AN INVESTIGATION INTO PUBLIC PERCEPTION OF WOMEN OBJECTIFICATION IN NIGERIAN MUSIC VIDEOS
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ABSTRACT

This study will only cover the public’s perspective on women objectification in Nigerian music videos using  music video viewers in Ikeja Local Government Area, Lagos State as case study.The researcher employed the survey research design, employing both quantitative and qualitative approach. Five musical video works of four male and one female artistes were selected for the study while two hundred and eighty (280) participant were selected for the study using convenience sampling method. Self-constructed questionnaire was issued to the participant  of which two hundred and sixty-one (261) was validated for the study. Data was analyzed using simple percentage and content analysis presented in frequencies and tables. Findings of the study reveals that In conclusion, the data confirmed clearly that, typical of hip-pop, Women are objectified in Nigerian musical hip-pop videos. They dress sexy, speak seductively and dance in a sexual manner. The study therefore recommends  that owing to the popularity of Nigerian hip-pop music among Nigerian youths in particular, there is urgent  need to apply some form of caution and regulation in its production in order to direct socio-cultural development towards the desired goal. More so,  gender sensitive issues in Music Videos  should be properly designed and crafted by the artiste, director and crew while taking into consideration the required needs for proper portrayals. 
CHAPTER ONE

INTRODUCTION
1.1  BACKGROUND OF THE STUDY

The value of connectivity can not be overemphasized. Communication has from the onset been a central and crucial aspect of human life. Without communicating, humans can not exist since communication is the only way by which concepts and information may be transmitted from one generation to the next. Baran (2014) is of the view that contact is the transfer of knowledge from a transmitter to a recipient. "Communication has been variously described as the passing of knowledge, the exchanging of thoughts, or the method of creating a commonness or oneness of thought between a sender and a receiver." (Belch & Belch, 2003. p. 139)

Communication has numerous roles, which include; knowledge supply, schooling and entertainment. These main roles are vividly inevitable in our everyday lives. As humans, we strive to learn more knowledge and teach ourselves about the environment in which we inhabit and often a desire to withdraw from the necessities of existence leads us to the use of entertainment such as films, books, magazines, computer games etc.

Defining music is not any straightforward feat to be done since music has a multitude of meanings and not an identical one. Many people have made deliberate attempts to add sense to music in a manner that serves them the best. Scholars have also given their own description of music in attempts to make it a common definition. According to Levinson (1990), as cited in Davies (2015), defines music as an art which involves a person momentarily creating sounds for the soul, with the aim of strengthening experience through active engagement such as dancing, listening and performing.

Music videos are an important part of the Western traditions' most important development cultural framework.Music videos have had a deep influence on fashion, adolescent traditions and music, and on the processes and frameworks that exist through film, advertisement and television, but hitherto, criticisms have dismissed the specific meaning of the structure and its cultural heritage. Music videos are a vital form of persuasion, either to build knowledge of a specific thing or to inspire citizens to respond in a particular way. They offer a means of amusement for the audience, involving them in audio and visual material to attract and preserve their focus on what is being watched. Music videos may not appear to be so, but they are a very effective way of disseminating information and even keeping people up to date on various events or happenings of interest.

Hogan, Bar-on and Strasburger (2009) opine that music videos are enticing to people, particularly young audiences. Bearing in mind that music videos combine two sets of media that are striking to young audiences who are television and popular music, it is important to research their impact on young recipients and to be apprehensive about the messages these music videos uphold. Music videos have been extensively investigated. They have various types and are mostly regarded as either ideas or results footage. As for a performance recording, a single artist or a group of artists are filmed during a performance, a concert typically. Although design videos show a plot to the viewer, a story has the possibility of being created from the music. This tale could often append material to the lyrics and provide a clear meaning that is repeated every single time a person hears the music.

According to Frith, Goodwin and Grossberg (2005), while watching a music film, the visual section normally occupies our focus automatically, only through arresting and individual eyes, by being on TV. Television evidently incorporates the musical matrix without effort and irreversibly into its visual field. A music video draws our interest at the same time to the song and away from it, precisely by putting itself in the location of what it depicts. According to Vernallis (2004), the music arrives before the recording, the soundtrack is recorded before the film is made and the producer creates photos utilizing the song as a reference. However, the video of the single would promote the song; therefore, it is accountable to the song in the perspective of the artiste and record label. Music videos have various forms to accompany an album. They also mirror a song’s type and pick up on precise harmonic features in the area of harmony, timbre and rhythm. The picture can also duplicate a sound’s fade and ﬂow and its unknown borders. Videographers have developed a series of procedures for setting a pictures to music in which the image gives up its individuality and abandons some of its modes.

1.2  STATEMENT OF RESEARCH PROBLEM
Objectification is a notion fundamental to feminist philosophy. It can be loosely described as seeing and/or treating a human, typically a woman, as an entity. In this entry, the emphasis is specifically on sexual objectification, objectification happening in the sexual sphere. Objectification, for Kant, entails the lowering of a being, a being with humanity, to the level of an object. Humanity, for Kant, is an individual’s rational will and potential for rational decision. The hallmark trait of mankind is an individual’s potential for rationally setting and following their own ends. A being of humanity is capable of determining what is important, and of seeking ways to realize and encourage this importance. Humanity is what is unique in human beings. It separates them from livestock and inanimate items. Since human beings are unique in this way, they, unlike animals and things, have a dignity (an ‘inner worth’, as opposed to a ‘relative worth’) (Kant 1785). It is important, that each individual respects humanity in others, as well as humanity in their own person. Humanity must never be considered simply as a medium, but still at the same time as an end (Kant, 1797).

The rate at which Nigerian music videos objectify women is alarming. This study seeks to investigate the public perception of women objectification in Nigerian music videos.

1.3  OBJECTIVES OF THE STUDY

To determine if Nigerian music videos actually objectify women.

To investigate the publics’ opinion on women objectification in Nigerian music videos.

To proffer solutions that would allow for the proper use of the music video medium in passing across necessary information.

1.4  RESEARCH QUESTIONS
    Do Nigerian music videos actually objectify women?

 What are the opinions of the public on this objectification in music videos?

What are the possible solutions that would end women objectification and bring about a proper use of the imbued prowess of music videos?

1.5  SIGNIFICANCE OF THE STUDY

This study will be helpful to the academic world and other researchers who want to delve deeper on the subject matter. It would also be an opener to the entertainment industry as to what is the current trend in most music videos and this will allow for the necessary bodies to take charge and do the needful.

1.6  SCOPE OF THE STUDY
This study will only cover the publics’ perspective on women objectification in Nigerian music videos and also solutions that could be taken in order to halt such acts.

1.7  LIMITATIONS OF THE STUDY
This study was only limited by time. The researcher did not have enough time to delve deeper and explore an in depth analysis of the subject.

1.8  OPERATIONAL DEFINITION OF TERMS
MUSIC VIDEO: A short film that puts together a song with images and is fashioned for promotional or creative purposes.

 OBJECTIFICATION: objectification is the act of treating a human, or often an animal, as an object or a weapon. It is part of dehumanization, the act of disavowing the dignity of another

 WOMEN OBJECTIFICATION: Women objectification is the act of treating women as objects.
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CHAPTER TWO

LITERATURE REVIEW
2.0 INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

2.1 CONCEPTUAL FRAMEWORK

Concept of Media 

The media, with specific reference to the collective entity of newspapers, radio, television and the Internet, are important in shaping the development process of a country. Development involves changes or advancement in a nation aimed at improving the political, economic and social lives of the people. It is a multidimensional process of action, organization and communication and involves economic, political, social and cultural factors The real influence of the media in national development will depend on the media themselves, the societies in which they operate, and the audience they reach. None of these factors are the same everywhere, at all times, or all conditions. The media in dictatorships, for example, are not likely to exercise the same influence as those in democratic societies. The media‟s crucial role in national development is not in doubt. The role covers the political, economic and social spheres. The media set the public agenda and act as the gatekeeper of public issues. They perform the watchdog role especially in political transparency and fight against corruption. As the fourth estate, the media provide the checks and balances in relation to the three branches of government, as created by the constitution. Media are particularly important in facilitating nationbuilding especially of post-colonial societies and those experiencing ethnic and religious diversities. The media has been variously defined by scholars of mass communication among which media is referred to as a collective means of communication by which general public or populace is kept informed about the day to day happenings in the society. The media is also said to be an aggregation of all communication channels that use techniques of making a lot of direct personal communication between the communicator and the public. While talking of mass media however, the word “mass” means a large number of people or collection of organs of communication and information dissemination that reaches out a large number of people. The information circulation is not only confined within members of the public but the media also serves to coordinate the information flow between government and the public and vice versa.
Understanding Media Representation


Representation, a rich concept with several aspects, is one of the key terms of media studies (Branston, 2010, p. 107).  Paul Long (p. 103) says that to represent something is to describe or depict it, to call it up in the mind by description, portrayal or imagination. It also means to symbolise, to stand for, to be a specimen of or to substitute for". In media space, representation is the way in which individuals, group or ideas are depicted and it can take place through all forms and modes of media work including reports, scripts, jokes and the different modes like print or music. Branston (p.108) says that the media give us ways of imagining particular groups, identities and situations. According to the scholar, it is called stereotypes or types when these relate to people. When they offer images of situations or process, the term 'script' is used.


Negative as it is often viewed, Branston avers that representation mediates and contributes to the construction of our knowledge and understanding of that wider society and all the individuals and group that exist within it. People being represented have something to say about their depiction although the extent they are heard is a different matter. Branston further notes that no matter how realistic or compelling some media images seem, they never simply present the world direct, but are always a construction, a re-presentation, rather than a mirror, or a clear 'window on the real' (Branston, p. 106). Representation relies strongly on the power of the media and their capacity of re-presenting over and over again, certain images, stories, situations begin seem natural thereby marginalise other images not exposed.

Media and pop culture


Asa Berger (2014, p. 129) notes that one of the things we need to look out for when examining media and popular culture is the ideological content of particular films, television shows, songs and advertisements. He cautions that "people with different ideological positions see different things in a given text, which is why qualitative media research is often complicated." He goes further to explain that work of art are enormously complex and rich and often susceptible to many modes of analysis and interpretation. Yuri Lotman (1977, The Structure of the Artistic Text in Berger, p. 130) agrees with this position as he argues that everything in an artistic text is meaningful, which makes interpreting them even more complicated. The work conveyed by media may not be great works of art, from an aesthetic point of view, but their influence and significance is of great importance.
 Feminist criticism of Media and communication


How the media presents issues of gender is a key area of feminist criticism of the media concerns. Berger referenced Judith Butler's position in her book Gender Trouble: Feminism and the Subversion of Identity (1999) where she expressed the following concern on the manner media treat women. Butler says that the role of women given in texts, the business world and everyday life are replete with the exploitation or "sexploitation"; that women in the media as are seen as sexual objects of male desire and lust. 

Glamour as media campaign tool & cultural imperialism


John Berger in his book Ways of Seeing (1972, quoted in Berger, p.116) deals with the use of glamour in advertising, but the idea can also be applied to all media products or campaigns meant to elicit interest in the public for purpose of profit. Using advert as an instance, he argues that publicity persuades us of certain transformation by showing people who have apparently been transformed and are, as a result, enviable. The state of being envied is what constitutes glamour, and publicity is the process of manufacturing glamour. As a result of globalisation therefore, and employing the power of glamour, the media and economic institutions enable the ruling classes to spread their bourgeois ideology and export problems to the third world. The Marxist's school call this phenomenon "cultural imperialism" (Berger, p. 112).

Sex and Gender roles in media


Sex is not the same as gender, nor is it the same as sexuality. Sex is about biological species of male and female, but sexuality today has been described as people's sexual orientation. Gender has to do with cultural assignment of roles to the two sexes. Hence gender differences are culturally formed and performed though they exist on the basis of the biological physiology of the person. Paul Hodkinson (2011, p. 220) observes that much as women figure prominently within media content as a whole, their role often is secondary to that of men. This is evident from the number of blockbuster films with a female in the lead role compared to the ones she functions as companion or love interest for a male star, "a situation replicated across a range of other dramatic genres.

Concept of Objectification 

By objectification we primarily treating or considering a person as an object that can be used, further manipulated, and evaluated mainly by their physical appearance. We consider such a person as pleasurable and usable in a sexualized manner (Calogero, 2012). Here we treat an individual based on their private body parts and their physical appearance. Awe do no treat an objectified person s a human; rather we perceived them as lacking their personal freedom, respect, integrity, and opinion altogether ( Calogero & Tylka, 2014). This objectification can be traced back to the Cleopatra Era when she was considered as an ideal "human body with feminine beauty". Men were attributed to dominance and women were considered as passive and beautiful based on their body shape (Balraj, 2015). However, the rise of Second-Wave feminism largely benefitted the critiques who criticized women's sexual objectification and sexualized portrayals. Feminist reaction to women's sexual objectification played a key role to identify and denounce women's sexual objectification in the media content. For example, the bill represented by British MP Claire Shot in 1969, was one of the first steps to counteract women's sexual objectification. Shot clearly demanded to ban topless, semi-nude, and sexualized pictures of women in three British magazines (Ali, 2019). Likewise, the scholarly writings of Catharine A. MacKinnon, (1982) that were inspired by Andrea Dworkin’s ideological grounds also highlighted sexualization in media, particularly pornography as a hyper-sexualized form of objectification leading to even adverse consequences Here it is worthwhile to mention that, all the criticism and studies by feminist scholars were originally inspired by the Kant’s philosophical grounds. According to Kant, objectification is a process where one considers themselves as an "end-in-itself". Or in other words, thinking of ourselves as sexually satisfying and pleasing others (Loughnan & Pacilli, 2014; Papadaki, 2007). Furthermore, after Mckinnon’s scholarly work, Nussbaum, (1995) and Fredrickson & Roberts, (1997) also discussed sexual objectification in theoretical contexts that further strengthen the argumentation regarding sexual objectification in both social and mediatized contexts. Later in the millennium, researchers also scrutinized the sexually objectified portrayals of women in motion pictures by utilizing the Bechdel tests. Finings also indicated sexualized portrayals of women in films, which further strengthen the notion of mediatized sexualization of women (Ali, 2019).
Sexual Objectification in Media Content

Today, mainstream opinions about ideal body and femininity are directly associated with mass media as they are the social institutions, source of motivation, and behavioral change and control (Krawczyk, 2013). In this regard, feminists, child protection organizations, and researchers criticize media for sexualizing female bodies. Although several studies focused on the impacts of sexual objectification, a limited one examined certain types of media content sexualizing women. Studies that examined the frequency of sexualization witnessed that sexual objectification of women is highly common and rapidly increasing (Zurbriggen, 2007). These findings are consistent with Wood’s propositions as she stated that, media represent women subjected to men's sexual desires. Media encourage women to develop femininity, powerlessness,sexiness, and passivity to fulfill the social and cultural needs and demands. Besides, media exemplify men with qualities such as hostile, strong, and aggressive, which are similar to those associated with women abuse (Wood, Julia, 1994). Here Huber et al., (2018) cited an example of women's sexualization in the consumer culture and stated that using sexual objectification as a marketing tactic is much common today. Marketers mostly target young adults as they adopt comparatively faster than the other age groups. Similarly, the drama industry around the world is no exception in sexualizing women (Fallis, 2013). A study conducted by Shafiq, (2018) assessed the sexual objectification of women in the drama industry in Pakistani dramas and validated the relevant phenomenon. Results indicated women as passive, less-educated, thin body, inactive, lacking personal freedom, and belonging to the middle-class family. However, it is also worthwhile to mention that, sexual objectification is not limited to any particular media content today. Along with the conventional media even digital media platforms also contain hyper-sexualization of women (Ravi, 2014). For example, social networking site like Instagram is one of the most prominent yet preferred platforms. The online environment helps people to create their image, post, and share them with millions of online users. These images frequently indicate how youngsters actively post and share sexualized content including pictures and videos with each other (Davis, 2018; Qamar et al., 2020).

Sexual Objectification in Music

 Music Videos are rapidly progressing and generating revenue due to greater appeal, entertainment, and associated feelings with them, leading to the financial success of artists, composers, and writers. However, misogynistic perceptions regarding women and their exploitation are also associated with this music content.

 Now, sexualization has become more frequent, intense, and acceptable in music videos, continuing the image of women merely as sexual objects (Apuke & Jigem, 2019). Here Force, (2018) describes women's sexualization as the recent trend in objectified music and videos. Music content portrays men as prioritizing sex and women as fulfilling these sexual needs. However, studies also witnessed women artist comparatively more objectifying their fellow female artists than men. These artists create music videos having explicitly sexualized acts, and sexual innuendos, resulting in an increased acceptance of sexualization among the audience.For instance, Dauphinais (2015) observes that in nearly any genre of music there are numerous music videos with barely clad women marching around with no function other than to offer eye candy or to please a man. This means that the entertainment media such as music videos, music, and television today objectify women in society with a firm focus on portraying women as sexual objects (Harper and Tiggemann, 2008). This view is supported by studies suggesting that popular music includes sexualized representation of women, with an unclear motives and consequences (Dunu and Ugbo (2015) have emphasised that the preponderance of hyper sexualised representations and negative images of women demonstrated in popular music, which are closely associated with the cultural views of masculinity, seem in recent times to have become dominant and magnified. Substantiating this notion, evidence has established that music; especially popular ones have a huge impact on the way gender is constructed in our culture. In this respect, Railton and Watson (2005) have noticed that if a song is played over a period of time, it attracts the attention of people and then becomes normal and acceptable, and whatever is being represented in that song becomes acceptable with time.

 A case study conducted by Aubrey & Frisby, (2011) also validated the prevailing sexual objectification in music videos worldwide. Results revealed a higher frequency of sexualized portrayals of women that were mainly accompanied by sexually tempting dance moves.  Accordingly, most music video clips now use erotic images of women to sell their videos and also in a way promoting a thin body image of women. Women’s images are turned into commercialization where the Directors of videos, sell more if they use women images in their text, not just any kind of women, but mostly thin images and half naked images which are used to attract an audience or readers. In the same vein, Wiederman (2000, p.258) reports that “women in western cultures are objectified to a greater degree than are men, in that women’s bodies are looked at, evaluated, and sexualized with greater frequency.” Intrinsically, prior study established that music and images in musical video clips can make viewers to construct the world they live in (Brown, Campbell, and Fischer, 1986). This supports studies that examine the effect of gender and stereotyped music imagery on the society which revealed that the exposure to the normal traditional sexual images have an effect in the sexual relationships of individuals (Turner, 2011; Kalof, 1999). Hassan and Abubakar (2017) note that the society as a whole is now a simple hostage at the hands of the media. As such, the music and movie industry are said to play a key role in influencing people’s perception (Happer and Philo, 2013; Garfias, 2004; Horton, Price, and Brown, 1999). This implies that music videos are an influential form of mass media (Roberts, Henrikson, and Foehr, 2004). In line with this, Nwagbara (2005) observes that women are portrayed and given images of alluring sex objects, incompetent career women, or the fashion beauty crazy freaks. Thus, the recurring sexual messages in musical video sends a sticking impression over time contributing to the change in individual’s immediate state by inducing arousal, leading to inhibition of impulses, or activating thoughts. Consequently, the music videos also follow the same patterns as from words to the visual content, sexual objectification is a part of Rap music. However, still, the prevailing sexual objectification in other genres is a major concern for all. Rap, Pop, Rock, Jazz, Country, etc all contain sexualized portrayals of women, leading to normalization and acceptance of objectification as a social-cultural practice (Aubrey & Frisby, 2011).
2.2 THEORETICAL FRAMEWORK

Objectification Theory
The Objectification Theory proposed by Barbara Fredrickson and Tom-Ann Roberts (1997) establishes the premise that due to sexual objectification of females by media and society, the female gender has been conditioned (by the media and society) to internalize an onlooker’s view as the most relevant perspective needed to define her worth; this in turn catalyses a consequent culture of obsessed self-monitoring/consciousness, escalated feeling of anxiety and shame, reduced awareness of her inner person and essence, eating disorders, mental and health risks, depression , etc. (Fredrickson and Roberts, 1997).



 This internalization of the sexual objectification believe and its effect has been termed self-objectification. In context, Balraj (2015, p70) stresses that media and the male gender have through time perceived and portrayed women as objects and tools valued for sexual pleasure. These acts are often staged by way of gazes and inspection of the female body (Kaschak, 1992 in Balraj, 2015); as well as through visual dismemberment or focus on specific body parts removed from the person and viewed as the essence or proper representation of her person in its entirety (Bartky, 1990 in Balraj, 2015). The objectification theory here functions to predict methods through which media objectifies the female gender as well as the negative effect sexual objectification of the female by media has on the female gender.

Framing theory



Furthermore, this study  adopted some aspects of the framing theory in an attempt to identify how Nigerian Pop Music Video objectifies the female gender, it will further function to aid analyses and contextualization of issues surrounding objectification of the female gender as a gender sensitive issue in some Nigeria’s Pop Music Videos. The framing theory propounded by Erving Goffman highlights the premise that individuals are subjective or at least adopt interpretative designs in their views and perception of the world. This subjective or interpretative schematic view of the world is then transferred into and through every experience or interpretative endeavour/engagement and termed as ‘frames’ through which individuals make sense of the world and reduce the complexities of reality (Littlejohn and Foss, 2009). 



There are variations/approaches to the framing theory; which is why Chong and Druckman (2007) submitted that the idea surrounding a frame must be viewed from two perspective – first, as identified in communication as a sender’s selective use of words, images, phrases and presentation styles in delivering information about a specific event to an audience (Gamson and Modigliani, 1987, 1989 in Chong and Druckman, 2007, pg100); whereas the second perspective highlights an individual’s frame in thought. i.e. the aspects considered by a person to be the most important in a given issue (Goffman 1974 in Chong and Druckman, 2007, p101) In context, the framing theory in media explains that media directs the focus and attention of audiences to certain aspects of an issue in their presentation (Scheufele, 1999). 



This channelling of view and constructed focus is also in line with the aims and objectives of media owners. Pan and Kosicki (1993) further explain that the manner and style with which issues are presented/contextualized to the audience has an effect and influences the way an audience perceive assimilate, process and interpret the message. Accordingly, the Framing Theory is a theory that captures the content maker’s manipulative prowess and the effect it has on audiences. Its premise maintains the purview that issues of life are selectively presented and with meaning and context to the audience to incite engagements while assimilating meaning. Following the central statement of the framing theory, it does posit that gender sensitive issues or sexual objectification in media does not exist until it is framed or brought into the picture by the moderator through focus on specifically crafted and presented images, sound, video, text, etc. Within the confines of this study, sexual objectification as a gender sensitive issue will be traced within samples of music video in a bid to test the efficacy
2.3 EMPIRICAL STUDIES

Some studies have implied that stereotypical portrayals of the female gender often speaks to her sexual objectification rather than emphasis on the personality possessed by the body while other studies have also implied that these stereotypical portrayals/ clear objectification of the female gender, affect younger generations and adults who view these messages in media.

 Example of studies in line with these perspectives include that of L. Monique Ward (2016) who reviewed and analyzed peer-reviewed studies that focused on the effect of sexual portrayal and objectification of the female gender on self. Using a summation of 135 studies from 1995-2015, the results sustained, strengthened and emphasized core/known facts that exposure of women to contents that objectify women within lab environments and real world engagement with these types of content sparked consequences such as escalated levels of self-objectification, dissatisfaction with their body, tolerance for misogyny and gender biased beliefs. 

Generally Ward’s (2016) study reports that continuous exposure to these types of content has an effect on the female gender as it solidifies low self-esteem and diminished humanity. This effect also transcends negative impact on self through to constructed stereotypical expectations conceived by media and society to be normal and obtainable everywhere. These stereotypical portrayals then become what society expects from each gender as it punishes deviance or unconformity to sex and gender-defined and confined portrayals. 

Furthermore, In a study aimed at the development and psychometric evaluation of the self-objectification beliefs and behaviour’s scale, Lindner and Tantleff-Dunn (2017) assessed 654 women through the use of an online questionnaire to measure self-objectification and other related constructs. With the help of the Self-Objectification Beliefs and Behaviors Scale (SOBBS), the results demonstrated evidence of Self-Objectification ranging from interpersonal sexual objectification, wrong body image perception, disordered eating, depression. This result further rhymed with a secondary study that was aimed at affirming the validity of this study in that the SOBBS scores correlated with public body consciousness, private and public self-consciousness, self-esteem, and sexual functioning. While the study further pressed for further adaptation of questionnaires and exploration of other avenues to researching objectification of females, its findings confirms the negative effects of objectification of the female gender in media and further confirms the theory of Objectification. 

Furthermore, Rooney’s (2016) paper highlighted that emerging studies such as that of Miles-McLean (2015), Nadal and Haynes (2012) have discovered that aside readily observed symptoms of sexual objectification on the female gender (symptoms such as depression and anxiety), prolonged exposure to sexual objectification is responsible for insidious trauma marked by psychological disorder that is often observed in later stages of most female’s lives. These studies further point to the negative effect of sexual objectification of the female gender resulting in self-objectification. 

Vance et al (2015), focus is concerned with how print advertisement portray women’s bodies (sometimes dismembered and dehumanized into parts and objects) and how viewership of these portrayals relate with the attitudes towards rape and violence towards women. Using questionnaires as a primary data collection approach, this study’s result had shown that viewing sexually objectified women had an obvious effect on females and limited effect on the motivations towards rape and further suggests that education towards correcting men’s endorsement of rape myths could further decrease the likelihood of rape aimed at women. 

In Vance et al (2015) paper, there is a perspective that suggests that the objectification of women in print media is the causative reason behind certain immoral female behaviours as well as rape and violence urges in men. Therefore, promoting education to orientate and sensitize men may further reduce the animalistic tendencies inherent in man’s desire driven nature.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g. using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
This work is both quantitative and qualitative. On the other hand, a qualitative methodology refers to research that produces descriptive information such as people’s own written or spoken words (Taylor & Bogdan 1998, p. 7). It is therefore also qualitative because of the expository nature of the research and having to deconstruct the codes embedded in the images of the musical videos. The delimitation of this work is that it does not concern itself with the usually vulgar lyrics of hip pop music but just the images of the video. While the manner of images of the women will be our primary focus, brief comparison with the men will be used to accentuate the discovery on the women.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description.

This study will only cover the public’s perspective on women objectification in Nigerian music videos. Five musical video works of four male and one female artistes who are considered to be among the leading hip-pop artistes in Nigeria today.  While the music video viewers in Ikeja Local Government Area, Lagos State form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of  music video viewers in Ikeja Local Government Area, Lagos State, the researcher conveniently selected 280 participant as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section inquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.

3.8
METHOD OF DATA ANALYSIS

On the first hand, it employs the content analysis approach in order to determine the frequency of exposure of women in five Nigerian hip-pop musical videos. Long et al (p. 122) say that "Content analysis is a means of counting the amount or frequency with which elements occur in media texts. It is a method that aims at objectivity by counting those things that are "unproblematically" denoted or manifested in media content, such as the use of particular words or appearance of particular images." The responses were analyzed using simple percentage in frequencies and tables which provided answers to the research questions. 
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1 INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of two -hundred and eighty (280) questionnaires were administered to respondents of which only two hundred and sixty seven (267) were returned and two hundred ad sixty one (261) were validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 266 was validated for the analysis.

4.2
Presentation of Data

The table below shows the summary of the survey. A sample of 280 was calculated for this study. A total of 267 responses were received, while a total of 261 were validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 261 was validated for the analysis.

Table 4.1: Distribution of Questionnaire

	Questionnaire 
	Frequency
	Percentage 

	Sample size
	280
	100

	Received  
	267
	95.36

	Validated
	261
	93.21


Source: Field Survey, 2022
4.2.1
Demographic Profile of the Respondents

Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	176
	67.4%

	Female
	85
	32.6%

	Age
	
	

	20-25
	52
	19.9%

	26-30
	92
	35.2%

	31-35
	75
	28.7%

	36+
	42
	16.1%


Source: Field Survey, 2022

4.3
DATA ANALYSIS

Question 1: Do you view and listen to music videos?
Table 4.3:  Respondent on viewership of music video.

	Options
	Frequency
	Percentage

	Yes
	261
	100

	No
	00
	00

	Undecided
	00
	00

	Total
	261
	100


Field Survey, 2022

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes. There was no record of no nor undecided.
Question 3: Do Nigerian music videos actually objectify women?

Table 4.4:  Respondent on  Nigerian music videos actually objectify women
	Options
	Frequency
	Percentage

	Yes
	261
	100

	No
	00
	00

	Undecided
	00
	00

	Total
	261
	100


Field Survey, 2022

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes. There was no record of no nor undecided.
Question 3:  Which of the Nigeri music videos objectify women?
Table 4.5:  Respondent on  Nigerian music videos actually objectify women
	Options
	Frequency
	Percentage

	DAVIDO

"Jowo"
	51
	19.5

	KISS DANIEL

"Gbayi"
	50
	19.2

	RUGER

"Dior"
	56
	21.5

	RHEMA

"Calm Down"
	55
	21.1

	TIWA SAVAGE

"Get it now"
	49
	18.7

	Total
	261
	100


Field Survey, 2022

From the responses obtained as expressed in the table above, 19.5% of the respondents said the Davido’s “Jowo”, 19.2% of the respondent said  Kiss Daniel’s “Gbayi”. 21.5% of the respondent said Ruger’s “Dior”.  21.1%  of the respondent said Rhema’s “Calm Down”, while the remaining 18.7% said  Tiwa  Savage’s “Get it Now”.
Question 4: What are the opinions of the public on this objectification in music videos?

	
	Gestures
	DAVIDO

"Jowo"
	KISS DANIEL

"Gbayi"
	RUGER

"Dior"
	RHEMA

"Calm Down"
	FREQ.
	TIWA

"Get_it now"

	1
	Lying down
	Yes
	Yes
	No
	No
	50%
	Yes

	2
	Bending down
	Yes
	Yes
	Yes
	Yes
	100%
	No

	3
	Canting Head/ smiling deferentially
	Yes
	Yes
	Yes
	Yes
	100%
	Yes

	4
	Avoiding eye contact
	Yes
	Yes
	Yes
	Yes
	100%
	Yes

	5
	Withdrawing attention
	Yes
	Yes
	Yes
	Yes
	100%
	Yes

	6
	Day-dreaming
	Yes
	Yes
	Yes
	Yes
	100%
	Yes

	7
	Fiddling with object
	High
	No
	No
	No
	25%
	No

	8
	Exposure of breast
	High
	Mid
	Mid
	Mid
	73%
	No

	9
	Exposure of Bum
	High
	High
	Mid
	Mid
	82%
	Low

	10
	Supporting the Man
	Yes
	Yes
	Yes
	Yes
	100%
	Yes

	11
	Erotic dance
	Yes
	Yes
	Yes
	Yes
	100%
	No

	12
	Men's Dressing
	 Full. Sunglass by Most
	Full. Sunglass
	Full. Sunglasses
	Full.

Sunglass
	100%
	Yes

	13
	Signs of glamour
	Bright colors of a casino, drinking bar, electronic car, broad smiles and seductive eyes, bling big chains by men, rings on more than one finger
	Exotic cars, Smoking,

Big bling chain, 
	Colorful background, the seaside.
	Exotic car, 
	
	Rings on more than one finger, oversea environment, 


Field Survey, 2022
Considering the 13 indicators of how women are exposed in cinema as defined by Mulvey and complemented by Goffman, the following were observed in the musical videos under study:

Lying down: Two of the male videos had at least one woman lying down making it 50%, while two of them did not have such image. Interestingly, the female artistes's video has at least one woman lying down. 

Bending down: All of the four tokens have the image of at least one woman bending down. Thus we have 100% value for this image. None of this in the female artiste's video.

Canting head/smiling differentially: All of the four tokens have the image of at least one woman canting head/smiling differentially. Thus we have 100% value for this image. This image was also observed in the female artiste's video.

Avoiding eye contact: All of the four tokens have the image of at least one woman avoiding eye contact. Thus we have 100% value for this image. This image was also observed in the female artiste's video.

Withdrawing attention: All of the four tokens have the image of at least one woman withdrawing attention. Thus we have 100% value for this image. This image was also observed in the female artiste's video.

Day-dreaming: All of the four tokens have the image of at least one woman had the day-dreaming gesture. Thus we have 100% value for this image. This image was also observed in the female artiste's video.

Fiddling with object: Only one of the four tokens have the image of at least one woman fiddling with an object. Thus we have 25% value for this image. This image was not observed in the female artiste's video. 

Exposure of breast: Tokens of all male artiste's had breast exposure to different degrees. It seems like a normal practice to have women with exposed breast on Nigerian hip pop musical videos. one of the videos was had high exposure (full value 100%). The other 3 had mid exposure (66% each). This gives an average value of 74.5% exposure of breast in the works under review. Remarkably, there was no breast exposure in the video of the female artiste. 

Exposure of bum: All of the videos had bum exposures albeit to varying degrees. Two of them recorded high bum exposure (99% each), while the other two had mid exposure (66% each). The average value of bum exposure in the works under review is about 82.5%. There was low bum exposure in the video of the female artiste.

Supporting the man: All four videos revealed the image of at least one woman, but actually all women, played supporting roles to the men. Thus we have a value of 100% for this image. Even the video by the female artiste also had such image.  
Erotic dance: All of the four tokens have the image of at least one woman dancing erotically. Thus we have 100% value for this image. This image was absent in the female artiste's video.
Men's dressing: All of the four tokens show that all the men generally dress full, mostly with T-shirt and a suit and jeans trousers and an eyeglass. Only one man in the whole four videos at a point removed his shirt. Thus we have 100% value for this image. Same conclusion was also recorded in the female artiste's video.

Signs of glamour: All videos had varying degrees of indicators of glamour, thus we have a value of 100%. The common ones included: bright colors of locations used, beautiful drinking bar, electronic and exotic cars, broad smiles with seductive eyes to suggest happiness and fulfilment, blinging big chains by men, rings on several fingers, designers eyeglasses, swim suits, etc. All the videos had something of these. There were generally happy people singing and dancing and having "a good life" devoid of pain or worry.
Question 5: What are the possible solutions that would end women objectification and bring about a proper use of the imbued prowess of music videos?

Table 4.7:  Respondent on the possible solutions that would end women objectification 
	Options
	Yes 
	No
	Undecided 
	Total

	Government should concretize  policies against poor portrayal of the female gender either in music videos or in any entertainment medium within Nigeria.
	261

(100%)
	00

(%)
	00

(%)
	261

(100%)

	Gender sensitive issues in Music Videos should be properly designed and crafted by the artiste, director and crew while taking into consideration the required needs for proper portrayals.
	261

(100%)
	00

(%)
	00

(%)
	261

(100%)

	Since the hip-pop genre enjoys so much popularity among youths, media educators may consider engaging it as a pedagogy for teaching young ones in school.
	261

(100%)
	00
	00
	00



	Need for media education may help reduce this trend.
	261

(100%)
	00

(%)
	00

(%)
	261

(100%)


Field Survey, 2022
From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes. There was no record of no nor undecided.

CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

5.1
SUMMARY OF FINDINGS

This study will only cover the public’s perspective on women objectification in Nigerian music videos using  music video viewers in Ikeja Local Government Area, Lagos State as case study. The study determined if Nigerian music videos actually objectify women, investigated the publics’ opinion on women objectification in Nigerian music videos and proffer solutions that would allow for the proper use of the music video medium in passing across necessary information.

 The researcher employed the survey research design, employing both quantitative and qualitative approach. Five musical video works of four male and one female artistes were selected for the study while two hundred and eighty (280) participant were selected for the study using convenience sampling method. Self-constructed questionnaire was issued to the participant  of which two hundred and sixty-one (261) was validated for the study. Data was analyzed using simple percentage and content analysis presented in frequencies and tables.

5.2 CONCLUSION

Nigeria’s entertainment media may be attempting to sustain primordial patriarchal cultural practices that perceived the female gender as second level humans or adapting to global trends as media imperialist theories have explicated. But then, while these seems to be the case, a careful consideration as to the effect on the female gender as a human and a person with existential needs and ability to function and create value away from her body, requires society and media’s awareness as it implies taking measures towards redressing steps hitherto taken to negatively portray and stereotype the female gender. 

Findings of the study reveals that In conclusion, the data confirmed clearly that, typical of hip-pop,  Women are objectified in Nigerian musical hip-pop videos. They dress sexy, speak seductively and dance in a sexual manner. Put simply, women are portrayed as sex objects. This is not unrelated to the patriarchal nature of Nigerian society and an obvious impact of cultural imperialism. More so this work shows that as long as there is media, there will continue to be representation,  since representation is the language of the media. The fact that the age long complaint of how women have been represented in the media as far back as over 46 years ago is still the same today if not worse, goes to show how difficult it is to change stereotypes. When it comes to the concern of this study and the eagerness with which women are willing to expose their body on audio-visual genre, one wonders is there will be a solution to this particular stereotype. Even if there will be, it does not appear too soon.  
5.3 RECOMMENDATION

In adopting correctional measures to properly portray and represent the female gender in media, the female gender’s image as a person would have been reinstated. 

Gender sensitive issues in Music Videos may need to be properly designed and crafted by the artiste, director and crew while taking into consideration the required needs for proper portrayals. The case of proper framing of content using the professional tools at his disposal e.g. diction and lyrics, correction, proper costumes, proper blocking and manner of presentation, soft wares, place and background of shoot and even symbols may aid the director’s conceptualization process in the proper interpretation of the music video script on screen.

 Going forward, to solidly concretize the policies against poor portrayal of the female gender either in music videos or in any entertainment medium within Nigeria, laws and enforcement of these laws may be required as supporting frameworks to keep media and performing practitioners in check as regards issues surrounding female objectification and poor and even stereotypical portrayals of the female gender.

Owing to the high influence of hip-pop music among the youth, there is need for government to pay attention to the entire production process of this genre: lyrics and video because the culture they promote are mostly anti-social. Since the hip-pop genre enjoys so much popularity among youths, media educators may consider engaging it as a pedagogy for teaching young ones in school.

It would be good to study how hip-pop is related to drug use among youths in Nigeria, considering the influence in its original abode. Need for media education may help reduce this trend.
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]


Female [  ]

Age 

21-25 [  ]

26-32 [  ]

32- 40[  ]

41-50 [ ]

Marital Status

Single [   ]

Married [  ]

Widowed [  ]

Qualification

WAEC/OND

HND| BSC

SECTION B

Question 1: Do you view and listen to music videos?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	

	Total
	


Question 3: Do Nigerian music videos actually objectify women?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	

	Total
	


Question 3:  Which of the Nigeri music videos objectify women?
	Options
	Please Tick

	DAVIDO

"Jowo"
	

	KISS DANIEL

"Gbayi"
	

	RUGER

"Dior"
	

	RHEMA

"Calm Down"
	

	TIWA SAVAGE

"Get it now"
	


Question 4: What are the opinions of the public on this objectification in music videos? (please tick yes/no under each artist)

	
	Gestures
	DAVIDO

"Jowo"
	KISS DANIEL

"Gbayi"
	RUGER

"Dior"
	RHEMA

"Calm Down"
	TIWA

"Get_it now"

	1
	Lying down
	
	
	
	
	

	2
	Bending down
	
	
	
	
	

	3
	Canting Head/ smiling deferentially
	
	
	
	
	

	4
	Avoiding eye contact
	
	
	
	
	

	5
	Withdrawing attention
	
	
	
	
	

	6
	Day-dreaming
	
	
	
	
	

	7
	Fiddling with object
	
	
	
	
	

	8
	Exposure of breast
	
	
	
	
	

	9
	Exposure of Bum
	
	
	
	
	

	10
	Supporting the Man
	
	
	
	
	

	11
	Erotic dance
	
	
	
	
	

	12
	Men's Dressing
	
	
	
	
	

	13
	Signs of glamour
	Bright colors of a casino, drinking bar, electronic car, broad smiles and seductive eyes, bling big chains by men, rings on more than one finger


	Exotic cars, Smoking,

Big bling chain, 
	Colorful background, the seaside.
	Exotic car, 
	Rings on more than one finger, oversea environment, 


Question 5: What are the possible solutions that would end women objectification and bring about a proper use of the imbued prowess of music videos?

	Options
	Yes 
	No
	Undecided 

	Government should concretize  policies against poor portrayal of the female gender either in music videos or in any entertainment medium within Nigeria.
	
	
	

	Gender sensitive issues in Music Videos should be properly designed and crafted by the artiste, director and crew while taking into consideration the required needs for proper portrayals.
	
	
	

	Since the hip-pop genre enjoys so much popularity among youths, media educators may consider engaging it as a pedagogy for teaching young ones in school.
	
	
	

	Need for media education may help reduce this trend.
	
	
	


