)
posits, “there is really a dire need to do evenghpossible whether through education or what lyawe to
work on peoples psyche on the ideas they tend It d&fwout the disease.” Owing to this, at leastame
extent, various tools have been put in place tatfiige deadly disease by Nigerian government evtintie
help of foreign donors. Worthy of note, over theattes, HIV/AIDS became a disease that has throen th
entire globe into confusion and an all night ang ¢f®) search to put a stop to its spread andnjilli
Pertinently, one of the major tools among othemdugy the Nigerian government and other concerned
agencies within the country is the mass media. mMkdia is believed to be the most appropriate cHanne
through which the far-flung heterogeneous peopl#smthe country could be reached as quickly assfime

and subsequently informed and/or educated aboutidease and what is needed to prevent, curb, and
hopefully totally overcome it. Thus, the importaééhe mass communication media is obvious. la Viith

this, Annan in Singh, 2009, puts it this way:

When you are working to combat a disastrous andiggpemergency, you should use every tool

at your disposal... Broadcast media have tremendeashrand influence, particularly with

young people, who represent the future and whotlarekey to any successful fight against

HIV/AIDS. We must seek to engage these powerfuloizations as full partners in the fight to

halt HIV/AIDS through awareness, prevention andoadion...

When a disease is a multifaceted malady, which atspand affects a society, remedies have to be mult
pronged. More so, when the disease defies treatmanm has to precede and be synchronous withtetfor
identify treatment. Such can be the process to ebmhd control the menace of HIV/AIDS. Thus, measdia
one of the instrumentalities, which facilitates aivks a directional thrust to the efforts to ciime disease if
not to treat it. If medicine can treat HIV/AIDS, dia is capable to prevent it with an ultimate goature it
through its capabilities to impart education thhowgntertainment. (Singh, 2009; Vidanapathiranaakt.
2006).

It has been noted that HIV/AIDS are no longer pubiealth issues rather it has become a serious
socio-economic and developmental concern that geiett and intensive check. It could be seen asvtirst
epidemic humanity has ever faced. The intensityhef growth and effect of the disease has made it
imperative for the mass media to be involved.

In Nigeria, involving the mass media has been vikfrem the right perspective especially through the
number of HIV/AIDS adverts that run on the mass imed daily basis. However, it has been notedrist

of the advertisements transmitted through the médizhe masses carry some questionable features
especially with regards to the personalities pgeda Although there is the portrayal of peoplengyiwith
HIV/AIDS (PLWHA), which is not a bad idea at alt,laast to create a real picture of what it lodks to be

a victim and probably to register the advertisemmaessages in the minds of listeners and/or viewers.
Without mincing words, it could be said that thejonabjective of running these advertisement messag

to get the masses aware of the disease and subfigqueeduce the level of contracting the diseasa/or
outright stoppage of tendencies of contractingdisease. A look at the idea of the questionableifea of

the personalities portrayed in the HIV/AIDS advdrésed on peoples assumption as mentioned eartler a
the aim of establishing if the assumption is truéatse is the major concern of this study.

2. Study Objectives

Discussions on the issue of HIV/AIDS across thebglhad been in the fore because of its inherent
effect and danger to humanity. For this study,dtw objective is concerned with the masses’ pémepf
the personnel portrayed in the HIV/AIDS advertisatsghat run on radio and television and the effeft
the the messages on the masses. Thus, the stsdip get/eal if there are reasons why advertisensldvo
select a particular set of persons to be portrayadverts and the reason(s) that are behind sewkidns, if
any. The reason for this is anchored on the fattttiere have been whispers that most times fiteidaw
cadre set of Nigerians living with HIV/AIDS that earusually engaged in most of the HIV/AIDS
advertisements run on the selected media sourcesd this be true?
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The researcher’s selection of media personnelgradwofessionals and persons engaged in the
advertisements concepts and production on the nhoseia would hopefully help to answer the question
raised for the study.

3. Methodology: Study Design

Survey research methodology was adopted to ga#tarfalr this study. The survey research instruniats

is, questionnaire and interview were subsequerdhpted for the study. These instruments helped the
researcher gather data to give adequate answéhe fuestions raised for the study that is, isly ahe
people in the lower class live with HIV/AIDS in Niga as portrayed in the adverts? Second, why would
those in the higher class (well to do) not portchiyethe HIV/AIDS adverts? Third, what are the oatiles
behind the selection of personalities for HIV/AIC#Iverts? Last, do personalities portrayed for the
production of HIV/AIDS adverts have any effect bie audience?

Thus, questionnaire was purposively administeretherselected recipients that is, the frequentsuskthe
media; who are conversant with HIV/AIDS advertisaitseon both media sources chosen for this study —
radio and television, advertising professionalsaltheworkers, and people living with HIV and AIDS
(PLWHA). In the selection, those who fall under tagegories stated above and are willing to coraphet
guestionnaire were picked. The purposive selectibnecipient was because the researcher decided to
channel the study to focus on People Living witt AIDS (PLWHA), those who are in one way or the
other working with them and the masses who areasbi& the subject matter. In other words, thogt wi
directly contact such as health workers, counsegtmmssultants were engaged among others. On tlee oth
hand, media/adverts personnel, masses, among otfeesalso picked as elements and engaged. Tingyou
people who fall between the ages of 18 and 45 ya@drsiade up the majority of the target recipidatshe
study. This is because a high percentage of pdiopig with HIV/AIDS are the young people.

Further, people living with HIV/AIDS and producersHIV/AIDS adverts messages were interviewed. The
reason for these selections was that the reseaicheterested in letting the people who are diyeot
indirectly involved as mentioned earlier sharertiggas on the subject matter. In all, the researbhlieves
that these will constitute a representative samwjle respect to the research purpose.

Hence, a total amount of one hundred and sixty)fj6@stionnaire with twenty-six (26) items, of atare

of close and open-ended items were administereglected recipients. On the other hand, a totabeurof
eight (8) interviewees were also purposively pickeded on their revelation of access to the metia a
in-depth understanding of the subject matter afepsionals. They include five (5) media/advertspenel

and three (3) health workers/counselors. Hencg,whege interviewed using an interview guide of n{@g
structured questions by the researcher.

4. Literature Review and Theoretical Frame Work

4.1. Mass Media and HIV/AIDS Advertisement Messages

Over the ... decades, HIV prevention programmes atdlie world have used mass media
campaigns to increase testing and improve peojtedsviedge of their HIV status. (Don
Operario, 2006:4).

Since the exposure of the existence of the Humamune Virus (HIV) and the Acquired Immune
Deficiency Syndrome (AIDS), the mass media in a vaywe been involved in spreading educative
information about the menace in our societies, lb@ezl and under-developed. In Nigeria, for exammhe
form among others through which this informationoat HIV/AIDS is disseminated is through the
placement of advertisements on radio and televiSenies of advert messages of HIV/AIDS are created
packaged in ways that they are easy to underséppeal to the people; and subsequently, the hoglesttge
their beliefs, behaviours, and attitudes toware@sHh/AIDS issues.

Outside of the medical circle, media campaigns ldweinated health communication and behaviour ahang
interventions, using a variety of strategies tcchethe audience. Close contacts with the focalviddals
also referred to as opinion leaders contributeffiectve campaigns. This is sometimes a two-steess
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with mass media influence at the national and conitplevel as well as motivating personal influerscer
opinion leaders (Atkin 2001; Rogers 1995). Prewsntis the main goal of various HIV/AIDS
communication interventions. Since the early 199G#tjonal AIDS programmes worldwide use media
campaigns to disseminate the information abouegidemic (Myhre and Flora 2000).

Obviously, the mass media have largely effectigeated room for interventions to increase the kadge

of HIV transmission, to improve self-efficacy inraom use, to influence some social norms, to irseréae
amount of interpersonal communication, to increaselom use and to boost awareness of health prsyide
among others. This has been consciously done fohelthe spread of the disease under controlgsist
scientists are simultaneously and unrelentingly kimgr round the clock with the aim of producing
medications that will cure the disease if contrdcte

Globally, the effect of the disease is obvious. THtest statistics of the global HIV and AIDS werelished

by the United Nations Programme on HIV and AIDS @AINS) in November 2009, and refer to the end of
2008. The reports estimated that about 33.4 miltieaple are living with HIV/AIDS in 2008 (a rangé o
31.1-35.8 million) and more than 25 million peop&ere died of AIDS since 1981 (a range of 1.7-2 Kiani
(http://lwww.avert.org/worldstats.htm).

In the words of Kofi Annan, former United Nationscsetary General: “HIV/AIDS is the worst epidemic
humanity has ever faced. It has spread furtheefastd with more catastrophic long — term effelatgmtany
other disease. Its impact has become a devast#istgcle to development...”

To all those who are concerned about fighting tlemaice, getting the masses educated was the st st
taken. This step can only be achieved using thesrmasimunication media channels because of their
advantage of simultaneous reach to the peopl@méniith this assertion, Kofi Annan further statieat:
...broadcast media have tremendous reach and mefii@articularly with young people, who

represent the future and who are the key to angesstul fight against HIV/AIDS...” We must

seek to engage these powerful organizations agddthers in the fight to halt HIV/AIDS through

awareness, prevention and education...

According to reports, it is obvious that majortiythose effected with the disease are the youonglpe
(youths). The use of the mass communication médigefore, is focused on reaching especially thesefs
people and others too with the aim of (re) sensijithem.

Bertrand & Anhang’s (2006: 205-241), highlightifgetfindings got from some other studies in theidgt
note that:

based on these findings, the authors concludenthas media programmes - particularly those
that are comprehensive - can be valuable in infiurenHIV-related outcomes among young
people ... They note that campaigns, which incligdevision require the highest threshold of
evidence, yet they also yield the strongest evidasfceffects. They also observe that - when
comparing interventions that use radio togethehn wiher media, on the one hand, and those that
use radio and television together with other mediathe other — for most outcomes, the two
types of interventions showed a surprisingly simgattern... It might be tempting to conclude
that radio used with other media can produce thees@sults as radio and television used with
other media.

Further, they postulate with emphasis on adolestest of the mass media thus: “Given that adolgsce
are so attuned to mass media for information are$ @bout how to behave, the media have tremendous
potential for reaching them with messages about Hitd AIDS...” These studies among others and the
comments noted above show that the mass medi&st eff the masses is palpable.

Moreover, in Nigeria there has been series of/AIMS adverts placed on radio and television among
other media. These most often, theatrical adveuts,concurrently on both media (television and oadi
Some of these adverts includéDS no dey show for face’, ‘Zip up’, ‘Use condor&IDS is real’, ‘imagine
a world without HIV/AIDS?AIl of those media contents packaged inform ofeath/are used to create more
awareness in the minds of the people whether iemgorent or outside government.

For this study, two mass media theories would Beudised. First, is the agenda-setting theory actmhsle
the Uses and Gratification theory. The reasonHlix is because they are theoretical related anckssies
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issues based on the purpose of this study. Wolttimpte, research shows that the mass media actstlly
agenda on issues (such as the HIV/AIDS issue)latdhtost a time, media users gain gratificatiomftbe
media they choose at one time or the other. Thasifigation sought most times were gratificatidstained.

4.2 Agenda Setting Theory

In Nigeria, the use of the mass media in creadiwgreness about the HIV/AIDS syndrome has really
helped majority of Nigerians to know about the ds=and how to prevent its spread. In doing théesptass
media are seen as setting agenda on the issuéhdnwords, transmitting messages about the i$soagh
their channels make them play the agenda-settileg Tde frequency of transmission of media contents
would also have a role to play in this order.

In trying to paint a picture in the minds of headers on agenda setting, Akpabio (2005: 173 - 176)
posits:
There can be doubt about the fact that there i@mews everyday than the media can possibly
accommodate. It is equally true that there could dearth of news to much so that what on a
good day would not even merit a mention could ntadadlines. However, because the former
scenario is the reality, media gatekeepers usimg pedgment criteria pick and choose what
constitutes the day’s news.

It would have been noted that a growing numbertoflies such as that of Akpabio among others have
attempted to construct integrative models thateet@edia coverage on issues such as HIV/AIDS arahso
Various scholars have highlighted different wayes ¢fffects of the mass communication media reftetté
lives of the people. As Akpabio clearly stated ahoactually, media people through their profesdiona
judgment choose what should constitute the dayssnéledia researchers in their support for thisamt
have at one time or the other stressed that the media set agenda on issues/events in our saciktiether
words, it is believed that the media set agendautitr the various ways they package and dissemihate
news, information and entertainment (which includdvertisements) contents to their far-flung
heterogeneous mass audience.

Actually, McCombs and Shaw coined the term ageradting in 1972 with a core idea that the media
emphasis on an issue influences the audiencedwig the issue as important (McQuail, 2000:5T2en,

one could submit that Agenda setting is viewedhapbwer of the media to structure issues and tiant in

the minds of the people such as the HIV/AIDS adwezssages. Thus, the media, by focusing repeatkd an
major attention on an event or set of related evsnth as news, information and/or advert messaiges
HIV/AIDS transferred the event into an issue ttatighly discussed by the masses across the country
especially because of its rate of spreading andatafPlacement, size and frequency of appeararsterids

are ways through which the media attach certaimghisito news stories of any sort.

Agenda setting posits that audiences learn thdsEns@sues from the news media, thus incorpogatin
similar set of weights and importance into theimopersonal agenda. In agreement to the above,ifrolar
(1998:75-76) puts it this way:

the mass media have an impact on agenda settithgtithey have the ability to choose or

emphasize certain topics thereby causing the publiperceive the issues or topics as

important. This implies that the mass media predteine what issues are considered as

important at a given time in a given society.

To Soverin and Tankard (1992:207), agenda settiag idea that “the news media by display of nease

to determine the issue that public think and tdblowd”. To Lang and Lang in Soverin and Tankard
(1992:210), “the mass media force attention toatertssues. They build up public images of politica
figures. They are constantly presenting objectgssiing what individuals in the mass should thiné talk
about.” More so, Sandman et al. (1976:19), seedaysetting as “the editorial decision that a patticevent

is not news if the news media ignores it or say5 so

Laying credence to the above, the Nigerian medgviimg emphases through their packaging, framamgi,
dissemination of information about various issues HIV/AIDS to the masses made them play the
agenda-setting role. They have really made delaatgsliscussions on this issues spread acrossrtkamnd
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file (that is, from medical, to socio-cultural,igebus, and to the academic fields, and even antoagnarket
men and women, among others). This is seen talbeas more Nigerians are informed and sensitizedtab
the HIV/AIDS disease. Thus, helping them raise tjaes at different forum.

From the foregoing, the fact still remains thatwiigg the theory and/or model of the mass mediacgffe
would be noted that they would always in considieralays affected the masses’ behaviour to a laxtgne
as they most times set agenda on issues therehipgnaéople think and talk about such events oreissu
Therefore, if actually the mass media succeedsausiog people to think towards a particular diacti
depending on the topical issues of the moment, ple@ple’s beliefs can be altered too that is, ngakiem
tilt either (a little) to the right or to the ldfiased on how much the media succeed in captureigrttinds.
For example, until the media was aggressively iseducating Nigerians on the fact that tubercslbsis a
connection with HIV/AIDS, Nigerian were not awaf@day, majority now know that if anyone is coughing
for a very long time without cure, the fellow woulded to quickly visit the hospital for proper ckemp.
More so, peoples’ belief and attitude towards serevaltered compared to their initial sex life witl the
fear of contracting HIV/AIDS. Presently, the usgoéventives such as condoms among others dunkugke
intercourse has increased tremendously over ths.yea

4.3 Uses and Gratification theory

The second theory that would be discussed in thiyss Uses and Gratifications theory, which gopular
approach to understanding mass communication.figay places more focus on the consumer, or auglienc
instead of the actual message itself by askingt\wheaple do with media rather than what media does
people. Thus, it assumes that members of the acagli@m® not passive but take an active role inpnéging

and integrating media into their own lives. Thedttyealso holds that audiences are responsibleffooging
media to meet their needs. The approach suggestsehple use the media to fulfil specific gratifions. In
other words, people would choose the media that the& expectations. For example, if people want t
know more about the HIV/AIDS disease, they wouldade any of the media that have more programmes on
HIV/AIDS. Though there may be other sources throwith masses can get information about the disease
but they may most likely use the media especialigmit sure that their needs (gratification soughtyild be

met by choosing the particular media. This theoopld then imply that the media compete againstrothe
information sources for viewers’ gratification (Kat., Blumler, J. G., & Gurevitch, M. 1974). Thukse
uses and gratifications theory is an audience-cedit@proach. When an audience actively seeks ediam
they are typically seeking it in order to gratifpeed. For example, in social situations, peoplg fe@ more
confident and knowledgeable when they have factisséories from media to add to conversation such as
conversations on health matters among others.

In the view of Grant et al., (1998):

The media dependency theory, has also been expksedn extension to the uses and

gratifications approach to media, though theressilatle difference between the two theories.

Peoples’ dependency on media proves audience gobdsthe origin of the dependency while

the uses and gratifications approach focuses moeridience needs.

Actually, the fact remains that people will dep@mdthe media that meet their expectations. However
this may have a link to the topic under discussinrother words, a particular media organizatiory mat
meet people’s gratification on every field of ldethe same level. A particular media organizatiay meet
up with peoples’ expectations on health issuesmaayg not meet their expectations on political, shat
cetera issues. This submission would be explaihealgh the model below as it takes lead from other
models:
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Fig.1: Individual’s choice of mass media use basedratification sought (GS) and gratification obéal
(GO).

The model shows how an individual in his environinean make a choice of gaining gratification
through the choice of the medium/media he feelslavgive the gratification needed at one time ordtieer
based on his normative expectation that the inftionabtained through the chosen medium/media would
meet his needs in connection to the interest ahdeviae attach to the information. For the individas
shown in the model above for instance, he has chwsedifferent media sources for gaining gratifioca on
various issues of concern in the society. This@heias because of his knowledge on which mediumsgiv
what is expected. With access to ‘Medium 1', hes geétifications sought on health and politicaliess His
choice for ‘Medium 2' was because he needed geatifins from the mass media on economic and
education issues that Medium 1 could not give lmutlcc be got using Medium 2. Note that the media
available (M1 and M2) cover all the issues noteshamsvn in the model. However, they meet the indiald’
gratification depending on how their programmesfeamed and packaged and the individual’s normative
expectation on the value attached to their cori@ntt may not be that Medium 1 does not coveneatc
and education issues as indicated withtithye dotted line arrowsut the individual prefers to use Medium 2
because it gives him his desired gain. On this,fioepossible for the individual to continuent@intain this
dependence for as long as the gratification soaigthigot remains constant. In addition, btheken lineangle
arrowsshow that it is likely for this individual to gatcess to other programmes on other issues usymyf an
the available mass communication media as showreimodel, which will invariably depend on interigst
and interpretation given to the media contents.dviar, thestraight broken line arrovghows how it is likely
for the individual to receive feedback on any & iksues through any of these media chosen fongsas he
continues to have access to them and vice versa.

The reason(s) why a particular media will (may) lo@ able to meet individuals gratification souight
all fields seem to be a question to be paid @ littbre attention to in the field of mass commumnicéinedia
studies. Could it be said that this is caused bythy different mass communication media packagej€,
disseminate reports?
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Viewing the uses and gratification and media ddpeny theories, Rubin, (1982), says, “both theories
agree that media use can lead to media dependén@ddition, the media dependency theory statsiie
more dependent an individual is on the media tiillfokeeds, the more significant the media becoinebat
person. DeFleur and Ball-Rokeach (1976) illustcpendency as the relationship between media dpnten
the nature of society, and the behaviour of audienBeople would become more dependent on media tha
meet a number of their needs than on media thahtonly a few needs. The numbers of sources opan to
individual influences dependency on a certain mediindividuals are usually more dependent on apkila
media if their access to media alternatives istéthi The more alternatives there are for an indi@igthe less
is the dependency on, and influence of, a spetiédium. (Littlejohn, 2002).

The hypodermic needle model however, claims thasgmers are strongly affected by media and have no
say in how the media influences them. Converskl/nain idea of the Uses and Gratifications magitiat
people are not helpless victims of ‘all-powerfuldig, but use media to fulfill their various neeteally,
these needs serve as motivations for using media.

Furthermore, Katz, Blumler, and Gurevitch in a gtud (1974: 15-17) gave five basic assumptions as
follows. They provide a framework for understandihg correlation between media and audiences, thus:

1. The audience is conceived as active, that is, aoitant part of mass media use is assumed to be
goal oriented. In other words, patterns of med&aare shaped by more or less definite expectations
of what certain kinds of content have to offer #uglience member.

2. Inthe mass communication process much initiatiéking need gratification and media choice lies
with the audience member ... individual and publilm@ms have power vis-a-vis the seemingly
all-powerful media.

3. The media compete with other sources of need aatish. The needs served by mass
communication constitute but a segment of the widege of human needs, and the degree to which
they can be adequately met through mass media cqotigun certainly varies.

4. Methodologically speaking, many of the goals of sna®dia use can be derived from data supplied
by individual audience members themselves- i.@pleeare sufficiently self-aware to be able to
report their interests and motives in particulagesa or at least to recognize them when confronted
with them in an intelligible and familiar verbalrfoulation.

5. Value judgments about the cultural significancenas communication should be suspended while
audience orientations are explored on their owmser

Based on all the ideas and concepts discussed dboagy user of the media, it is therefore pentirto note
that choices are made based on prior motivatiorfrgot the media chosen. In other words, if a medium
chosen has been perceived to be at its best atngegt with audiences’ expectations on HIV and AIDS
issues for example, the choice of using it woulfinitely remain constant and may increase the paldr
media audience. There are tendencies that thalingers would inform others who would by choide ja

the use of the medium and continue to use it if #vgpectations are continually met. The power aged to
the media therefore has a relationship with themtents, manner of framing, and the masses noreativ
expectations that the mass media operations apogionate to their hopes and aspirations of ggtivhat
they want from the chosen media especially wheyp went it.

4.4 Available HIV/AIDS Prevention Approaches

A number of strategies are deployed globally toi@aahthe goals of fighting the HIV/ADIS menace toot
and nail and hope are that the battle shall be Wbhase may include application of interactive apphes
and life planning skills to enable behaviour chaagd ensure repetition of key messages by usingpteul
channels. The channels may include group settidgaam to address deeply-entrenched behaviourseAsid
the mass media is also deployed to reach a brodidraae and introduce new desirable behaviours.rOthe
approaches include combining education with ertertant to engage young people and also connecting
youth with parents or other role models, schootsnmunities and religious groups. In addition, other
approaches include the following strategies thhange sexual and drug-using behaviours; promotector
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and consistent use of male and female condoms;ceethe number of sexual partners; improve the
management of sexually- transmitted infections;adem access to HIV testing and counselling; inereas
access to harm-reduction programmes for drug uggmnote medical male circumcision and ensure
effective infection control in health care settirigs

Studies show that majority of the menaces’ victaresthe young people. If about 40% of new HIV itifats

are among young people, then this should not hemise because this is an age group that hasghedt
rates (over 500,000 infections daily) of Sexuallafismitted Infections (STIs), excluding HIV. Young
people, therefore, need to be placed at the cehttee response to the HIV and AIDS epidemic (Wdngu
2008). This is actually one of the basic reasong mbst of the respondents for this study fall untihés
category of people living with HIV/AIDS. Howevertteers such as the adults are also targets bedagise t
problem cuts across the general global population.

Further, to Wangulu (2008: 2),

the starting point is behaviour change interverstithrat will empower them to reduce high risk
behaviour in their midst, easily access VCT sewvigrd use condoms effectively. There is a
need to advocate for increased access to treafioreybung people who are living with HIV
and AIDS and enhance support and care for thoseanghalready infected and affected by HIV
and AIDS through advocacy and the promotion of humights.

In the view of Piot, in Wangulu (2008: 4),

the fight is not an easy one and this is only tlegitning. Twenty-seven years into the

epidemic, AIDS continues to challenge all of odogt. Today, for every two people who start

taking antiretroviral drugs, another five becomw/iyanfected. Unless we take urgent steps to
intensify HIV prevention we will fail to sustainehgains of the past few years, and universal
access will simply be a noble aspiration.

In his submission, Wangulu states, “we will eveihifaa big way if we do not place young peopleta
centre of the response to the HIV and AIDS epidemic

On this note, viewing the Nigerian setting, the@@m of the approaches mentioned above with ttiteidé
of efficiently and effectively using the mass medie@nnels in spreading the messages will to a leege
extent reduce the rate of the diseases’ spreagiafip@mong the youths in the country.

5. Study Population and Sample Size

The population of this study consists of mass aledivertising personnel, medical professional, fgeop
living with HIV/AIDS and other recipients who usket media and have deep understanding of the
HIV/AIDS and adverts run through the mass medidHtW/AIDS especially the young people (including
university students and graduates). The convenisangling technique was adopted to select the study
elements to complete the questionnaire and thosewehe interviewed.
In all, a total amount of one hundred and sixty 1600%) questionnaire was administered on selected
recipients. The breakdown are as follows: twenig-f{0.16.%) media practitioners; twenty-five (0.1)6%
advertising professionals, ninety-five (0.59%) péeits of other fields majority of who were yourgpple
but with a reasonable knowledge of the subjectenathd fifteen (0.09%) people living with HIV/AIDS
(PLWHA). The PLWHA were reached by engaging the medddoctors/consultants at the University
College Hospital (UCH), lbadan. The reason was that researcher could not meet these recipients
one-on-one to administer the questionnaire duéme tonstraint as effort to meet them was to nadl.ava
Another reason was that stigmatization level ingbeiety is still rampant making the PLWHA findhitittle
difficult to disclose their identity. In additiom total number of eight (8) interviewees were psiypaly
picked based on their professional experienceiki6swere finally got and interviewed. Precisdlyey are
recipients in the media and advertising agenciesm&ntioned earlier, these recipients were purpbsiv
chosen based on the researcher’s judgment anddeettay constitute a representative sample withects
to the research purpose.
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6. Limitations to the Study

Carrying out a study in this area is always vieasdensitive because of the believe people atbable
HIV/AIDS menace. Until recent times, majority of ddirians believed that the disease is contracteg onl
through sex. For this reason, anyone discoverduetliving with HIV/AIDS is seen as promiscuous and
should not be pitied. Owing to this, PLWHA do nbways want to be known. In the cause of this sttidy,
researcher had to (re)assure those to be inteaneMill the questionnaire especially in the metfiedd that
all information divulge would be handled confidetiit, only for use of the study and that it is imdended to
be used negatively.

This challenge as mentioned above, created bettlenfor the researcher to get all the informattia
is needed for the study as quickly as possible.

7. Data Analysis and Discussion of Findings
This paper has examined the effects of advertisemmessages, the case of HIV and AIDS awareness
campaign in Nigeria with special attention on tleespnalities portrayed.

With analysis on the data gathered using the slesurvey methodology instruments — questionnaire
and structured interview, results were got andldtmldiscussed in line with the questions raisedilie
study.

The tables below show results got from the questoe administered on recipients and was
complemented by responses got from the interviesveesponses in the discussions.

Table 1(a): Respondents’ Responses on if they pi@nteon on the Personalities Portrayed in the
HIV/AIDS Adverts.
Yes No Not Sur¢ Invalid Total (%
58 (0.60%) 15 (0.15%) 20 (0.21%) 4 (0.04%) 97 (1D0%

Table 1(b): Respondents’ Responses on if it is tidyLow Class Masses are Involved in the HIV/AIDS
Adverts.

Positive Neutral Negative Invalid Total (%)

32 (0.33%) 21 (0.22%) 28 (0.29%) 16 (0.16%) 97004

To answer the first question raised for the stilidy is, does it mean that only the people in tveet
(popular) class live with HIV/AIDS in Nigeria, tads 1a and 1b were used. As discussed earlierugetion
was born out of the researchers’ curiosity to eiogilly establish if the peoples’ opinions that th@ertrayed
in the HIV/AIDS adverts are usually poor people e or not. Based on the data gathered and athlyz
using table 1a, it was discovered that majoritjhef people who watch or listen to the adverts,gitgntion
to the personalities portrayed in the adverts. Th8sespondents scoring 0.60% say they pay attenfithe
personalities engaged in the adverts. This hasyahigh margin with those not sure that is, 20 cegfents
scoring 0.21%. With this, it can be established theople actually pay attention to and/or have some
understanding about the personalities portrayeddradverts, which might have led to their subroisshat
it is usually the poor people that are usually myd¢d. More so, looking at table 1b with the hopgiving
deeper revelation on if truly it is only the potmw/popular class) masses in Nigeria are usualgaged in
the production of the HIV/AIDS Adverts, it was disered that majority of the respondents believed th
really, it is the poor PLWHA that are usually engdgn the production of the HIV/AIDS adverts. Loogiat
the categorization, 32 respondents scoring 0.3320081 respondents fell under the ‘positive’, 28the
other hand fell under negative scoring 0.29% whékgpondents who are neutral scored lower thanibe t
latter categories with 21, scoring 0.22%.

However, with the responses got from the recipigniesviewed, majority especially two medical ante®f
the mass media practitioners emphatically notetitivould not have been that the personalitiesrpged
are poor people judging by the way they look (o) &wd/or sound (on radio). They noted that meradei
told that they are positive to HIV/AIDS alone idlikig, which can deteriorate their health (physiaad
otherwise) within hours. One of the major reasooi®d for this is the news that the disease hasurs, ¢
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stigmatization that most a time ends in neglegéct®on and what have you. According to them, hosvev
presently the problems are being minimized as meople have come to understand that the diseas# is
only contracted through sexual intercourse butughoother means such as using unsterilized shaegteb
(blades, needles, pins, clippers, etc). More s¥/ADS may likely not be the gateway to death ibperly
handled.

Therefore, being careful of not pushing aside tlessas opinions but going by the submissions of more
learned people in the field that is, the medicakfitioners and mass media/adverts professionate shey
are usually in one way or the other closer to tié/AMIDS victims especially on a one-on-one contant
daily basis, it would be submitted by this studgtth is not really true that those usually por&ga@yn the
HIV/AIDS adverts are the poor people. One of thelia@dvert personnel noted that there are alwagixa
in the class of people portrayed to help drive ddlwenintended purpose of disseminating such inftioma
through adverts. Further, she said that it maydyéinent to determine what class of people the emase
referring to. He emphasized, “the very rich liker quoliticians, or which one?” It is hoped that this
classification will be the focus of yet anotherdstun this area.

To further reveal the truth behind the masses Welabout the portrayal of personnel for the HIV/&AID
adverts, question was raised as regards the ri®bahind the selection of personalities for H\D&
adverts? To answer this question, the questionitaires No. 20-21 were used for measurement.

Table 2: Respondents’ Responses on the Rational@acdthe Selection of Personalities for HIV/AIDS
Adverts Production.

Positive Neutra Negative Invalid Total (%

24 (0.25%) 27 (0.28%) 25 (0.26%) 21 (0.21%) 97 AP0

Table 2 above shows the breakdown of respondegggponses on the subject matter. Going by the
categories, it would be noticed that majority of tlespondents do not really know much about theeis$
rationales when it comes to adverts. A good re@said be that they are not part of the in-housesgdv
managers who know the reason(s) for choosing ‘idrowhat’; ‘what’ for ‘whom’, and so on in the cose
of producing an advert for HIV/AIDS or any othergoiomenon or products. However, the question was
raised by the researcher to help establish rich&wars from respondents for the study as regasilsdbep
knowledge on the research problem and not to melly on professionals’ knowledge in this area. Owiog
this, it would be seen that more respondents wenéal that is, 27 respondents scoring 0.28% fedleu this
category, this is followed by 25 respondents (0.R64th negative responses while 24 respondent$%0)2
scoring less aside the invalid category gave pasitsponses. More so, it was on this table tleahiphest
invalid was scored that is, 21 (0.21%) compareother tables generated for the study.

Further, with responses got from the adverts pembinterviewed, it was revealed that the only
rationale that are most times applied among otbspscially for the HIV/AIDS adverts was to go dttedor
PLWHA depending on the message being packagedadtneted that it was usually not very easy to reach
these people but that the help of medical pracitis, Government/NGOs who run assistance programmes
for PLWHA among others, breaks the bottlenecks panvks ways to reach them. Thus, engaging these
people would make the advert messages create $iredl@npact on the target audience.

Therefore, the answer to the second questiondéisehe study based on the analysis of data gathe
was that there are rationales behind the seleofipersonalities portrayed but that these ratiaalere not
applied to play down a particular group or set@dpe in the society in any way. Rather, they aeamhto
make the adverts reach their heterogeneous tangetrece and cause the pre-meditated positive effect
them.

In addition, it was also asked if tpersonalities portrayed for the production of HIDS adverts have any
effect on the message. In other words, do theyrahéte the effectiveness of the Adverts messagehen
audience? Data on Table 3 (a and b) below and nesggot from the recipients interviewed were atsl

to explain the answer to the question.

Table 3(a): Respondents’ Response on the Effeassnf Personalities Portrayed in the HIV/AIDS
Adverts Messages on the Audience.

Yes | No |  DontKnow | Invalid |  Total (% |
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| 55(057% | 10(0.10% | 23(024% | 9(0.09% | 97(100% |

Table 3(b): Respondents’ Response on the Extemthioh Personalities Portrayed in the HIV/AIDS
Adverts Messages Affects Audience’s UnderstandimRerception of the Messages Received.

Very Great | Great Extent No Extent Very Little Little Invalid Total (%)
Exten Exten Exten

21(0.22%) | 27 (0.28%) 8(0.08%) 5 (0.05%) 4 (0.04%)32 (0.33%) | 97 (100%)

Generally, respondents who believe the effectivenéthe personalities portrayed in the HIV/AIDSads
are more than those who do not believe and whootiimow respectively. In all, 55 respondents sgéb*
scoring 0.57% while those who could not establigh éffectiveness were 23 scoring 0.24%. On therothe
hand, only 10 respondents with 0.10% said ‘no’.e\Ni®) of the questionnaire administered were ivaith
0.09%. Looking at the extent of the effectivene$sthe personalities portrayed on the message, 27
respondents agreed that it is to a ‘very greatrgxgeoring 0.28%. This is followed by ‘very greattent’
having 21 respondents scoring 0.22%, 8 respondentd is to ‘no extent’ with 0.08%, 5 respondesdy it
is to a ‘very little extent’ with 0.05%, while 4spondents say that the effectiveness is to &'l@ktent’ with
0.04%. Surprisingly, 32 of the questionnaire adstared were invalid scoring 0.33%. Notwithstandihe,
media/advert personnel interviewed revealed thahinadvert disseminated, the choice of persoaeslitiat
would always be engaged are connected to thosesveppearance/voice would help in effectively anthén
most efficient way pass the desired message tmtbet audience. This they said was the reasorimmpst
of the adverts, PLWHA are engaged except in fevh sisthe AIDS no dey show for facatvert meaning, a
person’s look or countenance cannot be used tordiete if he/she is HIV positive or not, among other

In all of these, it would be established that ¢hieractually an effect of the personalities pgechin the
HIV/AIDS adverts on the messages packaged andrdiraged to the masses. Thus, it helps in gettieg th
advert messages send the right feedback to thossevti them that is, if the messages were effeotivt.

Table 4(a): Respondents’ Response on the Posiffeetk of the HIV/AIDS Adverts Messages on the
Audience Notwithstanding Personalities Portrayed.

Yes No Don’'t Know Invalid Total (%)
73(75.2%) Nil (0.00%) 17 (17.%%) 7 (7.2%) 97 (100%

Going by table 4(a) above, it obvious that all teepondents agreed to the fact that the HIV/AID®ad
messages disseminated have positive effects quethige. In all, 73 respondents representing 75i6Réd
‘ves’ while 17 respondents representing 17.5% fticldon’t know’. On the other hand, only 7 of the
guestionnaire administered representing 7.2% weadid, while none of the respondents ticked ‘iBased
on responses got from the interviewees, it was géseerally agreed that the adverts largely arectfie
Some of them noted that quite a good number of iNige now have at least a reasonable knowleddeeof t
disease, its danger and how to prevent being mrvigthis according to them has helped in the comtrthe
spread of the disease at least to some extent.

Table 4(b): Respondents’ Response on the Extehed?ositive Effects of HIV/AIDS Adverts Messages
on the Audience Notwithstanding Personalities Rgdd.

Very Great | Great Extent No Extent Very Little Little Invalid Total (%)
Extent Extent Extent

29(29.9%) | 46(47.4%) | 1(1.0%) | 3(3.1%) | 8(8.3%) | 10(10.%) | 97 (100%

Table 4(b) helped to complement the result obtainedble 4(a) revealing the positive effects of/FAIDS
adverts messages on the audience notwithstandiegrnadities portrayed. More respondents agreedtileat
adverts messages effects notwithstanding persiasgtiortrayed are to a great extent, scoring 47H1#6.is
followed by 29 respondents scoring 29.9% as agaittstrs who do not think the adverts messages are
positively affecting the people. In summary, it wbbe submitted that in Nigeria, HIV/AIDS advert
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messages so far have had positive effects on tksewnaThis could be confirmed in the responsesdiye
the recipients interviewed. They all noted that tissemination of advert messages on HIV/AIDS
culminating in the agenda setting role of the messimunication media, has had positive effects on
Nigerians just as mentioned earlier that most peaplv know a little more about the HIV/AIDS menaite,
danger and how to play safe.

8. Conclusion, Recommendations and Suggestions
8.1 Conclusion

Globally, HIV and AIDS issues have actually atteatall the available institutions be it governmeint
non-government. In other words, the disease haanhea@a menace that all the arsenals of public, fwigad
even religious institutions have been engaged tdeodte it. One of the majors ways applied out the
scientific research processes is through effectie efficient information dissemination about thsedse.
This made the mass communication media a majoetadter in the fight against HIV/AIDS.

This study has actually looked at some issuesheg toncern masses’ beliefs, those involved in
HIV/AIDS adverts and the effects of the messagekaged as adverts and disseminated to the Nigerian
masses. Basically, one of the mean is through whielmenace has been tackled is through educatixerta
placements on the mass communication media, whictesmes are theatrical in nature or otherwise with
the sole aim of educating the masses on the darfigiee disease and ways to reduce its spreadauatite is
found. Reports have however shown that for now,&Has no cure. Therefore, based on the findingaof
study, it would be established that:

i. itis not only the people in the popular class (iber) that are portrayed in the HIV/AIDS advenrts i
Nigeria. They might not be looking too good prolydi¥cause of the effect of their belief as regards
the disease;

ii. there are rationales behind the selection of pelis portrayed in the HIV/AIDS adverts in
Nigeria.

iii. the selection of personalities portrayed in the FINDS adverts in Nigeria is not aimed at running
down any set of the citizenry (high, middle orlie fower classes). Rather it is aimed at making the
messages effective on the target audience.

iv. that the personalities portrayed for the productibthe HIV/AIDS adverts in Nigeria are effective
on the message thereby making the adverts pogitfective to the masses. Thus, the selection of
People Living with HIV and AIDS (PLWHA) paints atber picture of the intended meaning and
makes the messages more meaningful to the tardetrae and

v. that the advert messages have to a large extemqdsitive effects on the people notwithstanding
the personalities portrayed in the adverts.

8.2 Recommendations
Based on the foregoing, it would therefore be revemded as follows, that:

i. stakeholders involved in the production of HIV/AlR8verts in Nigeria, should endeavour to
organize public enlightenment programmes to exglaime masses what it takes to produce such
adverts and possibly explain all the process fttebeinderstanding. It should first be noted that
nothing will be too much to put into helping alldasundry to understand all that go in and around
the HIV/AIDS being a very sensitive issue and dsexts and second, that the most important thing
is for the target audience to receive the messaikgositive minds so that the desired effect
would be achieved. If these are carefully and ¢ffety done, it will reduce the rate of negative
whispers and rumours among the people.

i. HIV/AIDS advert messages should continue to beetligsated through the mass communication
media and all other means available more frequéindyg can be noticed at the moment. In other
words, government, NGOs and all other stakeholstewsild not relent their efforts in creating more
opportunities for the creation of more creativeexttywith depth on HIV/AIDS.
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iii. the masses should also note that the fight agdiNSAIDS is a fight for life. They should also do
all they can to support government, NGOs and attekeholders in the field to fight the menace
until it is completely obliterated from our socégj globally rather than viewing whatever they see
as a slant against any set of persons in the gociet

8.3 Suggestions

This study has hopefully empirically shed lighttbie questions raised as regards people’s viewsiedye
about personalities portrayed in the HIV/AIDS adsesent to the masses through the mass communmicatio
media in Nigeria. Answers were adequately giverebam data collected, sampled and analyzed wikign t
limit of the study.

It would be noted that the questionnaire admingstewere administered on recipients not mindingrthei
status, class, et cetera. In other words, anyorefalls under the category set by the researcheraawed

to respond to the questions raised using the questire items. However, further related studiedcctake a
step beyond this study by stratifying the respotslario at least three classes that is, the higbscimiddle
class and the popular class (the poor). This hdigeftill independently help reveal what each cléssls
about the subject matter and will subsequentlychnrésults got. In addition, the Focal Group Distors
(FGD) could also be added to the research instrtsrierget more data for the studies.
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