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Abstract 
This study of ethics and professionalism in the content of Radio Phoenix and 
ZNBC Radio 4 was inspired by, among other things, occasional public con-
troversies in Zambia over the content of advertising. It sought to examine the 
advertisements gathered over a period of one week after being aired during 
prime-time: before, during, and after the “Shopping basket” programme for 
radio Phoenix, and the 18:00 hrs. News summary for ZNBC Radio 4, to de-
termine extent to which unethical and unprofessional advertising occurred. 
The sample is from 2012. The main research question was: To what extent 
does unethical and, or unprofessional advertising feature in radio broadcast 
advertising in the two stations? The alternative hypothesis being tested was: 
There was more unethical content in the private station than in the qua-
si-government/public radio station. To effectively deal with the question and 
hypothesis, some sub-hypotheses were also tested to help arrive at a conclu-
sion. The study found that, with respect to “ethical” and “unethical” conduct, 
there was a mixture of both, as well as incidence of both “professional” and 
“unprofessional” outputs. 
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1. Introduction 

The 1989-1990s winds of change which swept across Europe and the rest of the 
world, also affected Zambia politically, socially, and economically. The country 
which had once been a British protectorate named Northern Rhodesia, gained 
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independence in 1964, before it became socialist in January 1970, after the Mu-
lungushi Economic Reforms, which resulted in 51 percent stake of biggest com-
panies being taken over by the state. With the winds of change mentioned ear-
lier, the politically and economically monolithic socialist Second Republic gave 
way to capitalist democracy, especially after protests in 1989 and 1990 over food 
shortages and other economic hardships. In 1990, Kenneth Kaunda’s govern-
ment agreed to political reforms and allowed the return of multi-party politics to 
the country. With the return of democracy, also came economic choice and eco-
nomic competition in the market place. The economic sphere once again came 
to be characterized by struggles of philosophies and practices in advertising which 
have led to the growth of self-regulation Advertising Practitioners Associations 
(APAs) elsewhere, even if Zambia had yet to create an APA at the time of writing. 

Zambians often complain about poor advertising practices, and this for exam-
ple, led to some protests in the 2001 over condom adverts that were deemed too 
explicit, and had to be pulled off the airwaves (The Humanitarian, 2001). In the 
same vein, some people have asked to have some form of advertising ethics body 
to enhance Professionalism (Genderlinks, 2011; Times of Zambia, 1999). Fur-
thermore, there hasn’t been a content analysis study of radio advertising ethics 
and professionalism in the country, and hence this study should help fill a gap in 
the existing knowledge, attitudes and practices of advertising.  

2. The Case for a Study of Advertising Professionalism and  
Ethics 

As indicated in the statement of the problem above, this study is expected to 
help provide data and ideas to solve problems in a situation where people in 
Zambia often complain about poor advertising practices, and some have asked 
to have some form of ethics body to enhance Professionalism (ibid.). A review of 
content analysis literature from other countries reveals similar concerns and 
worries (Nathanson-Moog, 1984; National Institute of Alcohol Abuse and Al-
coholism, 2006; Finn & Strickland, 1982). Among others, observations were 
made of unethical Advertising, e.g. airing of false adverts, and other unprofes-
sional tendencies. The authors wrote that, in the USA, in order to sell, numerous 
advertisements emphasize unrelated socio-psychological themes, and 70 percent 
of the sampled adverts associated consumption of alcohol with “camaraderie” 
(Finn & Strickland, 1982), while Atkin & Block (1981) found “the most common 
appeals in TV and magazine alcohol ads to be Social camaraderie, escape, rom-
ance, and elegance. 

Nuendorf K. A. (1985) also quoted Atkin & Block, 1981 who found that res-
pondents who had been heavily exposed to alcohol advertisements perceived the 
typical drinker as more fun loving, happier and better looking. He further 
cited a 1985 survey of his own with 100 adolescent respondents in the Cultiva-
tion theory tradition which showed that heavier TV viewers were significantly 
more likely to think “all people who drink are happy” and that “you have to 
drink to have fun at a sporting event.” Furnham Adrian and Saar Alexandra 
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March undertook a content analysis study of Gender-role Stereotyping in Adult 
and Children’s Television Advertisements 2005. The study showed a slight de-
cline in stereotyping in Britain, and slightly more stereotyping in Poland than in 
Britain (Furnham Adrian & Saar Alexandra, March 2005).  

3. Gender Stereotyping in Adverts as Evidence of  
Unprofessionalism 

One glaring unethical and unprofessional conduct area is gender inequity. Con-
trary to suggested standards in professional Advertising Codes of Ethics, there is 
a tendency for male characters to be disproportionately represented as powerful, 
and the majority of females as weak, subservient, and merely ornamental (Gen-
derlinks, 2011). Studies from Hong Kong and Indonesian Television showed 
that women in advertisements received advice and deferred to the more power-
ful male figure (Furnham Adrian, Mak Twiggy, & Tanidjojo Liza, 2000). Fur-
thermore, Furnham & Spencer-Bowdage (2002), found that, in Britain and 
South Africa, 56.8 percent of females didn’t present an argument in adverts, 
compared to 22.4 percent males. Such occurrences from around the world help 
buttress the argument that the matter of professionalism and ethics in advertis-
ing deserves attention from media scholars.  

4. Advertising Ethics 

Deontological Ethics hail from the word “Deon”, from Greek for “duty”, and 
“logos” or “science”, because these are based upon something being moral be-
cause it is the “right” action, rather than depending on an assessment of conse-
quences of an action (Encyclopaedia Britannica, 2020). In Deontological ethics, 
there are rules, or ethical standards, to follow, and one is expected to always ab-
ide by these if they are ethical. Consequently, the advertiser is expected to follow 
absolute standards, or norms, e.g. of truthfulness, fairness, and avoid cheating. 
To use another example, the practitioner is not expected to abuse, or take advan-
tage of children, no matter what the circumstances. Deontologists have had con-
siderable impact on ethics codes which almost invariably include exhortations to 
obey such standards in their practice. Their “dos” and “don’ts” provide pillars for 
such codes, even though they may not be helpful for situations where practition-
ers face moral dilemmas where, for example, truth-telling may harm someone. 

A second major perspective is called teleological ethics. The term “teleologi-
cal” is from Greek “Telos” meaning “consequence”, “goal”, or “end” (Encyclo-
paedia Britannica, 2020). Teleological or consequentialist ethics are also called 
utilitarian ethics. In this thinking, advertisers act for the best “ends”, or “maxi-
mum good” for the most people, even if there may be, for example, an element 
of untruth in an advertisement. They suggest that the more good resulting from 
an act, the better it is, as summarized in the slogan “the greatest happiness for 
the greatest number” (Stanford Encyclopedia, 2020). This perspective, based on 
utilitarianism, supports “self-adjustment over strict, absolute restriction” (Kim, 
J. & Kim, C., 2017), and it is permissible for some untruth as long as the ends of 
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“the greatest number of people” as are being served. Such thinking could have 
the positive consequence of dis-inhibiting and freeing up the creative energies of 
advertisers, but it could also, in some circumstances, lead to excesses by some 
care-free practitioners, especially where there are no ethics advertising associa-
tions or complaints boards. Besides, something helping, or acceptable to a ma-
jority, may also cause harm to minorities. It is also possible that some offending 
ads are actually made by people who think they are serving a majority but end 
up misreading the situation.  

Milton Friedman’s ethics is an extreme form of teleological business ethics. 
The theory posits that a business firm’s primary responsibility is to its share-
holders, and this was captured in Freidman’s 1970 explicitly titled New York 
Times Magazine article, “The Social Responsibility of Business Is to Increase Its 
Profits” (Freidman, 1970). This hard-nosed approach to ethics, now called the 
“Friedman Doctrine” places a premium on rights of the owners of business and 
calls this “social responsibility.” The advertiser following this approach with its 
narrower definition of “Social responsibility” is less caring for sensibilities, or 
needs of the larger society. He/she ends up hard to distinguish from the one la-
beled as “unethical” by those operating from absolutist ethics persuasions, or 
even by those seeking “the greatest good, for the greatest number.”  

5. Advertising Ethics at the Firm 

For practice, the situation is profoundly more complex. Indeed, Nordenstreng 
warned that codes of ethics may be seen as “mere window-dressing or camouf-
lage, or at best manifestations of hypocrisy” (Nordenstreng, K., 1999) in situa-
tions where commercialism prevents the true application of the codes. Reilly, P. 
(2013) also expressed a similar view in a 2013 master’s degree thesis when he 
wrote that some people argue that, in the sometimes rough and tumble world of 
competitive advertising, it is impossible to have morality (ibid.). Furthermore, 
the opinion of people regarding advertisers in countries such as the USA, is low, 
and this does not help the case for their claim to be professional or ethical in 
their work. In 2010, and 2019 Gallup polls on honesty and ethics in the USA, 
advertising practitioners came in third from last among professions in public 
perception of honesty and ethics, just ahead of lobbyists and car salespeople” 
(Gallup Poll, 2019; Gallup Poll, 2010; Reilly, 2013). A 1981 Newsweek poll which 
asked respondents to rate the honesty and ethical standards of professions found 
advertising executives to be the least trusted among the professions, just below 
congressmen (Schudson, M., 1984) in that country. This is partly due to what 
people believe to widespread incidence of unethical behavior as advertisers do 
their work (ibid.). By contrast, Nurses and Doctors, for example, scored very 
high ratings (ibid.). This is brought up here to help contextualize the study on 
broadcast media ethics and professionalism. Besides, some of the advertisers in 
Zambia are from transnational companies with roots in the west. Despite the 
Gallup studies having focused on advertisers, and not the radio stations them-
selves, the matter is pertinent because broadcast media are the paid conduits, or 
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carriers of the content from the advertisers who originate it. If they accept and 
air it, it becomes their responsibility as well.  

Advertising philosophy may differ from person to person, or from organiza-
tion to organization, particularly in countries without good educational oppor-
tunities for advertisers. Even in developed countries, the matter of advertising 
philosophy is not straightforward, as a study of Ethics and values in advertising: 
two case studies, by Krueger (1998: pp. 53-65) showed.  

In the 1998 study, evidence of values underlying advertising work were sought, 
not from the content but from US advertising agencies themselves (ibid.). Krueger 
conducted in-depth interviews with approximately 35 professionals from two 
advertising agencies located in one large city from whom he sought to find out 
the philosophies and values guiding the work of their agencies (ibid.) He found 
two basic value systems operating at the level of the advertising agency; one deon-
tological, and strongly molded after the Christian tradition and encouraged by 
the agency president. The other was a more secular, teleological liberal approach 
to ethics and values (ibid.). The former agency had advertising that was more 
humane, but also suffered the impact of more limited business opportunities 
(ibid.). The latter was more aggressive, less humane, but also saw more leeway 
for business opportunities (ibid.). There was an interesting trade-off here between 
religious, conservative, advertising philosophy and cultural paradigm with rela-
tively less profits on the one hand, and, on the other, a liberal and aggressive ap-
proach with less fetters, and relatively higher yields, profit-wise.  

Evidently, stated another way, there were two philosophies of operation at 
work among owners and workers in the advertising agencies. First, the Secular 
Liberal-Individualist which might argue that professional advertising judgments 
must be separated from the moral and that individual creative personnel in a 
firm be given a chance to satisfy themselves as to whether to produce an advert 
or not (ibid.). This group also generally believe that consumers in the market 
were the best safeguards against bad advertising—not the advertising agency ga-
tekeepers (ibid.).  

Second, there were those subscribing to moral philosophy in which owners be-
lieved their advertising work to be consistent with a moral vision of the world 
(ibid.). Such philosophy translated into practice in which the owners/practitioners 
eschewed advertisements portraying what they saw as negative traits: aggression, 
sexist portrayals of women or men, harmful products such as tobacco or alcohol, 
as well as marginally or questionably beneficial products. In short, such owners 
sought to advertise in ways that promote positive social values. 

Additional justification for standards or ethics obtains in the demands of Pub-
lic Interest theory which posits that where we have common property resources 
such as the airwaves, it is helpful to keep in mind the public interest, and holds 
that markets are fragile and apt to operate inefficiently and inequitably if left 
alone, and that government is a neutral arbiter (Pigou, 1932). It posits that regu-
lation (self, government or mixed types one might add—with a preference for 
self-regulation) is brought about in response to demand by the public and that 
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regulation bodies operate on behalf of society and for prevention of excesses by 
certain vested interests (ibid.; Posner, 1974).  

The first time a discussion of codes of ethics arose in business related profes-
sions was 1900 to 1917 when advertising practitioners in the USA’s Midwest 
formed the first Associated Advertising Associations which they called Asso-
ciated advertising Clubs of America (UK Essays in Marketing, 2018). In Kenya, 
the first milestone came in 1986 with the birth of Association of Advertising 
Practitioners (APA). In South Africa, the Advertising Standards Association 
(ASA) was established in 1968, before changing its name to the Advertising 
Standards Authority of South Africa (ASASA) and there is also the Advertising 
and Communications Practitioners Association (ACA). Nigeria now has Adver-
tising Practitioners Council of Nigeria (APCON) set up under the Advertising 
Practitioners Act No. 55 of 1988, as amended by Act No. 93 of 1992 and Act No. 
116 of 1993 (now Advertising Practitioners Registration Act Cap A7 of 2004 
(APCON, 1988-2019); while the country also has the Nigerian Communications 
Commission assisting in oversight for advertising (Nigerian Communications 
Commission, 2020). It is a criminal offense for anyone to practice without regis-
tration with the council, and registration requires one to have a degree or dip-
loma in advertising, mass communication, or other relevant field (ibid.). How-
ever, an examination is available for people without the requisite qualifications 
who still wish to practice (ibid.).  

6. Professionalism 

Wright, N (2002) articulated the following six pillars of professionalism:  
1) Advanced studies in professional field; 2) Active membership of indepen-

dent body committed to best practices in the field; 3) Active commitment to 
representing, upholding standards of the profession; 4) Active commitment to the 
development of knowledge, capability and good practice within field; 5) Active 
commitment to working under supervision with openness, integrity and trans-
parency; and, 6) Active commitment to on-going learning and development. 

Bowers Toni (2008) suggested there are three Pillars of Professionalism, 
namely: 1) Alignment (fit or supportive relations among the goals, processes, 
and other various key components), 2) Delivery (of output by the profes-
sional), and 3) Ethics (having good ideas about what is desirable, or what is 
right so that the organization has a moral campus). APM (2020) Suggested 
the following five dimensions of Professionalism: 1) Breadth of knowledge needed 
to competently perform a job—reflected in high standards or norms in the pro-
fession, 2) Depth, 3) Achievement, 4) Commitment to work and professional 
development through reading, etc., and 5) Accountability. Out of all these, only 
standards (ethics) are directly manifested or evidenced through the content un-
der study—and hence the decision to look at evidence of poor, or bad adverts 
and to test whether its incidence is significant or not. There are a number of ad-
vertising codes of ethics Zambia can draw from, once she has an APA.  
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Professional conduct demands ethical behaviour of a predictable standard. It 
is this dimension of professionalism that the researchers chose to use in the 
study. From codes of advertising ethics from international and regional sources, 
e.g. Advertising Standards Bureau of South Africa, Kenya’s Advertising Practi-
tioners Association, and the International Marketing and Advertising Code, the 
researchers settled for a number of indicators of ethics, and professionalism, and 
these were used in the study of the two Zambian radio stations. These are:  

1) Difficulty in substantiating claims made in adverts  
2) False advertising  
3) Gender balance in creative personnel used in adverts  
4) Gender-sensitivity in theme and stereotype portrayal 
5) Use of disclaimers in Adverts 
6) Gender balance in advertisement “Voice of authority” 
7) Use of wrong illustrations  
8) Explicit reference to sex 

7. Research Design & Research Methods  

A mix of analytical and exploratory/descriptive research design was used in the 
study.  

Method-wise, a quantitative content analysis after monitoring 136 radio ad-
vertisements was used to examine the professionalism and ethical dimensions of 
the advertisements aired by the broadcast stations of concern. The manifest ra-
ther than latent content was the subject of concern so as to be as objective as 
possible, and also to avoid unnecessary controversy sometimes arising from the 
uncertainties in interpreting latent-content. The Chi-square Test of Indepen-
dence and Chi-square Goodness of fit tests of significance was used in the ana-
lytical part.  

8. Sampling Techniques for the Radio Advertisements  

All the adverts aired over a period of one week were used. Radio Phoenix and 
ZNBC Radio 4 in Lusaka were purposively chosen for the sample, out of 142 
radio stations in Zambia. 

This is because Lusaka has the greatest density of radio stations in the country, 
and the chosen two have national or near nation-wide reach. Lusaka is also the 
most affluent and largest advertising market (see Table 1). The broadcast indus-
try is briefly as indicted in Table 2. 

ZNBC had the greatest reach of any broadcast station in Zambia and was the 
only truly national broadcaster in this sense (see Table 3). For instance, in 2012, 
ZNBC Radio 4 had about 2.5 million listeners in 2015.  

Radio Phoenix has been placed as the radio station with the second-widest 
coverage, reaching a radius in excess of 643 km, with a total listenership stood at 
75 percent of the total population (Best of Zambia, 2020) which should be over 
13.4 million people with Zambia’s estimated 17,885,422 in 2020 (Zambia Statis-
tics Agency, 2020). 
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Table 1. Zambia’s major advertising markets (2010 & 2020). 

 POPULATION IN 2010 POPULATION IN 2020 2020 Projected B/down by Sex 

Zambia 13,092,666 17,885,422 
8,852,174 (M) 

9,033,248 (F) 

Lusaka 1,327,000 2,731,696 
1,343,733 (M) 

1,387,963 (F) 

Kitwe 506,045 762,950 
378,855 (M) 

384,095 (F) 

Ndola 443,346 585,974 
289,945 (M) 

296,029 (F) 

Livingstone 133,881 190,419 
94,402 (M) 

96,017 (F) 

Source: CSO (2010 Census of Population and Housing, Volume 11). F = Female; M = Male. 

 
Table 2. Zambia’s broadcast stations & other telecommunications. 

Radio 142 

TV stations 45 

Microwave Communication  
towers to improve access in rural areas 

776 

Internet penetration 
9.9 million = 52 percent (compared  
to 35.9 percent continental average) 

Source: President’s speech in parliament 6th March, 2020. 

 
Table 3. Broadcast time & peak slots for ZNBC radio & TV. 

Channel Broadcast Hours Peak Time Slots Coverage 

ZNBC Radio 1 

ZNBC Radio 2 

ZNBC Radio 4 

ZNBC TV1 

ZNBC TV2 

ZNBC TV3 

24 Hours 

24 Hours 

24 hours 

24 Hours 

24 Hours 

24 hours 

06.00-09.00, 12-13, 18-21.30 

06.00-08.00, 12.30-13.30, 19.30 

06.00-13.30, 17.30 

18.00-22.00 

12.00-22.00 

17.30-24.00 

Whole Zambia 

Whole Zambia 

Line of Rail 

National 

National 

National 

Source: ZNBC 2020. 

 
Radio Phoenix is widely listened to because of its prized “Let the People Talk” 

programme, comparative current affairs, and “presenter’s maturity” (Lusaka 
Voice, 2013). 

Each radio advertisement aired at the times of study during the approximately 
one week period of April 20-1st May 2012 was recorded for subsequent analysis. 
The choice of month of April was purposive, and connected to the fact that by 
then, the researchers would be ready to undertake the study. Further, the re-
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searchers did not see any problem since there are no indications that the matters 
of concern in the study problem followed a cyclical pattern, which could be af-
fected by the choice of the study period.  

As shown in Table 4 below, ZNBC Radio 4 and Radio Phoenix each had 68 
apiece. 

Research question 
• To what extent does unethical and, or unprofessional advertising feature in 

radio broadcast advertising in the two stations?  
Hypotheses 

• H1: There was more false advertising content in the private station than in the 
quasi-government/public radio stations. 

To arrive at a reasonable conclusion, it was thought necessary to test the above 
hypothesis, as well as other hypotheses on the following specific ethical and pro-
fessional indicators of ethical conduct or professionalism: 
• Difficulty in substantiating claims made in adverts 
• The presence of false advertising 
• Use of disclaimers in Adverts 
• Use of wrong illustrations  
• Gender balance in characters 
• Gender-sensitivity in theme and stereotype portrayal 
• Gender balance in advert “Voice of authority” 
• Explicit reference to sex 

9. Data Analysis and Findings  

The highest number of adverts was based on the “Construction industry” 18 
(13.2 percent), followed by the “Hospitality industry and entertainment 15 (11 
percent), see Table 5 below. In third place were “Public Service Announce-
ments/Public Service Advert” 11 (8.1 percent). In lowest position were “Antiseptics, 
germicides, insecticides and disinfectants,” “Cosmetics and make-up”, “Finan-
cial services”, “Transport and energy”, “Internet and cellular telephony service 
providers”, “Auction sales”, “Phone accessories general advertisements”, “En-
tertainment”, and “manufacturing and supplies” each with 1 (0.7 percent). 
 
Table 4. Sample size. 

Station Numbers in the Sample 
ZNBC Radio 4 68 
Radio Phoenix 68 

Total= 136 

 

Table 5. Top 3 Economic sectors represented in the radio adverts. 

Economic sector Frequency Percent 
Construction industry 18 13.2 percent 

Hospitality industry and entertainment 15 11 percent 
Public Service Announcements/Public Service Advert 11 8.1 percent 
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As alluded to earlier, it has been suggested by observers that the pressure for 
profits makes it hard for advertising and other media to be ethical in their work 
(Krueger, 1998; Nordenstreng 1999; McQuail, 2010; Reilly, 2013) and this is 
compounded by beliefs by some in Teleological Ethics stressing on the ends jus-
tifying the means, and Freidman Ethics theory suggesting that loyalty of staff in 
a business is primarily to share holders, and not to e.g. the public or demands of 
professionalism , as Public Interest theory might suggest. This theoretical back-
ground led to the hypotheses on the selected dimensions being tested with the 
data obtained from this study. 

Dimension: Type of Ownership and False advertising  
H1: There is significantly more false advertising from Lusaka Private radio 

than you get from Quasi-government/radio. 
A chi-square test of independence was performed to examine the relation be-

tween Radio type (by ownership), and the incidence of false advertising. The re-
lationship between these variables was not significant, χ2(1, N = 136) = 1.007, p < 
0.05 (see Table 6 and Table 7 below). The numbers of false advertising from 
each were almost the same (1.5 percent for the ZNBC Radio 4—a qua-
si-government/public station, and zero for the private Radio Phoenix—a pri-
vate station. This shows that ownership type, and in particular, the often heard 
of pressures to make profit in private media and advertising (Krueger, 1998; 
Nordenstreng, K., 1999; McQuail, 2010; Reilly, 2013) apparently didn’t affect the 
ethics of the private station as expected. Expressed in another way, perhaps pro-
fessional advertising in Zambia has not been deeply affected by the extremity of 
Freidman Ethics, and advertisers still pay attention to concerns of other interest 
groups, and not just shareholders. In fact, the only incidence of false advertising 
was from ZNBC Radio 4 which was quasi-government/public. 

Dimension: substantiation of claims made  
H2: A significant number of Lusaka radio adverts present difficulty in substan-

tiating claims made.  
A chi-square test of goodness of fit was performed to examine whether the 

number of adverts presenting difficulty in substantiating was the same as those 
which do not. The results was significant, but in a reverse sense—the percentage 
of adverts which presented difficulty in substantiating claims was negligible at 
7/136 (5.1 percent…), compared to 129/136 (94.9 per cent) which did not (see 
Table 8 below). This shows good ethical and professional conduct on this di-
mension. Furthermore, with respect to substantiation of claims, there was no 
significant difference in performance based upon ownership type, and ZNBC 
Radio 4 only had 4/68 (5.9 percent) of its adverts presenting potential difficulty 
in substantiating claims made, while the corresponding figures for Radio Phoe-
nix was a low 3/68 (4.4 percent). 

Dimension: False advertising  
H3: There is a significant number of false adverts aired by Lusaka radio sta-

tions. 
A chi-square test of goodness-of-fit was performed to determine whether the 
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number of false adverts was equally balanced that which was not. The numbers 
were not equally balanced, hence the results were significant (there was only 
once incident of false advertising out of 135), χ2(1, N = 136) = 132.029, p > 0.001 
(see Table 9 below). The proportion of false advertising was 1/136 at 0.74 per-
cent compared to 135/136 or 99.3 percent which was not false, a result suggest-
ing good ethical and professional output. Furthermore there was no significant 
difference in performance based upon ownership type, and there was only one 
false advert from ZNBC Radio 4 (1.5 percent of the station’s sample, and none 
from Radio Phoenix). 

 
Table 6. Medium * are there elements of false advertising? Crosstabulation. 

   
Are there elements of false 

advertising? Total 

   Yes No 

Medium 

ZNBC Radio 4 

Count 1 67 68 

Expected Count 0.5 67.5 68.0 

% within Medium 1.5% 98.5% 100.0% 

Radio Phoenix 

Count 0 68 68 

Expected Count 0.5 67.5 68.0 

% within Medium 0.0% 100.0% 100.0% 

Total 

Count 1 135 136 

Expected Count 1.0 135.0 136.0 

% within Medium 0.7% 99.3% 100.0% 

 
Table 7. Chi-square tests. 

 Value df 
Asymp. Sig. 

(2-sided) 
Exact Sig. 
(2-sided) 

Exact Sig. 
(1-sided) 

Pearson Chi-Square 1.007a 1 0.316   

Continuity Correctionb 0.000 1 1.000   

 
Table 8. Is there potential difficulty for substantiating claims made? 

 Observed N Expected N Residual 

Yes 7 (5.1%) 68.0 −61.0 

No 129 (94.9%) 68.0 61.0 

Total 136 (100%)   

 
Table 9. Are there elements of false advertising? 

 Observed N Expected N Residual 

Yes 1 (0.74%) 68.0 −67.0 

No 135 (99.3%) 68.0 67.0 

Total 136 (100%)   
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Dimension: Use of disclaimers  
H4: There is inadequate use of disclaimers by adverts aired on Lusaka Radio 

stations, 

χ2(1, N = 136) = 132.029, p < 0.001. 

A chi-square test of goodness-of-fit was performed to determine whether the 
numbers of use of disclaimers in advertising, and none-use were equally ba-
lanced. The presence of such data was not equally balanced, hence the results 
were significant, χ2(1, N = 136) = 132.029, p < 0.001 (there was only once inci-
dent of use of disclaimers (0.7 per cent) out of 136. 99.3 percent of the radio ad-
verts did not have disclaimers (see Table 10 below). Caution must be exercised 
in interpretation here because the reason some cases were shown to be without 
disclaimers may be due to the possibility that the nature of products and services 
adverted did not need any disclaimers. Again, there was no significant difference 
in performance based upon ownership type. 

Dimension: Use of wrong illustrations  
H5: There is a significant number of wrong illustrations in adverts aired by 

Lusaka radio stations. 
A chi-square test of goodness-of-fit was performed to determine whether the 

use and non-use of wrong illustrations in radio advertising was equally distri-
buted. The data was not equally balanced, so the result was significant, χ2(1, N = 
136) = 128.118, p < 0.001 Most of the time (134/136 or 98.5 per cent) (see Table 
11 below), correct illustrations were used, suggesting a significance in favour of 
good ethical and professional conduct. In terms performance vis-a-vis owner-
ship type, there was no significant difference with respect to wrong illustrations. 
Only 2/68 (2.9 percent) of ZNBC Radio 4 adverts sampled) used wrong illustra-
tions, while none of the privately owned Radio Phoenix adverts had wrong illu-
strations.  

Dimension: Gender balance in characters  
H6: Zambian advertisers on radio use significantly more men than women, in 

their adverts.  
A chi-square test of goodness-of-fit was performed to determine whether the 

use of men in radio advertising, equaled that of women. The data was not equal-
ly balanced, so the result was significant, χ2(2, N = 136) = 125.838, p < 0.001. A 
preponderance of men (107/136 or 78.6 percent) were used, compared to 15/136 
or 11 percent women, and 14/136 or 10.3 percent cases when both men and 
women were used (see Table 12 below). This result suggests unethical conduct 
and a lack of professionalism. This shows a lack of professionalism on this di-
mension of the study. However there was no significant difference between the 
number of male and female characters vs. type of ownership/type of station. 
Both types of station performed poorly. 

Dimension: Gender sensitivity in theme and portrayal 
H7: Radio adverts are not Gender-sensitive in theme and portrayal. 
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A chi-square test of goodness-of-fit was performed to determine whether Ra-
dio adverts were Gender-sensitive in theme and portrayal. It was found that the 
data was not equally balanced, the result was significant, χ2(1, N = 136) = 64.971, 
p < 0.001 Most of the adverts (115/136 or 84.6 percent) were not gender-sensitive, 
compared to 21/136 or 15.4 percent which were (see Table 13 below). This shows 
a lack of professionalism on this gender dimension of the study. However there 
was no significant difference between the number of male and female voices of 
authority based on type of ownership/type of station. In other words both sta-
tions performed poorly on this particular gender dimension. 

Dimension: Voice of authority 
H8: A significant number of Radio adverts have significantly more male voice 

of authority figure. 
A chi-square test of goodness-of-fit was performed to determine whether The 

number of adverts which have a male voice of authority was equally balanced with 
that which had females in that role. It was found that the data was not equally 
balanced, the result was significant, χ2(3, N = 136) = 281.118, p < 0.001. The re-
search revealed that there was also a preponderance of males featuring as “voice 
of authority” to conclude adverts (118/136 or 86.8 percent), compared to a pal-
try16 or 11.8 percent for females, as indicated earlier (see Table 14 below). One 
advert (0.7%) had both male and female voices of authority, and another (0.7%) 
had no “voice of authority.” The preponderance of males on this score a lack of 
ethics and professionalism. However there was no significant difference between 
the number of male and female voices of authority based on type of owner-
ship/type of station. 

 
Table 10. Is there use of disclaimers? 

 Observed N Expected N Residual 

Yes 1 (0.7) 68.0 −67.0 

No 135 (99.3%) 68.0 67.0 

Total 136   

 
Table 11. Is there use of wrong illustrations? 

 Observed N Expected N Residual 

Yes 2 (1.4%) 68.0 −66.0 

No 134 (98.5%) 68.0 66.0 

Total 136 (100%)   

 
Table 12. Gender of characters in the adverts. 

 Observed N Expected N Residual 

Male 107 (78.7%) 45.3 61.7 

Female 15 (11.0%) 45.3 −30.3 

Both male & female 14 (10.3%) 45.3 −31.3 

Total 136 (100%)   
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Table 13. Is the theme/portrayal gender-sensitive? 

 Observed N Expected N Residual 

Yes 21 (15.4%) 68.0 −47.0 

No 115 (84.6%) 68.0 47.0 

Total 136   

 
Table 14. Voice of authority. 

 Observed N Expected N Residual 

Female 16 (11.8%) 34.0 −18.0 

Male 118 (86.8%) 34.0 84.0 

Both male & female 1 (0.7%) 34.0 −33.0 

Nil 1 (0.7%) 34.0 −33.0 

Total 136   

 
Dimension: Explicit portrayal of sex 
H9: A significant number of Radio adverts make explicit reference to sex. 
All the Radio adverts avoided explicit reference to sex. This result was also in 

favour of ethical conduct and professionalism on the part of the stations studied, 
but that may not be representative of all situations. Indeed, the controversial ex-
plicit condom adverts referred to in the statement of the problem is a reminder 
of that.  

10. Conclusion 

The research study into ethics and professionalism in the two radio stations 
shows interesting results. The alternate hypothesis that there was more false ad-
vertising in private radio than in quasi-government/public radio was rejected. In 
fact, there was only one false advert from one of the stations. Other strengths in-
cluded significantly low use of wrong illustrations, or those presenting difficulty 
in substantiating adverts, as well as the absence of explicit reference to sex. How-
ever, hypotheses on the gender indicators in the advertising content on the radio 
stations showed that the radio content failed to meet the required ethical and 
professional standards. The radio adverts showed a disproportionate tendency 
towards domination by males. One useful recommendation to remedy the wrongs, 
is that Zambia should go ahead and implement the long-postponed idea to estab-
lish a self-regulating professional body such as an Advertising Practitioners As-
sociation, or similar body, complete with codes of ethics to guide members, and 
a complaints body to handle grievances. 
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