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Indigenous language usage in advertising remains a critical strategy for reaching diverse

audiences in multilingual societies, yet systematic documentation of such practices in South-
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East Nigeria remains limited. This study conducted a comprehensive content analysis of
indigenous language usage in radio jingles and advertisements broadcast across Enugu-
based radio stations. Using a quantitative content analysis design, 384 radio jingles and
advertisements were systematically sampled from five major radio stations (Radio Nigeria
Enugu, Coal City FM, Urban Radio, Dream FM, and Owelle FM) over a six-month period
from January to June 2025. Data were collected using structured coding sheets and analysed
through frequency distribution, percentages, and chi-square testing. Anchored on Uses and
Gratifications Theory, the findings revealed that only 31.5% of total advertisements employed
indigenous language content, with 62.8% using code-switching between English and Igbo.
Telecommunications (28.4%), consumer goods (24.1%), and health products (18.2%)
dominated indigenous language advertising. Linguistic analysis showed extensive use of
proverbs (45.3%), metaphors (38.7%), and cultural idioms (32.1%) to enhance persuasive
appeal. Statistical testing (y*=147.82, df=4, p<0.001) confirmed significant relationships
between product categories and indigenous language usage intensity. The study recommends
increased indigenous language content quotas, advertiser education programs on cultural
communication benefits, development of standardized Igbo advertising lexicons, and policy
frameworks incentivizing indigenous language commercial content to enhance cultural
preservation and advertising effectiveness.

Keywords: Indigenous Language, Radio Advertisements, Content Analysis, Igbo Language,
Code-Switching, Enugu, Advertising Jingles.

1.0 INTRODUCTION

1.1 Background to the Study

power of indigenous language advertising in South-East
Nigeria, yet raises critical questions about how frequently
such culturally-embedded communication strategies are

In February 2025, a viral MTN radio jingle broadcast across
Enugu radio stations captured widespread attention not for
its melodious tune, but for its seamless integration of Igbo
proverbs and cultural metaphors. The advertisement, which
promoted mobile data services using the Igbo saying "Onye
aghana nwanne ya" (one should not abandon their brother),
resonated deeply with listeners, generating a 47% increase
in service subscriptions within three weeks according to
company reports. This scenario exemplifies the latent

employed in commercial broadcasting.

Enugu State, positioned as the political and cultural capital
of South-East Nigeria, hosts a vibrant radio broadcasting
landscape with stations including Radio Nigeria Enugu,
Coal City FM, Urban Radio, Dream FM, and Owelle FM—
Nigeria's first exclusively Igbo-language station established
in 2020. These stations collectively reach approximately
4.8 million listeners across Enugu Metropolis and adjoining
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communities. Despite Igbo being the predominant
indigenous language with over thirty million speakers
globally, the extent to which commercial advertisers utilize
indigenous language in radio jingles and advertisements
remains inadequately documented.

The global advertising industry increasingly recognizes
indigenous language advertising as crucial for market
penetration, brand recall, and cultural resonance. Studies
from multilingual contexts demonstrate that advertisements
in native languages generate 34-58% higher emotional
engagement compared to foreign language equivalents,
with significantly improved message comprehension
among target audiences. In Nigeria's multilingual landscape
encompassing over 500 indigenous languages, indigenous
language advertising represents both cultural preservation
strategy and commercial imperative. However, the
dominance of English in commercial communication—
perceived as more sophisticated and reaching educated
affluent  demographics—has  relegated  indigenous
languages to peripheral status in advertising content.

The problem manifests across multiple dimensions. First,
there exists insufficient empirical documentation of
indigenous language usage patterns in radio advertising
within South-East Nigeria. While anecdotal evidence
suggests limited indigenous language content, systematic
content analysis quantifying usage frequency, linguistic
characteristics, and product category distributions remains
absent from scholarly literature. Second, the linguistic
features characterizing indigenous language
advertisements—including  code-switching  patterns,
cultural idiom usage, and persuasive language strategies—
require academic  examination.  Third,
understanding advertiser preferences regarding language
choices and product categories suitable for indigenous
language communication provides crucial insights for both
commercial practice and cultural policy development.

rigorous

Furthermore, the tension between commercial viability and

cultural responsibility creates complex dynamics.
Advertisers gravitate toward English-language content
assuming wider reach and premium audience
demographics, potentially undermining
language vitality. Yet research from comparable

multilingual contexts suggests indigenous language

indigenous

advertising generates superior brand loyalty, deeper
emotional connections, and enhanced message recall
among native speakers. The 2018 launch of BBC Igbo
Service and establishment of Owelle FM demonstrate
growing recognition of indigenous language media value,
yet commercial advertising practices lag behind this
emerging consciousness.

Against this backdrop, this study conducts systematic
content analysis of indigenous language usage in radio

jingles and advertisements broadcast across Enugu-based
stations. The research is particularly timely given Nigeria's
2022 National Language Policy requiring increased
indigenous language usage across sectors, alongside
growing global emphasis on linguistic diversity
preservation. By quantifying indigenous language
advertising patterns, analyzing linguistic features, and
examining product category distributions, this study
provides evidence-based foundation for stakeholders
including advertisers, broadcasters, cultural organizations,
and policymakers seeking to balance commercial
effectiveness with cultural sustainability.

1.2 Objectives of the Study

The broad objective is to conduct content analysis of
indigenous language wusage in radio jingles and
advertisements in Enugu-based radio stations. Specific
objectives are to:

1. Examine the frequency and extent of indigenous
language usage in radio jingles and advertisements
across Enugu-based stations

2. Identify the types of products and services
advertised using indigenous language content

3. Analyze the linguistic features and code-switching
patterns employed in indigenous language
advertisements

4. Assess the duration and prime-time allocation of
indigenous language advertisements compared to
English-language equivalents

1.3 Research Questions

1. What is the frequency and extent of indigenous
language usage in radio jingles and advertisements
across Enugu-based stations?

2. What types of products and services are advertised
using indigenous language content?

3. What linguistic features and code-switching
patterns are employed in indigenous language
advertisements?

4. What is the duration and prime-time allocation of
indigenous language advertisements compared to
English-language equivalents?

1.4 Significance of the Study

This study provides empirical baseline data on indigenous
language advertising practices, informing advertiser
strategy development, broadcaster programming decisions,
and regulatory policy formulation. Findings contribute to
academic discourse on indigenous media, advertising
effectiveness in multilingual contexts, and language
preservation through commercial communication. The
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research offers practical guidance for advertisers seeking
culturally-resonant communication strategies while
documenting current practices for comparison with future
trends.

1.5 Scope of the Study

The study covers radio jingles and advertisements
broadcast across five major Enugu-based radio stations
with substantial indigenous language programming
potential, examining the six-month period from January to
June 2025. Focus is on Igbo language usage, though
insights may inform broader understanding of indigenous
language advertising across Nigeria's multilingual
landscape.

2.0 LITERATURE REVIEW

2.1 Conceptual Framework

Indigenous language advertising refers to the strategic use
of native, local, or vernacular languages in commercial
communication to promote products, services, or brands
within specific ethnic or linguistic communities. Oyesomi
and Salawu (2019) define it as "deliberate employment of
local languages, cultural idioms, proverbs, and indigenous
communication codes in advertising messages to enhance
comprehension, cultural resonance, and persuasive
effectiveness among target audiences." Authentic
language
translation, incorporating culturally-specific linguistic

indigenous advertising  transcends mere

features including proverbs, metaphors, humour styles, and

communication  patterns that reflect indigenous
epistemologies and worldviews.
Radio jingles represent short, catchy musical

advertisements designed for memorability and brand recall.
Characterized by simple melodies, repetitive lyrics, and
memorable hooks, jingles serve as sonic branding elements
distinguishing products in cluttered media environments. In
indigenous language contexts, jingles integrate traditional
musical elements, cultural rhythms, and linguistic features
creating unique sonic signatures resonating with target
demographics.

Content analysis constitutes systematic, objective, and
quantitative examination of communication content
characteristics. Krippendorff (2013) defines it as "research
technique for making replicable and valid inferences from
texts to contexts of their use." As applied to advertising
research,  content  analysis  enables  systematic
documentation of language usage patterns, message
characteristics, and thematic distributions across
advertisement samples, providing empirical evidence

regarding communication practices and trends.

2.2 Indigenous Languages in Nigerian Advertising

Nigeria's creates

advertising

multilingual  landscape
environment  where

complex
language choices
significantly impact commercial effectiveness. English
dominates formal advertising due to colonial legacy,
educational system emphasis, and perception as language
of sophistication and modernity. However, indigenous
languages—particularly Hausa, Yoruba, and Igbo—serve
as vital communication channels reaching substantial
populations, especially in rural and peri-urban contexts

where English proficiency remains limited.

Igbo language, spoken across South-Eastern Nigeria in
Abia, Anambra, Ebonyi, Enugu, and Imo States, represents
a crucial medium for commercial communication. Despite
challenges including dialect variations, limited
standardization in technical vocabularies, and declining
urban transmission to younger generations, Igbo maintains
cultural significance and communicative vitality.
Commercial broadcasters recognize Igbo's potential for
audience engagement, yet systematic exploitation remains

inconsistent.

Research demonstrates indigenous language advertising
effectiveness. Oyesomi, Adesina, and Adeyeye (2020)
found that 74% of respondents recalled Globacom's Yoruba
radio advertisements, with indigenous language content
generating significantly higher brand awareness compared
to English equivalents. The emotional resonance, cultural
familiarity, and comprehension advantages inherent in
native language communication create superior advertising
outcomes. However, advertiser reluctance persists, driven
by perceptions that English reaches more affluent
demographics and provides wider geographic coverage.

2.3 Linguistic Features of Indigenous Advertising

Indigenous language advertisements employ distinctive
linguistic strategies enhancing persuasive appeal. Code-
switching—alternation between indigenous languages and
English within single advertisements—represents common
practice. Akpabio, Ogbonna, and Nwoke (2025) identified
three primary code-switching patterns in Nigerian radio
advertisements: inter-sentential switching (alternation
between sentences), intra-sentential switching (alternation
within sentences), and tag-switching (insertion of English
tags into indigenous sentences). These patterns serve
multiple functions including  technical term
accommodation, prestige signaling, and audience targeting
across educational levels.

Figurative language usage constitutes another defining
characteristic. Proverbs, metaphors, idiomatic expressions,
and cultural allusions embedded in indigenous language
advertisements create layered meanings resonating with
cultural insiders. Oyesomi and Salawu (2019) documented
extensive proverb usage in Yoruba telecommunications
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advertisements, finding that cultural metaphors enhanced
memorability and emotional engagement. Similarly,
humour styles, narrative structures, and communication
tone reflect indigenous cultural norms, distinguishing
indigenous  language advertisements from direct
translations of English content.

2.4 Product Categories and Indigenous Language
Advertising

Evidence suggests product category influences indigenous
language advertising adoption. Fast-moving consumer
goods (FMCG), particularly food products, beverages, and
household items, frequently employ indigenous language
content leveraging cultural associations and traditional
usage patterns. Telecommunications companies represent
notable indigenous language advertising adopters, with
MTN, Globacom, and Airtel deploying vernacular
campaigns targeting mass market segments.

Conversely, luxury goods, technology products, and
financial services predominantly utilize English, reflecting
assumptions about target demographic
preferences and product positioning strategies. This pattern
perpetuates linguistic hierarchies where English associates

advertiser

with modernity, sophistication, and premium status, while
indigenous languages connote traditional, local, or mass-
market positioning. Such associations potentially constrain
indigenous language advertising expansion and reinforce
cultural marginalization dynamics.

2.5 Policy and Regulatory Framework

Nigeria's advertising sector operates under Advertising
Regulatory Council of Nigeria (ARCON) oversight, while
broadcasting  falls under National Broadcasting
Commission (NBC) jurisdiction. The Nigeria Broadcasting
Code (6th Edition, 2020) mandates broadcasters "promote
Nigerian indigenous cultures" and "encourage use of
Nigerian indigenous languages," yet provisions remain
hortatory without specific content quotas or enforcement
mechanisms. The 2022 National Language Policy
emphasizes indigenous language promotion across sectors,
including commercial communication, but implementation
frameworks remain underdeveloped.

The absence of enforceable indigenous language
advertising requirements allows market forces to determine
language practices, typically favoring English due to
perceived commercial advantages. Cultural organizations
and language advocates propose minimum indigenous
language content quotas, tax incentives for indigenous
language advertising, and advertiser education programs
highlighting commercial and cultural benefits. However,
policy development lags behind advocacy efforts, creating
regulatory vacuum where indigenous language advertising
remains voluntary rather than mandated practice.

3.0 EMPIRICAL REVIEW

Systematic examination of recent empirical research
reveals growing scholarly attention to indigenous language
usage in advertising across African contexts, with particular
emphasis on effectiveness, linguistic characteristics, and
cultural resonance. These studies collectively demonstrate
that indigenous language advertising generates measurably
superior outcomes compared to foreign language
equivalents, while highlighting persistent challenges
constraining widespread adoption.

Ben-Enukora, Oyero, Okorie, Oyesomi, and Adeyeye
(2020) investigated Yoruba language radio jingles'
effectiveness in promoting knowledge, attitudes, and
practices regarding Lassa fever among women in Ondo
State, Nigeria. Through focus group discussions with target
populations, researchers found that indigenous language
jingles succeeded in promoting adequate disease
knowledge, with majority of respondents demonstrating
comprehension of transmission mechanisms and preventive
measures. The study revealed that figurative language
elements—particularly proverbs, metaphors, and idiomatic
expressions—enhanced message memorability and
emotional engagement. However, researchers noted that
knowledge gains did not automatically translate into
behavioral change, as socioeconomic and infrastructural
barriers constrained preventive practice adoption despite
adequate awareness. This finding underscores indigenous
language advertising's capacity to enhance message
comprehension and  knowledge retention, while
highlighting the need for complementary interventions
addressing implementation barriers.

Building on effectiveness research, Adekunle and
Akinbode (2023) examined Airtel Nigeria's indigenous
language advertising campaigns, focusing on Yoruba-
speaking user perceptions. Employing mixed-methods
approach combining surveys and interviews, researchers
found that 78% of respondents considered indigenous
language advertisements more personally relevant
compared to English equivalents, with 64% reporting
loyalty attributable to
communication strategies. Participants particularly valued

enhanced brand cultural
advertisements incorporating traditional musical elements,
cultural references, and communication styles reflecting
indigenous norms. The study documented that indigenous
language advertising generated 42% higher brand recall
rates compared to English campaigns, with respondents
describing vernacular advertisements as "speaking to us"
and "respecting our culture." These findings demonstrate
tangible commercial benefits incentivizing indigenous
language advertising adoption beyond cultural preservation
justifications.
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Linguistic dimensions of indigenous language advertising
received systematic attention from Akpabio, Ogbonna, and
Nwoke (2025), who analyzed code-alternation patterns in
Nigerian radio and YouTube advertisements. Through
content analysis of 60 advertisements across multiple
platforms, researchers identified three dominant code-
switching types: inter-sentential, intra-sentential, and tag-
switching, with frequencies of 38%, 45%, and 17%
respectively. Findings revealed that code-switching served
multiple strategic functions including technical term
accommodation (where indigenous language equivalents
were absent), prestige signaling (leveraging English's status
associations), and audience segmentation (targeting both
educated and mass-market demographics simultaneously).
The study documented that telecommunication and
consumer goods sectors employed code-switching most
extensively, while luxury goods and financial services
advertisements rarely utilized indigenous languages even in
hybrid forms. These patterns reflect persistent linguistic
hierarchies where English maintains dominant position in
commercial communication despite indigenous languages'
communicative and cultural advantages.

Rauf, Adekoya, Ademola, and Adeleke (2023) investigated
radio's role in promoting indigenous languages through
comprehensive study of Yoruba-language stations
Amuludun FM and Orisun FM. Research utilizing
questionnaires with 172 respondents found that both
stations enjoyed high listenership, with 79% of audiences
specifically seeking Yoruba content. However, researchers
identified significant challenges constraining indigenous
language broadcasting, including limited funding (68% of
respondents cited this), competition from English stations
(71%), difficulty recruiting young professionals fluent in
standard Yoruba (63%), and technical constraints (59%).
These findings illuminate systemic barriers affecting not
only programming but advertising content, as limited
resources constrain quality production of indigenous
language commercial content, while advertiser preferences
for English further marginalize vernacular media
economically.

The intersection of indigenous language media
sustainability and advertising received focused attention
from Oyedele and Hungbo (2020), who examined the
Alaroye newspaper's survival strategies. Research
demonstrated that indigenous language media face severe
economic viability challenges, with advertising revenue 40-
60% lower than English-language equivalents despite
comparable or larger audience sizes. The study revealed
that advertisers' perceptions—rather than empirical
evidence—drive language choices, with many assuming
English provides superior market access despite indigenous
language media's demonstrated effectiveness for specific

demographics. Researchers documented successful
strategies including community partnerships, cultural event
sponsorships, and niche market cultivation enabling
indigenous media survival despite structural economic
disadvantages. These findings suggest that strategic
positioning and stakeholder education can mitigate
commercial disadvantages, though systemic policy
interventions remain necessary for equitable indigenous

language media sustainability.

Synthesizing these empirical contributions reveals several
critical insights. First, indigenous language advertising
demonstrably enhances message comprehension, brand
recall, and emotional engagement among target audiences,
providing commercial justification beyond cultural
preservation imperatives. Second, linguistic features
including code-switching, figurative language, and cultural
idioms constitute defining characteristics requiring
systematic documentation and analysis. Third, product
category significantly influences indigenous language
adoption, with telecommunications and consumer goods
leading while luxury and financial sectors lag. Fourth,
systemic challenges including limited funding, technical
constraints, and advertiser perceptions create barriers
requiring comprehensive policy interventions rather than
market-based solutions alone. These findings establish
robust empirical foundation contextualizing the current
study's investigation of indigenous language usage patterns
in Enugu radio advertising.

4.0 THEORETICAL FRAMEWORK

This study is anchored on the Uses and Gratifications
Theory, which provides robust framework for analyzing
indigenous language advertising content and audience-
media relationships. Originally developed by Elihu Katz,
Jay Blumler, and Michael Gurevitch in the 1970s, Uses and
Gratifications Theory represents paradigm shift from "what
media do to people" to "what people do with media,"
positioning audiences as active participants rather than
passive recipients.

The theory postulates that media audiences actively select
and use media content to satisfy specific needs and
gratifications. Core assumptions include: (1) audience
members are goal-oriented in media usage, consciously
selecting content fulfilling particular needs; (2) individuals
take initiative in linking need satisfaction to media choice,
rather than being passive targets of media influence; (3)
media compete with other sources of need satisfaction,
including interpersonal communication, work, and leisure
activities; and (4) audiences are sufficiently self-aware to
identify and articulate motivations for media consumption
(Asemah, Nwammuo & Nkwam-Uwaoma, 2017).
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Applied to indigenous language advertising research, Uses
and Gratifications Theory illuminates why advertisers
select indigenous languages for specific content, which
gratifications such choices aim to fulfill, and how linguistic
features align with audience needs. The theory suggests
advertisers strategically employ indigenous languages to
satisfy audience gratifications including cultural identity
affirmation, enhanced comprehension, emotional
resonance, and community belonging. Indigenous language
advertisements gratify needs for cultural recognition,
provide comprehension advantages for audiences with
limited English proficiency, and create emotional
connections through familiar linguistic and cultural
references.

The theory also explains product category variations in
indigenous language usage. Products targeting mass-
market demographics (telecommunications, consumer
goods) employ indigenous languages satisfying audience
needs for accessibility and cultural relevance, while
premium products maintain English positioning to satisfy
prestige and sophistication gratifications associated with
foreign language usage. Code-switching patterns similarly
reflect attempts to satisfy multiple audience segments
providing
accessibility through English while maintaining cultural
resonance through indigenous language elements.

simultaneously, technical  information

Furthermore, @ Uses and  Gratifications  Theory
contextualizes advertiser decision-making as strategic
media use aimed at gratifying commercial objectives
including market penetration, brand differentiation, and
consumer loyalty cultivation. Indigenous language
advertising represents deliberate choice to leverage cultural
communication channels for competitive advantage,
recognizing that linguistic and cultural alignment generates
superior audience engagement compared to linguistic
alienation through exclusive foreign language usage. This
theoretical lens positions indigenous language advertising
analysis within broader understanding of strategic
communication as purposeful media usage oriented toward
specific goal achievement, providing conceptual
foundation for examining content patterns, linguistic
characteristics, and strategic variations documented in this
research.

5.0 METHODOLOGY
5.1 Research Design

This study adopted quantitative content analysis research
design to systematically examine indigenous language
usage in radio jingles and advertisements broadcast across
Enugu-based stations. Content analysis enables objective,
replicable documentation of communication content
characteristics, providing empirical data regarding

language usage patterns, message features, and thematic
distributions.

5.2 Population and Sample Size

The population comprised all radio jingles and
advertisements broadcast across five major Enugu-based
radio stations (Radio Nigeria Enugu, Coal City FM, Urban
Radio, Dream FM, and Owelle FM) during the six-month
study period from January 1 to June 30, 2025. Using
systematic sampling technique, 384 advertisements were
selected representing balanced distribution across stations,
dayparts, and broadcast days. Sample size determination
followed Yamane's formula at 95% confidence level with
5% margin of error, ensuring statistical representativeness.

5.3 Instruments and Data Collection

Data collection employed structured coding sheets
developed based on comprehensive literature review and
pilot testing. Coding categories included: (1) language
usage classification (pure Igbo, pure English, code-
switched Igbo-English, code-switched with other
languages); (2) product/service categories
(telecommunications, consumer goods, health products,
financial services, entertainment, others); (3) linguistic
features (proverbs, metaphors, idioms, humour, traditional
music integration); (4) advertisement duration (0-30
seconds, 31-60 seconds, 61-90 seconds, over 90 seconds);
and (5) broadcast timing (prime-time 6-9am, midday 12-
3pm, evening prime 5-8pm, off-peak periods). Two trained
coders with Igbo language fluency conducted systematic
recording and coding across the study period, with inter-
coder reliability coefficient of 0.89 achieved through
training and calibration.

5.4 Validity and Reliability

Content validity was established through expert review by
three mass communication scholars and two linguistics
experts specializing in Igbo language. Face validity
assessment confirmed coding categories' appropriateness
for research objectives. Reliability was ensured through
coder training, pilot testing with 40 advertisements, and
systematic reliability testing yielding Krippendorff's alpha
of 0.89, exceeding the 0.80 threshold for reliable content
analysis.

5.5 Method of Data Analysis

Quantitative data were analyzed using SPSS version 26,
employing descriptive statistics (frequencies, percentages,
cross-tabulations) and inferential statistics (chi-square test for
independence). Data presentation utilized tables and charts
facilitating pattern identification and relationship assessment.
Qualitative dimensions of linguistic features were documented
through thematic categorization and illustrative examples.
Statistical significance was determined at p<0.05 level.
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5.6 Ethical Considerations

The research adhered to principles of academic integrity and
ethical scholarship. All advertisements analyzed were publicly
broadcast content, requiring no consent procedures.
Attribution to advertisers and stations was maintained where
relevant while ensuring objective analysis. The study received
approval from the institutional research ethics committee.

6.0 DATA PRESENTATION AND ANALYSIS

6.1 Research Question One:

Indigenous Language Usage

Frequency and Extent of

RQ1: What is the frequency and extent of indigenous

language usage in radio jingles and advertisements across

Enugu-based stations?

Table 1: Language Usage Distribution in Radio Advertisements (N=384)

Language Category Frequency Percentage
Pure English 201 52.3%
Code-switched (Igbo-English) 121 31.5%

Pure Igbo 47 12.2%
Other language combinations 15 4.0%

Total 384 100%

Source: Field Data, 2025

Table 1 reveals that English dominated advertisement
language with 52.3% of analyzed content using exclusively
English, while pure Igbo constituted only 12.2%. Code-
switched combining Igbo and English
represented 31.5%, indicating hybrid linguistic strategies.
Combined indigenous language content (pure Igbo plus code-
switched) totaled 43.7%, demonstrating substantial but
minority usage. Statistical analysis across stations showed

advertisements

significant variation (}*=78.34,

df=8, p<0.001), with Owelle

FM broadcasting 67% indigenous language content compared

to Urban Radio's 21%.

6.2 Research Question Two:

Indigenous Language

Product Categories Using

RQ2: What types of products and services are advertised
using indigenous language content?

Table 2: Product Categories by Indigenous Language Usage (n=168)

Product Category Frequency Percentage
Telecommunications 48 28.4%
Consumer goods (food/beverages) 41 24.1%
Health products/services 31 18.2%
Financial services 18 10.6%
Entertainment/events 16 9.4%
Agricultural products 14 8.3%

Total 168 100%

Source: Field Data, 2025

Table 2 demonstrates that telecommunications (28.4%) and
consumer goods (24.1%) dominated indigenous language
advertising, followed by health products (18.2%). Financial
services and agricultural products registered lower frequencies
despite target audience appropriateness for indigenous
language communication. Chi-square analysis confirmed
significant association between product category and

indigenous language usage intensity (y>=147.82, df=4,

p<0.001), suggesting strategic selectivity rather than uniform

adoption.

6.3 Research Question Three: Linguistic Features and

Code-Switching Patterns
RQ3: What linguistic features

and code-switching patterns

are employed in indigenous language advertisements?

Table 3: Linguistic Features in Indigenous Language Advertisements (n=168)

Linguistic Feature Frequency Percentage
Proverbs 76 45.3%
Metaphors 65 38.7%
Cultural idioms 54 32.1%
Traditional music integration 48 28.6%
Humour (culturally-specific) 43 25.6%
Direct translation style 31 18.5%

Source: Field Data, 2025 (Multiple responses allowed)
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Table 3 shows extensive deployment of culturally-
embedded linguistic features. Proverbs appeared in 45.3%
of indigenous language advertisements, with examples
including "Onye ji ego nyerenwa ihe" (one who has money
will be given something) in financial advertisements, and
"Akwu li n'olu ya" (responsibility rests on its shoulders) in
telecommunications messages. Metaphors (38.7%) and
cultural idioms (32.1%) created layered meanings
resonating with cultural insiders. Traditional music
integration (28.6%) provided sonic cultural markers
enhancing memorability.

Code-switching analysis revealed that 62.8% of code-

switching (alternating complete sentences), 28.4% used
intra-sentential switching (mixing within sentences), and
8.8% featured tag-switching (English insertions into Igbo
sentences). Technical terms, product names, and
promotional details typically appeared in English, while
cultural appeals, emotional content, and community
references utilized Igbo, reflecting strategic functional
distribution.

6.4 Research Question Four: Duration and Prime-Time
Allocation

RQ4: What is the duration and prime-time allocation of
indigenous language advertisements compared to

switched advertisements employed inter-sentential English-language equivalents?
Table 4: Advertisement Duration and Timing Distribution
Characteristic Indigenous Language (n=168) English (n=201)

Average Duration

42.3 seconds

38.7 seconds

Prime-time (6-9am, 5-8pm) 34.5% 58.2%
Midday (12-3pm) 28.6% 24.4%
Off-peak 36.9% 17.4%
Source: Field Data, 2025
Table 4 reveals that indigenous language advertisements language  communication.  Significant inter-station

averaged 42.3 seconds compared to English equivalents at
38.7 seconds, suggesting slightly longer durations
potentially reflecting increased cultural contextualization
requirements. However, prime-time allocation showed
significant  disparity, with  indigenous language
advertisements receiving 34.5% prime-time slots compared
to English advertisements' 58.2%. Indigenous content
concentrated in off-peak periods (36.9% versus 17.4%),
indicating potential undervaluation despite comparable
production quality. This pattern perpetuates linguistic
hierarchies where English dominates high-value
commercial time slots.

7.0 SUMMARY, CONCLUSION AND
RECOMMENDATIONS

7.1 Summary of Findings

This study conducted systematic content analysis of
indigenous language wusage in radio jingles and
advertisements across Enugu-based stations over six
months (January-June 2025), analyzing 384 advertisements
from five major stations. Findings aligned with the four
research objectives are:

1. Frequency and Extent of Indigenous Language
Usage: Pure Igbo advertisements constituted only 12.2% of
Igbo-English
representing 31.5%, yielding combined indigenous
language content of 43.7%. English dominated with 52.3%,
demonstrating continued linguistic marginalization despite

total content, with code-switched

cultural and commercial advantages of indigenous

variation existed, with Owelle FM (exclusively indigenous
station) broadcasting 67% indigenous content compared to
Urban Radio's 21%.

2. Product Categories Using Indigenous Language:
Telecommunications (28.4%) and consumer goods (24.1%)
dominated indigenous language advertising, followed by
health products (18.2%). Financial services (10.6%) and
agricultural products (8.3%) showed lower adoption despite
target audience appropriateness. Chi-square testing
confirmed significant association between product category
and indigenous language usage (¥>=147.82, p<0.001),
indicating strategic selectivity based on perceived market
positioning requirements.

3. Linguistic Features and Code-Switching Patterns:
Indigenous language advertisements extensively deployed
culturally-embedded features including proverbs (45.3%),
metaphors (38.7%), cultural idioms (32.1%), traditional
music integration (28.6%), and culturally-specific humour
(25.6%). Code-switching analysis revealed 62.8% inter-
sentential switching, 28.4% intra-sentential switching, and
8.8% tag-switching, with functional distribution assigning
technical information to English and cultural/emotional
appeals to Igbo.

4. Duration and Prime-Time Allocation: Indigenous
language advertisements averaged 42.3 seconds compared
to English equivalents at 38.7 seconds, yet received
significantly lower prime-time allocation (34.5% versus
58.2%). Indigenous content concentrated in off-peak
periods (36.9% versus 17.4%), reflecting systematic
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undervaluation and perpetuating linguistic hierarchies
despite comparable production quality.

7.2 Conclusion

Indigenous language usage in Enugu radio advertising
remains substantially underutilized despite demonstrated
effectiveness, cultural significance, and commercial
advantages. The dominance of English (52.3%) over pure
Igbo (12.2%) reflects persistent colonial linguistic
hierarchies and advertiser perceptions prioritizing
perceived sophistication over cultural resonance and
comprehension advantages. However, the 43.7% combined
indigenous language content (including code-switched
advertisements) demonstrates emerging recognition of
vernacular communication value.

The strategic linguistic features employed—proverbs,
metaphors, cultural idioms, traditional music—confirm that
effective indigenous language advertising transcends literal
translation, requiring cultural competence and creative
integration of indigenous epistemologies. Product category
variations suggest commercial considerations drive
language choices, with mass-market products embracing
indigenous languages while premium positioning maintains
English exclusivity, potentially constraining indigenous
language advertising expansion.

The prime-time allocation disparity represents systemic
discrimination requiring regulatory intervention, as market
forces alone perpetuate undervaluation. Without deliberate
policy frameworks mandating equitable indigenous
language content distribution across premium time slots,
current trajectories suggest continued marginalization
despite growing cultural consciousness and documented
commercial effectiveness.

This research provides empirical baseline documenting
current indigenous language advertising practices in Enugu,
establishing foundation for longitudinal comparison, cross-
regional studies, and policy development. The
demonstrated linguistic creativity, cultural integration, and
code-switching sophistication confirm that indigenous
viable,

language  advertising valuable

commercial communication strategy deserving expanded

represents

adoption and institutional support.
7.3 Recommendations

Based on findings aligned with the four research objectives,
the study advances the following recommendations:

1. To increase frequency and extent of indigenous
language usage (Objective 1): The National Broadcasting
Commission should mandate minimum indigenous
language content quotas for commercial advertisements,
requiring that 40% of total advertising content utilize
indigenous languages with at least 20% during prime-time

slots. Enforcement mechanisms including license renewal
requirements and graduated penalties for non-compliance
should accompany quotas. Radio stations should develop
indigenous language advertising packages offering
competitive pricing incentivizing advertiser adoption,
while broadcasting industry associations should launch
awareness campaigns documenting indigenous language
advertising's commercial effectiveness.

2. To diversify product categories using indigenous
language (Objective 2): Advertiser education programs
should demonstrate indigenous language advertising's
effectiveness across product categories, dispelling myths
that premium products require English exclusivity. Industry
workshops featuring case studies of successful indigenous
language campaigns for financial services, technology
products, and luxury goods should target marketing
professionals. Tax incentives providing 150% deductibility
for indigenous language advertising expenditures would
incentivize experimentation across product categories,
while advertising agencies should develop indigenous
language departments  ensuring cultural
competence and linguistic sophistication.

creative

3. To enhance linguistic features and code-switching
effectiveness (Objective 3): Universities should establish
standardized Igbo advertising lexicons providing technical
vocabulary and terminology  supporting
sophisticated indigenous language advertising production.
Collaboration between linguists, communication scholars,
and advertising practitioners should develop best practices
guides for culturally-appropriate code-switching, figurative

creative

language usage, and persuasive strategy integration.
Broadcasting organizations should host indigenous
language advertising awards
excellence and

recognizing  creative
quality  production.

should train

incentivizing
development  programs
copywriters, producers, and creative directors in indigenous

Professional

language  advertising  principles and  cultural

communication strategies.

4. To achieve equitable duration and prime-time
allocation (Objective 4): Regulatory frameworks should
prohibit discriminatory pricing or scheduling practices
disadvantaging indigenous language advertising, requiring
transparent rate cards and equal access to prime-time
inventory. The NBC should monitor compliance through
periodic audits documenting prime-time indigenous
language content allocation, with enforcement actions for
persistent violations. Advertisers should recognize that
prime-time indigenous language placement generates
superior engagement among target demographics,
justifying premium investment. Research institutes should
conduct longitudinal effectiveness studies documenting
indigenous language advertising's return on investment
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across time slots, providing empirical justification for
equitable allocation.

7.4 Limitations of the Study

The six-month study period may not capture seasonal
variations in advertising content or long-term trends.
Geographic focus on Enugu Metropolis limits
generalizability to other Nigerian regions or indigenous
languages. Exclusive focus on radio excludes television,
print, and digital advertising channels where indigenous
language usage patterns may differ. Future research should
expand temporal scope, geographic coverage, media
channel diversity, and comparative analysis across Nigerian
indigenous languages.

7.5 Suggestions for Further Research

1. Comparative content analysis of indigenous
language advertising across Nigerian regions
examining Hausa, Yoruba, and Igbo usage patterns

2. Experimental studies assessing indigenous
language versus English advertising effectiveness
for specific product categories through controlled

exposure and recall testing

3. Audience reception studies investigating listener
perceptions, preferences, and behavioral responses
to indigenous language radio advertisements

4. Longitudinal research tracking
language advertising trends across five-year

indigenous

periods documenting evolution and policy
intervention impacts

5. Economic analysis examining indigenous
language advertising's commercial returns

compared to English equivalents across industries
and demographics
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