ASSESSMENT OF AUDIENCE AWARENESS, ACCESSIBILITY AND PATRONAGE OF ONLINE NEWS

ABSTRACT

The aim of this study is to examine students’ awareness, accessibility and patronage of online news. Reading from online newspaper is on the increase as technology is more advanced to the extent that students can access news online using their personal computer, Smartphone, GPRS mobile phone, tablet computer, iPad and others. Survey research method was adopted coupled with 150 copies of questionnaire were administered to the respondents that were selected. Frequency and percentage method of data analysis was used to analyze data. Findings show that soon there will be less printed newspapers in circulation as more readers now prefer online news to print copy. It is also evident that larger percentage of the respondents visit online for news regularly. The research recommends that print media should be more diversify and integrate new media into their operations in this era of media convergence while mass communication, journalism and media disciplines should make digital journalism part of its curriculum

CHAPTER ONE

NTRODUCTION

1.1 Background of the study

The Internet continues to evolve into a major news source. The internet which is the worldwide system of interconnected computers makes use of telecommunication resources. It is defined by Aina (2003), Hanson (2005) as a network made up of large number of computers throughout the whole world. The computers in the network communicate and share data with one another. The internet with all its capabilities have changed the way we live, learn and work. It permits us to communicate more with people around the world, regardless of location and distance, thus making it a global village. Anyone who has followed the Internet industry over the last decade might have seen an amazing series of events. The transformation brought about by the internet in the area of the mass media is enormous. One of those areas is the newspaper industry. The internet has completely changed the face of the printing industry and newspapers have taken the lead. Today, people do not have to wait for 24 hours for newspapers to update them of happenings around the world as newspapers now have ‘breaking news’ which was an exclusive of the broadcast industry. People do not have to wait until the vendor(s) deliver the newsprint before knowing what is happening in the dailies. On a typical day, more than 50 million Americans obtain news from the Web (Pew Internet & American Life Project, 2006). The Newspaper Association of American (NAA, 2006) reports that 112 million people visited online news sites during the first quarter of 2006. Nearly one-quarter (24%) of Americans say the Internet is their main source of news, while 44% obtain news from online sources at least once a week (Pew Research Center, 2005). This no doubt signifies a tremendous change and transformation in the newspaper readership by the internet courtesy of computers interconnectivity. In spite of the seeming successes of the internet as a news medium, questions have been raised about the credibility of online news (Lasica, 1998 and Online News Association, 2002). These concerns are significant in that journalism is built on the principles of credibility. The public is likely not to pay attention to a medium that they do not trust because trust is a factor in news reporting. Johnson and Kaye (1998) cautions that lack of trust in information obtained from the Internet could keep it from becoming an even more important and influential news source. In what seem to be a global diffusion of innovation and social change, the newspaper industry in Nigeria has also joined the world trend of publishing daily newspapers on the internet. There is no gainsaying the fact that majority of Nigerian newspapers are on the internet presently. The issue which many online newspaper readers have had to grapple with is that of the credibility of the news sources and the identification of the reporters or authors of the internet stories. The internet has not only come to revolutionize the dissemination of information by the mass media but also seriously altered the traditional processes of news gathering and processing. Nigerian newspapers may have gone to the internet partly as a means of reaching out to the outside world and partly as a way of not being left out of the information advantages which the internet has brought to the print industry globally and most importantly as a result of the threats from the broadcast industry. According to Baran (2004, p.121)   The marriage between the newspaper industry and Information and Communication Technologies (ICTs) has made many, if not all, national newspapers in Nigeria to have online versions (Mbachu, 2003). It is believed that their readership is high as Adedina, Adeniyi and Bolaji (2008) aver that more people read online versions of a newspaper than its hard copy in Nigeria. What these indicate is that online newspapers are viable sources of information in our present day Nigeria. The dictum: “Information is power” suggests that information enhances human development. Human development, according to Anorue, Obayi, and Onyebuchi (2012), is a state of human wellbeing that enables people to gain control of their environments. They point out that the sharing of information among humans through communication is a crucial component of the relationship with the human environment for development purposes. Readership of online newspapers is an information sourcing and sharing activity. The phenomenon of online newspapers is believed to have greatly enhanced information sourcing and sharing activities in several ways. A number of benefits accrue to online newspapers in their information sharing efforts. Online newspapers provide easy, widespread, and timely access to information; allow for interactivity among information users; and enable users to store, share and retrieve their content quickly and easily (Ijeh, 2008; McQuail, 2007).

Experts in the nation‘s media and marketing communication industries at a forum organized by the Advertising Agencies‘ Association of Nigeria, (AAAN), in 2010 in Lagos, raised alarm on the future of newspaper in Nigeria. Majority of the participants concluded that unless the print media braced up to the challenges posed by the new media, it might go extinct in the nearest future. This apprehension was no doubt a fall-out of the report which portrayed an alarming slide in the patronage of newspaper. According to the 2010 study carried out by the Advertisers Association of Nigeria (ADVAN) across the country, the daily sales figure of all the newspapers was less that 300,000, meaning that only one in every 470 Nigerians buy newspapers daily (Ekeng, 2010). Putting this reality in proper perspective, Popoola (2010) said that all the newspapers in Nigeria today have combined circulation figure that is far less than 500,000 copies per day when compared to 1980 when the population of Nigeria was about half of what it is today. Presently the stockpile of unsold copies of newspapers and magazines in the circulation departments of most print media organizations is a vivid sign of this challenge. Ekeng (2010), disclosed that The Punch as the number one selling national daily only circulates 34, 264 copies, The Sun was ranked third with 25, 632 unit sales. Vanguard got 25, 241, while Guardian and Thisday came 5th and 6th xii respectively, with 25, 222 and 21, 703 daily sales. Daily Trust, the most popular newspaper up North has 11, 672 daily unit sales. Tribune, the oldest surviving newspaper in Nigeria, was another surprise, managing only 8, 314 daily sales. The above mentioned dailies constitute what is known as the top 8 in the standing. The others combined, including Compass, Daily Independent, Leadership, National Life, New Nigerian, Mirror and Westerner, could barely rake up 1,600 daily sales. The question then should be, why the alarming slide in the patronage of newspaper? This is very important as a wrong diagnosis will invariably lead to an inappropriate treatment. Ekeng (2010) noted that circulation decline is a global phenomenon as the newspaper industry in America, Europe and even Asia are also affected. This, he said, is primarily due to the impact of the Internet, which guarantees quick news for free. Topping the list of all the causes is the crashing local economy, which has greatly reduced the purchasing power of most Nigerians. Of recent, fast developing technology has been fuelling an information revolution. The new media, digital broadcasting and the internet are sweeping away the limitations of the analogue world and weakening the grip of government-owned platforms. The nature of the relationship between the broadcaster and its audience is changing. New media in this information age provides an immediate, informative, intelligent, interactive platform for discussion and debate. New media is essentially a cyber-culture with modern computer technology, digital data controlled by software and the latest fast developing communication technology. Most technologies described as “new media” are digital, and often have characteristics of being networkable, dense, compressible, interactive and impartial. Examples are the internet, websites, computer multimedia, games, CD-ROMs and DVDs. Young people are attracted to the easy means of getting information with internet based terminals or hand phones which provide them information of their choice anytime, anywhere. They need not have to wait for any broadcasting schedule to be connected to get the information. Internet blogs, news portals and online news, Facebook, You Tube, podcast and webcast, and even the short messaging system (SMS), are all new media.

1.2 Statement Of The Problem

It is difficult to think of a more important institution in our democratic society than the news media. This research has been instituted to determine the student awareness of online newspaper patronage among university community. NAN is a wire service which in no small measure has helped in equipping media outfits to judiciously accomplish their primary objective which is to inform, educate and entertain the teeming audience through the comprehensive reports disseminated within and beyond the confines of media outfits existing in its geographical boundary. Its mandate to deliver and disseminate information and news to subscribers first before any other medium is gradually being eroded by the emergence of the new media. Similarly, the agency’s resource base is gradually going down because most of its `would- be’ subscribers are now addicted to the internet for their news. As a result of the prohibitive expenses in stationing journalists around the world to source for news, local news media rely on NAN for such news. The emergence of online journalism has also encouraged amateur reporting. Many media organizations, blogs, websites in a quest to be the first to broadcast news, give some information without confirmation. However, this research will examine student awareness accessibility and patronage of online news in Nigeria.

1.3 Objective Of The Study

The main objective of the study is to the extent of student awareness, accessibility and patronage of online news in Nigeria. But to aid the successful completion of the study, the researcher intends to achieve the following specific objective;

To ascertain the effect of online reporting on news credibility

To examine the impact of online news reading on the sales volume of traditional newspaper among Nigerian student.
To examine the relationship between online news patronage and sales volume of traditional newspaper

To examine the role of news outlet in improving the sales volume of traditional newspaper.

1.4 Research Hypotheses

To aid the successful completion of the study, the following research hypotheses were formulated by the researcher;

H01: online reportage does not have any significant effect on traditional newspaper patronage in the university community

H1: online reportage does have a significant effect on traditional newspaper patronage in the university community

H02: there is no significant relationship between online news patronage and the sales volume of traditional newspapers among university community in Ibadan

H2: there is a significant relationship between online news patronage and the sales volume of traditional newspapers among university community in Ibadan

1.5 Significance Of The Study

It is believed that at the completion of the study, the findings will be of great importance to the management of news outlet (old media) as the findings will help them in strategy formulation in other to enhance thiers sales volume in the study area, the study will also be of great importance to online news outlet as the findings of the study will help them improve on the quality of online reporting, due to the teaming nature of their consumers, the study will also be useful to researchers and students who intends to embark on a study in a similar topic as the study will serve as a reference point to further studies. Finally, the study will be beneficial to academia’s teachers, lecturers and the general public as the study will add to the pool of existing literature.

1.6 Scope And Limitation Of The Study

The scope of the studies covers the influence of online news on the traditional newspaper patronage among university community in Ibadan. In the cause of the study, there were some factors which militate against the scope of the study;

a) Availability Of Research Material: The research material available to the researcher is insufficient, thereby limiting the study

b) Time: The time frame allocated to the study does not enhance wider coverage as the researcher has to combine other academic activities and examinations with the study.

c) Organizational privacy: Limited Access to the selected auditing firm makes it difficult to get all the necessary and required information concerning the activities

1.7 Operational Definition Of Terms

 Patronage

Patronage is the support, encouragement, privilege, or financial aid that an organization or individual bestows to another

Online news

An online newspaper is the online version of a newspaper, either as a stand-alone publication or as the online version of a printed periodical.

Newspaper

Newspapers can cover wide variety of fields such as politics, business, sport and art and often include materials such as opinion columns, weather forecasts, reviews of local services, obituaries, birth notices, crosswords, editorial cartoons, comic strips, and advice columns.

1.8 Organization Of The Study

This research work is organized in five chapters, for easy understanding, as follows

Chapter one is concern with the introduction, which consist of the (overview, of the study), historical background, statement of problem, objectives of the study, research hypotheses, significance of the study, scope and limitation of the study, definition of terms and historical background of the study. Chapter two highlights the theoretical framework on which the study is based, thus the review of related literature. Chapter three deals on the research design and methodology adopted in the study. Chapter four concentrate on the data collection and analysis and presentation of finding.  Chapter five gives summary, conclusion, and recommendations made of the study

CHAPTER TWO

LITERATURE REVIEW

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.

Precisely, the chapter will be considered in two sub-headings:

Conceptual Framework
Theoretical Framework
Chapter Summary
2.1
CONCEPTUAL FRAMEWORK

The Internet As a Global New Media 

According to a recent report by the Pew Research Centre (2012), it was highlighted that in the digital era, news has become omnipresent. Americans access it in multiple formats on multiple platforms on myriad devices. The days of loyalty to a particular news organization on a particular piece of technology in a particular form are gone. The overwhelming majority of Americans (92%) use multiple platforms to get news on a typical day, including national TV, local TV, the internet, local newspapers, radio, and national newspapers. Some 46% of Americans say they get news from four to six media platforms on a typical day. Just 7% get their news from a single media platform on a typical day. The internet is at the center of the story of how people’s relationship to news is changing. Six in ten Americans (59%) get news from a combination of online and offline sources on a typical day, and the internet is now the third most popular news platform, behind local television news and national television news. The process Americans use to get news is based on foraging and opportunism. They seem to access news when the spirit moves them or they have a chance to check up on headlines. At the same time, gathering the news is not entirely an open-ended exploration for consumers, even online where there are limitless possibilities for exploring news. While online, most people say they use between two and five online news sources and 65% say they do not have a single favorite website for news. Some 21% say they routinely rely on just one site for their news and information (Pew Research Centre, 2012). In this new multi-platform media environment, people’s relationship to news is becoming portable, where 33% of cell phone owners now access news on their cell phones; personalized, where 28% of internet users have customized their home page to include news from sources and on topics that particularly interest them, and participatory, where 37% of internet users have contributed to the creation of news, commented about it, or disseminated it via postings on social media sites like Facebook or Twitter. As a result of the advent of the Internet, people’s experience of news, especially on the internet, is becoming a shared social experience as people swap links in emails, post news stories on their social networking site feeds, highlight news stories in their Tweets, and haggle over the meaning of events in discussion threads. For instance, more than 8 in 10 online news consumers get or share links in emails. The rise of the internet as a news platform has been an integral part of these changes. This report discusses two significant technological trends that have influences news consumption behavior: First, the advent of social media like social networking sites and blogs has helped the news become a social experience in fresh ways for consumers. People use their social networks and social networking technology to filter, assess, and react to news. Second, the ascent of mobile connectivity via smart phones has turned news gathering and news awareness into an anytime, anywhere affair for a segment of avid news watchers (Pew Research Centre, 2012). However, Amaku (2012) elucidates that the practice of journalism in the modern-day Nigeria is no longer an all-comers affair. Tertiary education combined with adequate professional training, as well as continuous skills acquisition is the hallmark of a modern-day journalist. To succeed in the practice of journalism, a 21st century practitioner has no choice but to keep abreast of information technologies that have encroached and impacted on traditional journalism practice. This is not only advisable, it is imperative for the journalist’s continued survival and relevance in an industry where the world no longer waits for the news print or radio/TV to break the news. The world relies more, these days, on the “new media” to provide on-the-go, real-time information on the latest happenings around the world. New media have been described as interactive forms of communication that use the Internet, including podcasts, really simple syndication (RSS) feeds, social networks, text messaging, blogs, wikis, virtual worlds and more! Analysts say new media make it possible for anyone to create, modify, and share content with others, using relatively simple tools that are often free or inexpensive. New media require a computer or mobile device with Internet access (Amaku, 2012). 

Information Technology Trends 

Alongside the traditional mass media as sources of information and education are the new media, offshoot of information technology. New Media is a broad term in media studies that emerged in the later part of the 20th century. It holds out a possibility of on-demand access to content anytime, anywhere, on any digital device, as well as interactive user feedback, creative participation and community formation around the media content. Another important promise of new media is the "democratization" of the creation, publishing, distribution and consumption of media content. In a fast paced world where information can be found with the click of a button, newspapers are finding it hard to compete. Since the early 1990s, the image of a new revolution has been haunting. Variously called the Information Revolution or the Information and Communication Technology (ICT) revolution, it assumes a classic shift in production processes and relations, the emergence of a new knowledge-based economy and a quantum leap from an industrial society into an information society. Also, the Internet, a major force behind information technology, is argued by Song, Shao and Wu (2010:5) to represent the most significant change in the media market during the past decades. The Internet is becoming the dominant force in the information world, transforming the ways in which information is aggregated, stored, searched, and retrieved. In addition, Campbell, Martin, and Fabos (2009:8) noted that the Internet is facilitating the convergence of media forms, the process whereby old and new media are available via the integration of personal computers and high-speed satellite based phone or cable links. Virtually all Nigerian newspapers have been adapting themselves to this new media age. The traditional medium for publishing content is paper, and now newspapers have tried certain new medium such as online newspaper edition and mobile phone newspapers. As at today, 60 Nigerian newspapers are online. Sounding this warning in 2005 the media mogul, Rupert Murdoch, Chairman and Chief Executive Officer of News Corporation, in a speech delivered to an audience of newspaper editors, noted that the “dynamic revolution taking place in the news industry today revolves around the fact that 'technology-savvy young people are becoming increasingly likely to turn to the web as their news medium of choice.” According to Amodu (2007), cited in Anaeto and Anaeto (2010), the unprecedented success of the Internet in most aspects of human endeavour, particularly e-commerce, has precipitated the incorporation of the same into the communication process. Also explaining the usefulness of the Internet in communication, Negroponte (1995) in Anaeto and Anaeto (2010) states that the fact that the Internet has the power to cut across social and geographic distance and xxiii help find new ways of facilitating the flow of information and knowledge makes it an especially attractive medium of communication. Media organizations as any other social institutions have always used technology in the production and distribution process. They have been sensitive to innovations in communication technologies, mainly due to economic reasons. In the last decades of the 20th century, print media outfits were profitable business, but all indicators showed warning lights. Readership was declining steadily especially among young readers more attracted by audiovisual products, and their advertising share was disputed by the increasingly fragmented television market (Santinoli, Heinonen, Boczkowski). Mario Santinoli argues that a foreseen economic crisis was the actual impulse for technological innovation in media organizations. Page composition and pre-print process were first to be digitalized and the responsibility for the design was fully concentrated in the newsroom, making media companies to get rid of many workers in the printing workshop. When news writing was also computerized, this trend was even stronger, many parts of the technical production process were simplified and automated in the computer system. The risk of overloading the journalist with technically oriented tasks is one drawbacks of computerization (Bromley, 1997:345). (Christopher, 1988) points out other risks of the digitalization of newsroom of media outfits to include the over-flood of wire dispatches, isolation of the xxiv journalist, more time devoted to production process than content itself (news gathering, editing) diminished content quality. Furthermore, technological innovations have created new organizational problems due to the lack of effective leadership skilled staff or appropriate resources for the new hardware and software. Soriano (2004:130) also reported that digitalization of print media layout was seen as diminishing flexibility and creativity, as easy to use templates substituted the handcraft work. Computer assisted news gathering based on online databases and in the 1990s, the internet was a promise for better investigative journalism, but in the end, it aggravated the increasing passive reporting trend, lacking a direct contact with the source (Christopher, 1998) Soriano (2004:130) also reported that digitalization of print media layout was seen as diminishing flexibility and creativity, as easy to use templates substituted the handcraft work. Computer assisted news gathering based on online databases and in the 1990s, the internet was a promise for better investigative journalism, but in the end, it aggravated the increasing passive reporting trend, lacking a direct contact with the source (Christopher, 1998) In other cases, the overall perception of journalist is positive as they have gained greater control over the final product. Media managers reiterated that technological innovation in the media was supposed to lower production cost by making the process more efficient, empowering reporters and better story coverage. Many existing or similar research works tried to look at how the emergence of the new media has paralyzed the functioning of most journalists in the country. According to an American research, audiences for online journalism started growing in 2009. In 2008, for the first time, more Americans reported getting their national and international news from the internet, rather than newspapers. Young people aged 18 to 29 now primarily get their news via the Internet, according to a PEW Research Center Report. The Pew Research Center, a growing number of news users are losing the old habit (Pew 1999). The trends highlighted are affecting all traditional media. According to Pew, the internet has made the greatest inroads among younger and better educated people. More college graduates under the age of fifty, connect to the net everyday than radio, television and newspapers. The Internet, with its headline-news format and its capacity for quick updates, is clearly attractive to younger news consumers. According to a Singapore perspective, conservative media landscape is changing as more people are able to access information from an increasing variety of sources. To remain viable in the competitive environment, the Singaporean two major homegrown news organizations have moved to meet the challenge of information dissemination. Local print media group, Singapore press Holdings (SPH) launched television station to produce broadcast news programs in 2001 in order to augment its flagship newspaper, The Strait Times. Audiences to news sites continues to grow due to the launch of new news sites, continued investment in news online by conventional news organizations, and the continued growth in internet audiences overall. Over sixty-five percent of youths now primarily access news online. 

Media And Technology Convergence 

In times past, technological devices were separate, each operating a specific task. A camera was used to take pictures only, a phone was for making and receiving voice calls only, a tape deck or compact disc player was for playing music only and a computer was for typing only. But today, all that has changed. A single device can be used to perform all these functions. You can go even buy and sell from a mobile phone. What we are witnessing now is technology convergence. We are now surrounded by a multi-level media world where all modes of communication and information are continually reforming to adapt to the enduring demand of technologies, changing the way we create, consume, learn and interact with each other. The benefits of this phenomenon is to reduce complexities and cost. It follows therefore that the media in the modern age are blurring and blending into a single system or a set of interrelated systems. We are now living in the world of multimedia computers, compact discs, hand held data banks, national fiber optic networks, advanced facsimile messaging, the Internet and the World Wide Web. Computerization is now the module for all forms of electronic information: sound, video and print. Computers are forcing a massive restructuring of media services to have an interface. Computers are becoming like TV sets while TV sets are becoming computerized with this result, a new kind of electronic hybrid, the telecomputer is emerging (Rodney, 2005). It is believed that the telecomputer may replace the old fashioned TV receivers as well as personal computers, video cassette recorders and other gadgets. Furthermore, TV sets will be transformed from passive receivers of distant pictures into a multi-media interactive instrument, capable of handling all types of video, print and sound services delivered to homes and locations by wireless networks, each with the capacity of hundreds of interactive video channels. The building block of the information age is the semi-conductor chip, a device shared by computers. Computers and networks are connected by the semi-conductor chips. Furthermore, advanced chip technology has changed computers from roomsized machine into a hand held devices which places vast amount and other information resources into the hands of the consumer. Thus, media and technology convergence is driven largely by the revolution of ICTs. This convergence is based on technological innovations in micro-electronics, computers and telecommunication. Through digitization, all kinds of data irrespective of origin and size can be manipulated and integrated on the basis of a common ICT structure. 
Convergence In News Production An Emerging Trend 

Convergence is a very polysemous (several meanings for a word) concept that has been used to describe various trends in journalism that have something in common: the blurring of the limits between different media, professional skills and roles strategies (Dupagne and Garrison, 2006; Silcock and Keith, 2006). However in communication terms, Convergence is a coming together of two or more distinct entities or phenomena, thereby removing entry barriers across the IT, telecoms, media and consumer electronics industries. It is increasingly common in the IT world; in this context the term refers to the combination of two or more different technologies in a single device. For instance, taking pictures with a cell phone and surfing the Web on a television are two of the most common examples of this trend, and also the recent innovation of an I-phone being used to shoot a video film in Japan. Convergence, simply put, is how individual consumers interact with others on a social level and use various media platforms to create new experiences, new forms of media and content that connect us socially, and not just to other consumers, but to the corporate producers of media in ways that have not been as readily accessible in the past. Media convergence is an economic strategy in which communications companies seek financial benefit by making the various media properties they own work together. The strategy is a product of three elements: corporate concentration, whereby fewer large companies own more and more media properties; digitization, xxix whereby media content produced in a universal computer language can be easily adapted for use in any medium; and government deregulation, which has increasingly allowed media conglomerates to own different kinds of media (e.g., television and radio stations and newspapers) in the same markets, and which has permitted content carriage companies (e.g., cable TV suppliers) to own content producers (e.g., specialty TV channels). According to Dupagne and Garrison (2006); Silcock and Keith (2006), the common ground for any process labeled as media convergence is the blurring of the limits between different media –professional skills, formats, production strategies. Deuze (2004) then adds another similar trend: the blurring between the roles of producer and consumer. Thus, they proposed to analytically structure convergence into four dimensions that cover different phases of the communication process: 

Integrated production  Content 

 Multi-skilled professionals Source  

Multiplatform delivery Medium 

 Active audience Receiver 

Any of these dimensions of convergence can be developed in the media on its own, but in many cases, they are part of the same convergent project, which is to pass messages through a particular platform. 

An Overview Of The Role Of Technology In Journalism 

Communication theorist Marshall McLuhan said in 1964 that the "content of any medium is always another medium." (McLuhan 1964) Indeed, online news is not different in content from its print and broadcast brethren; the same facts are presented. The big difference online is time scale. Online news is never "put to bed" but is continually updated. The new message of online news is encapsulated in the overall feel of a news site, its accessibility, and the presentation of content rather than the content itself. Information technology is increasingly affecting our lives in a manner which has become a common place. Journalism is also one area which technology has affected. It has been undergoing dramatic changes as it adapts to and takes advantage of digital technologies. New media developments are having a profound effect on all levels of the journalistic enterprise. The pace of these changes is quickening, altering the practice of the profession as never before. These changes, which encompasses a wide range of activities from news gathering to editing and dissemination, are bringing many benefits, but with attendant challenges. At a Journalism conference in Dublin (Brian Trench1996:2), identified several ways in which information technology touches on the practice of journalism, all of which have affected how journalists do their job. He posited that technology has led to ‘direct input’ by reporters from external agencies, into the editorial system; transmission of journalists’ copy from remote location into the editorial system; on-screen page make-up; electronic scanning and on-screen editing of photographs and graphics; development of in-house electronic libraries; access to electronic information sources (Trench, 1996). For each of these activities, today’s technology offers journalists a growing capacity to accomplish them with ever-increasing efficiency. Such technology is becoming increasingly more powerful and more affordable, by smaller media organizations. Direct input and transmission of copy has been greatly enhanced by the availability of a network of high capacity digital telephone lines. This has allowed high speed, error-free transfer of all sorts of information across wide areas. Such information would include large quantities of text, photographic images and computer programmes, all of which may be sent from one side of the globe to the other in minutes. The recent combination of mobile telephones and laptop computers both have allowed the ultimate mobile office to offer reportage direct from the scene of news events, almost anywhere in the world. Other computer-based technology has caused a blurring of some traditional responsibilities in the workplace because element of the skills of some workers has been automated. Inexpensive desk-top publishing (DTP) systems have made available much of the skills of former print and design houses to many people with a personal computer and an eye for design. This ease of demarcation in the workplaces have reduced substantial cost and offered a growing degree of flexibility and speed to operations. The print revolution started with the invention of printing by Johann Gutenberg in the fourteenth century. The next important development was the arrival of telegraph. Many of twentieth century's scoops were transmitted over telegraph and telex lines. The telephones brought in a fast means for the reporter to gather information, however, it was not used much for actual transmission of news as vocal communication was more prone to errors. The telephone, incidentally, gave the inspiration for radio. Parallel to these developments was the evolution of photography, motion picture photography and television. Computers have now brought about major changes to the scenario. The way journalists gather and disseminate news is changing. Photography is on a threshold with the arrival of digital cameras. Internet has also emerged as a medium of mass communication which has brought fresh competition to other media, even forcing changes in content. The emergence of communication technology has made it necessary for the media establishments to make their presence felt on the internet and technology has facilitated the creation of websites with social networking sites to complement them, while some smarter media organizations are also making use of blogs to make their presence more pronounced. Technology has made it possible for newspapers to be read online. It has given room to a new form of media freedom in information dissemination. The mass protest of the oil subsidy removal in Nigeria for example, made Nigerians to enter into meaningful discussions on the subjects of corruption, police brutality, comparing figures and statistics on Face book and other social media platforms. Globally, the rise of digital media platforms presents enormous opportunities to better inform citizens the world over. Some of these are better access to more information, a greater diversity of information sources, convergence of video, audio and text on a single screen, access to primary documents and direct communications between the govern and the governed. Technology has also ensured many journalist are using various sites for professional networking in the practice of journalism, new media technology has come to the rescue of press freedom, it has made it totally impossible by draconian government decrees to silence the press, as journalist have embraced blogging, preferring to upload their stories and pictures online. There is no doubt that technology is increasingly playing a bigger role in journalism globally. However, problems of the media are totally solved because of poor telecommunications infrastructure in some countries especially in Africa. Countries like Nigeria, Egypt Uganda are faced with the problems of poor communication infrastructures.

The Print Media In Nigeria  

The Nigeria print Media has a very long and interesting history. The print media predates the Nigeria state and society. The history of print media in Nigeria goes as far back as the 1840s when European missionaries established community newspapers to propagate Christianity. The idea of print journalism began in Calabar and Abeokuta. This initiative later gave rise to the establishment of newspaper outfits likes of Dr. Nnamdi Azikwe in 1937 titled the `West African Pilot’. Azikwe’s paper pioneered a general protest against attainment of independence in 1960. The New Nigeria Newspaper Limited, with its head office along Ahmadu Bello way Kaduna, was established by the then government of the Northern region on 23rd October 1964. The print media in Nigeria has witnessed a long evolution, it has run from evangelical journalism in Calabar alongside that of Reverend Henry Townsend’s Iweirohin in Abeokuta, to the nationalistic journalism of Herbert Macaulay’s `daily news’. What is most emphatic about the Nigeria print media is that as the Nigeria state evolves so the print media institution. Since the establishment of the first newspaper, the country has witnessed an avalanche of various newspaper outfits, targeted at different cadres of readership, philosophies and objectives. As at today, Nigeria has various newspapers ranging from The Nigerian Tribune, The Punch, The Vanguard, The Pilot, The Sun, Daily Trust, This Day and Vanguard Newspapers among others.

The News Agency Of Nigeria And Online Journalism   

The News Agency of Nigeria (NAN) was established in 1976 to gather and distribute news on Nigeria and cover events of interest to Nigeria at the international level for the benefit of the Nigerian media and general public. No newspaper, magazine, radio or television organization has the resources to enable it cover a country the size of Nigeria effectively. Only a news agency such as NAN, with its network of offices, correspondents and communication facilities is able to do so. It has the capacity to report all major events of national or regional significance everywhere in the country and make news on them available to its clients within the shortest time possible. 

The Internet as Modern Newspaper hub 

A growing literature in economics seeks to document the extent to which electronic sources substitute for traditional products. More recently, the relationship between print and on-line newspaper and magazine sales has been studied (Filistrucci 2005). In spite growing evidence that the internet has drawn consumers from traditional media, much seems not to be done in the area of determining how traditional media audience has changed due to the influence from the internet. There is no gainsaying the fact that changes in market composition are particularly important for media products but research has shown that, unlike traditional product markets, the number and types of products available depends on the distribution of consumer tastes (Lisa, 2006). The tendency for consumers to affect each other through product markets has been documented in radio, newspaper and television. In the context of the internet, if groups with particular tastes are more likely than others to connect, these groups might also be more likely to jettison traditional media in favour of electronic sources. For example, if younger individuals with a college degree are more likely to have ready access to the internet, they might also be more likely to shift consumption to internet news. Individuals who switch are better off, but the effect on consumers who do not switch is uncertain. All else equal, the presence of fixed costs would suggest that a smaller audience for traditional media would mean fewer products with less variety, making remaining consumers worse off. But traditional media sources would be expected to reposition themselves in response to internet penetration, altering content to better suit the new distribution of types. An example might be reducing coverage of topics that appeal to a younger urban audience such as live entertainment and adding content appealing to older suburbanites, perhaps education. Changes might also take the form of shifting coverage toward topics less adaptable to the internet, for example newspapers shifting away from breaking news stories to in-depth analysis.

The Internet and Its Threats to Traditional Media – Print Newspapers The internet has turned out to be the greatest challenge faced by the newspaper. This is obvious as the internet has proven to be most damaging in its attack on newspapers especially in the areas of classified advertising business. There was a time in history when classified adverts were the exclusive of the newspapers the marriage of newspapers and the internet is yet to translate into financial success for the older medium. Although there are emerging signs and the profits will only come when the newspaper owners are through with their present drive of building online readers. This is true as it also took the older medium time before it gained grounds. According to Baran (2009, p.120), digital delivery of newspapers can now be viewed on home screens, laptops, handheld devices such as palmtop and mobile phones. A study by Pew Institute (2008) show that internet has overtaken all other news medium amongst the young people in the United States of America. Many young Americans sampled in the study indicated that the internet is their main news source.The table below was gotten from the research.
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In the same study, it was also found that most of the respondents rely mainly on the internet as their source for international news. The table below also explains.
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Regarding the credibility of online information, research has generally found that the public rates online news similarly to other media. Johnson and Kaye (1998) surveyed politically-interested Internet users to examine whether they viewed Internet publications to be as credible as their traditionally delivered counterparts. They found that online newspapers, news magazines, and politically-oriented websites were judged at least somewhat credible by more than two-thirds of respondents. Moreover, online newspapers and online candidate literature were judged as significantly more credible than their traditional counterparts. The Online News Association (2002) surveyed a nationwide panel of American Internet users and reported that online news was rated about as credible as that of traditional media sources. For example, 78% said that cable television websites were credible. National newspaper and local newspaper websites were rated as credible by 67% and 63% of respondents, respectively. However, 13% of American Internet users felt that online news was their most trusted news source. Those seeking news regarding national issues were much more likely to visit the websites of major news organizations than Web-only publications and political sites (Pew Research Center, 2000a). In a survey by the Center for the Digital Future, (2005), almost 79% of American Internet users indicated that most or all of the information posted on established news sites, such as nytimes.com, is accurate. Cross comparison of media credibility has been a recurring research theme for mass communication scholars and journalists, particularly since Roper polls in the early 1960s showed that audiences evaluated television as a more credible channel for news than newspapers (Gaziano, 1988). The question arising here is, has the Internet become a credible channel capable of substituting traditional news media like the newspaper? The credibility of the Internet in general as a news medium has been a popular issue in research in recent times. One of such issue is that the internet lacks editorial and gatekeeping rules and this makes information online to be vulnerable. Certainly, there is an iota of merit to this accusation for general information available on the Internet, but not for most branded news organizations' websites. In an experimental study, Ognianova (1998) found that news sites associated with a newspaper or television network were perceived as more credible than those sites not associated with such an organization. Respondents in another study rated the online sites of major news organizations higher in believability than Web-only sites (Pew Research Center, 2000b). The Online News Association (2002) reports that 69% of journalists believe online news sites did not meet the same standards as more traditional sources. Journalists also tended to rate online news sites lower in credibility than did the public (Lasica, 2002). The most commonly expressed concern is related to the high speed with which stories can be posted online. The competition to be the first to report breaking news stories is, according to Lasica (2002), heightened by the Internet and makes errors more common. The majority of journalists surveyed in a Pew Research Center (2004) study said that the Internet has increased the amount of incorrect information in new stories. Bruce Garrison of School of Communication University of Miami in a study of leading problems encountered by daily newspaper journalists in using the World Wide Web for news gathering in America, the respondents to 1997 and 1998 national censuses listed their perceptions of flaws in the Web as a newsgathering source. A total of 226 newspapers in 1997 and 185 in 1998, with a daily circulation of 20,000 or greater each year, participated in the study. Data from similar national censuses conducted in 1994, 1995, and 1996 are also reported for some variables. Deuze (2001) believes that technological factors challenge traditional journalistic ways of storytelling. Little wonder, Arant and Anderson (2001) in a study reported that nearly half of online editors reported that less time was spent verifying information before a story was posted. The majority of respondents in a Pew Research Center (2004) study said that the Internet has improved journalism, with many citing its benefit as a research tool. Additionally, a majority gave the websites of major news organizations high grades (A or B). Kaye & Medoff, (1999) reports that the Internet has become an asset to many journalists who have embraced it. This is evident in the growing numbers of journalists use the World Wide Web as a reporting tool with considerable interest. Among the most appealing reasons for use of this new resource is its scope and depth of information as well as the speed at which the information may be retrieved. Semonche (1993) reports that: 

before personal computers and fax machines, journalists relied on other tools to do their jobs: telephones, telegraphs and typewriters were at the top of the list…. Add a modem to a computer with a news library researcher skilled in online database searching, and reporters discover information resources unrivalled in scope. With expanded access into electronic files of government data, and by analysing that data, reporters really become power journalists,” (p.267).

Journalists use online resources for background for interviews or other purposes, to find or identify sources, to check or verify facts, to read their competition, to become informed about current events, and to identify story ideas (Garrison, 1998; Ward & Hansen, 1997).

Online Newspaper In Nigeria 

Mcquail (2005, p. 41) describes ‘online newspapers’ as newspapers that are widely accessible as text on the internet. While Okonofua (2012) defined online newspaper as a newspaper that exists on the internet either separately, or as an online version of a printed periodical, Mathew et al (2013, p. 232) saw it as 'web newspaper'. There are two classes of online newspapers: those that exist exclusively online without a print version ('online-only newspapers') and those that have online versions as well as the print version. Such newspapers as The Atlantic Herald in the US, Southport Reporter in the UK and Daily Post in Nigeria are examples of online-only newspapers. The New York Times in the US, The Telegraph in the UK and The Punch as well as The Tide in Nigeria are examples of newspapers that have both online and print versions.

With the popularisation of the internet in the 1990s, the Organisation for Economic Co-operation and Development [OECD] (2010, p. 16) states that the first online newspaper was published in 1994 by Palo Alta Weekly California. Since then, the worldwide online newspaper has grown significantly with the French Le Monde setting up its website in 1995 and the New York Times in 1998. By 2001, the number of online editions of newspaper had grown to 10, 600 (Moller, 2001, p. 1). In recent times, online newspapers have grown tremendously such that “It would be difficult to find a daily newspaper in the UK or United States, in fact in the world, in the 21st century that does not have or share a website” (Okonofua, 2012).

“The first Nigerian newspaper to go online was the defunct Post Express, which began its internet edition in 1997... The Guardian, The Punch, and The Comet (now defunct) joined the Post Express on the internet in 1999” (Akoh et al, 2012, p. 44-45). The 2000s saw a surge in internet use across the world and newspapers in Nigeria took advantage of it to fit into the current trend. Thus, in 2008, there were about 22 independent internet newspapers which were basically online editions of the traditional newspapers (KAS Democracy Report, 2008). In 2009, many Nigerian newspapers had their online editions apart from their print versions (Mathew et al, 2013, p. 231). By 2012 however, the number had leapfrogged to 34 internet newspapers (Okonofua, 2012). Online newspapers offer interactivity, hypertextuality and convergence/multimediality which the print versions cannot offer (Outila, n.d; Steensen, 2011). The use of the internet in news production gave birth to “web journalism” (Odozi, 2013).

Thus, as at 2014, all the major national dailies in Nigeria have online versions on their respective websites where readers access their reports for example: The Punchwww.punchng.com; Guardian- www.ngrguardiannews.com; Daily Sunwww.sunnewsonline.com; Vanguard- www.vanguardngr.com; Nigerian Tribunewww.tribune.com.ng; Daily Trust- www.dailytrust.com; The Tidewww.thetidenewsonline.com; The Nation- www.thenationonline.ng.com; ThisDaywww.thisdaylive.com; Daily Independent- www.dailyindependent.com etc.

The 21st century and its emphasis on online journalism have also seen the introduction of online-only or 'paperless' newspapers. Iglesias (2012) cited in Rogel et al (2015, p. 15) points out that a news medium created only for the internet works in a more agile manner, and is not pressured to delay publication of certain news until the print edition is published. Thus, in the past five years, many web-based news outlets or news portals have emerged with Nigeria NewsDesk, Information Nigeria, Daily Post, YNaija, and news blogs, among others, being in the lead. Perhaps, the most popular 2014 entrant into the exclusively online newspapering in the Nigerian media industry was TheCable.ng launched in April, 2014 by Simon Kolawole, a former editor of ThisDay Newspaper in Lagos, Nigeria. In an interview published in The Punch (online) of April 27, 2014, Mr. Kolawole said:

"When I resigned from ThisDay in 2012, I considered several options. I considered starting a weekly newspaper, a magazine or an online publication. I did my feasibility studies. Without sentiments, it became glaring to me that online was the best way to go. The newspaper market was not expanding. No newspaper is printing 500,000 copies again. More people now get their news on their mobile phones and laptops. News breaks by the minute. News cannot wait for the following day. News wants to be free. People want free news. They want the news now. I finally settled for online journalism. I decided to set up www.thecable.ng." (The Punch, 2014, April 27).

Online newspapering has therefore brought online readership of newspapers.

Online Newspaper Readership In Nigeria

Studies indicate that in 1993 there were barely 130 websites, but in 2013, that number leapfrogged to 634 billion. With more websites hosted, more people used the internet and as at 2013 over 39% of the world population was online with more than 6.8 billion mobile subscription worldwide (Gunelius, 2013). In 2014, not only did the number of regular internet users grow by 250 million people more in just 12 months, but also, the right of citizens to robust internet connection and strong online privacy protection was guaranteed in Brazil through a law, “Marco Civil da Internet” [Internet Bill of Right] (Scola, 2014).

Africa has also witnessed growth in internet use in recent times (Chari, 2011; Mutsvairo et al., 2013). Citing the 2012 edition of the Internet World Statistics for Africa, Oseni and Ehis (2013) stated that in 2012, Nigeria had 48,366,176 internet users. Since 2012, the figures have radically changed. Data from the International Telecommunications Union (ITU) as posted by the Internet World Stats (IWS) shows that as at 31st December, 2013, there were 67,319,186 internet users in Nigeria. However, by the 30th of June 2014, the figure had jumped to 70,300,000 (Internet World Stats, 2014). And data from the Nigerian Communications Commission (NCC) shows that “the number of internet users on the Global System for Mobile communications (GSM) networks has increased from 76,322, 802 in 2014 to 81,892,840 in January 2015” (Premium Times, 2015, April 4).

This rapid growth in internet usage has had some direct impact on news consumption globally. OECD (2010, p. 8) found that "reading news online" has increasingly become an important online activity across various parts of the world. The study also disclosed that newspaper websites have similarly witnessed tremendous growth in website visits. Table 2.1 shows online newspaper readership of top newspapers in the United States in May, 2010.
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Table 2.1: Online readership of top newspapers in the United States in May, 2010 (Source: Kirchhoff, 2010, p 13).

Oseni and Ehis (2013) wrote that in every five mobile users in Nigeria, Ghana, Senegal and Sierra Leone, two have access to online news via social network. Nigeria has over 6.8 million Facebook users and one-tenth of those Facebook users get daily access to news on their mobile phone through online social media. This has led to huge online newspaper readership in Nigeria. In 2008, Daily Sun Newspaper posted a record figure of 24million visits to its website in the 3rd quarter of 2008 (Ogan 2014, p.11). Relying on the 2010 report of the Advertisers Association of Nigeria (ADVAN), Oseni and Ehis (2013) made it clear that online newspapers in Nigeria have witnessed large following and readership with Nigeria NewsDesk at 443,923 readers, Daily Post 182,480; NaijaGist 141,121; Naija247News 15, 308 among others. This is in stark contrast with the print editions of The Punch and The Sun that could only sell mere 34, 264 and 25, 632 copies per day respectively. Indeed, there is a global drive toward online newspaper readership with the situation in Nigeria not different.
Impacts Of Online Newspaper Readership On Newspaper Production 

There is consensus among media scholars and researchers that the rise of online newspaper readership in recent times has had both positive and negative impacts on newspaper production not only in Nigeria, but also across the world.

Positive impacts

i. Enhancement of news content creation:

The internet facilitates all aspects of the news creation processes. In terms of news-gathering the internet makes the process faster and cost effective, allowing journalist gather news from various sources, making their reports gain more contextualized depth (Hermans et al, 2009, p.140). Perhaps, a classic case of the impact of online newspaper readership on newsgathering stage of newspaper production is where news websites make use of information and context) provided by readers (user-created content) through web platforms like blogs or social media sites like YouTube, Twitter and Facebook (Center for Research Libraries [CRL], 2011, p. 9). In terms of the editorial process, journalist and news editors use the internet in writing, re-writing, reviewing and or editing news reports (European Commission, 2012, p. 55).

ii. Enhancement of news distribution: The internet has been adopted as a platform for distributing news by uploads on newspaper websites (European Commission, 2012, p. 27). This provides the unique benefit of reaching a global audience with zero distribution cost and expanding the readership base of a news paper without the limits of geographical boundaries (Patel, 2010, p. 8). Eltringham (2012) sums up the foregoing on how social media has influenced journalism at the British Broadcasting Corporation (BBC):

For BBC News, social media currently has three key, highly valuable roles in its journalism: News gathering: it helps us to gather more, and sometimes better, material; we can find wider ranges of voices, ideas and eyewitnesses quickly. Audience engagement: how we listen to and talk to our audiences, and allowing us to speak to different audiences. A platform for our content: it's a way of us getting our journalism out there, in short form or as a tool to take people to our journalism on the website, TV or radio. It allows us to engage different and younger audiences."

Negative impacts

i. Decline in print production: some newspaper organizations have responded to growing online news readership by lowering print production in terms of quantity and quality. In the United States and Europe, “most newspapers have already reduced print runs…. In some cases, Sunday newspapers remain successful, in other cases, they have been dropped” (Hooke, n.d, p.60). The Detroit News and Detroit Free Press cut daily delivery of print newspapers to three days a week (Kirchhoff, 2010, p.12). In Nigeria, no newspaper is printing 500,000 copies again as in former times as more people now get their news online than through print newspapers (The Punch, 2014, April 27).

ii. Decline in print circulation and readership: reading news online has led to decline in print newspaper circulation and readership (OECD, 2010, p. 24-28). The rapid drop in print circulation has been reported in the United States across all age groups (Patel, 2010, p.8). While print circulation and readership suffered, online readership surged such that in May 2010 top newspaper websites attracted more than 123million visitors from across the world (Kirchhoff, 2010, p.12). Thus, according to the Pew Research Center’s 2012 report on American Journalism as cited in Hooke (n.d), “the problems of newspapers became more acute in 2011. Even as online audience grew, print circulation continued to decline.” (p.40).

Table 2.2 shows the declining circulation of 20 US newspapers as at March, 2010 in contrast with 2009.
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Table 2.2: Declining circulation of 20 US newspapers as at March, 2010 (Source: Kirchhoff, 2010, p. 11)

While there appears to be no officially documented statistics of print circulation of Nigerian newspapers, such dailies as Punch, Guardian, Daily Sun etc had always claimed to be circulating within the range of 150,000, 120,000, and 80,000 copies per day. However, the 2010 report of the Advertisers Association of Nigeria (ADVAN) shows that these national dailies circulate far less below their claims while online readership of newspaper is increasing in Nigeria (Abdulraheem et al, 2012, p.2).

iii. Disruption of newspaper business model: The business model (or revenue stream) of newspapers is centred on advertising and copies sold (Picard, 2007). Thus, approximately 75- 80% of the production and running cost of newspaper organizations come from advertisement while the rest may come from subscribers and sale of single copies (Patel, 2010, p.7). Advertisement is so crucial to the survival of a newspaper such that according to Ige (2013) “news sells the papers, adverts sustain it” (p. 91). With the rise of the internet and the growing online readership of newspapers, advertisers have not only reduced classified advertising, but also diverted a substantial portion of their budgets towards online advertising where the rates are low and the reach is to a wider audience than the print model (Patel, 2010, p. 7; Agboola, 2014, p.110). This has made newspapers lose revenue while “internet advertising is the fastest growing advertising medium” (Friedman & Friedman, 2008, p.16). In response, most newspapers have undertaken:

Advertising on their websites, so as to retain advertisers, but “the losses in print advertising have been far greater than the gains of digital advertising for newspapers publishers resulting in overall negative growth in advertising income” (European Commission, 2012, p.6). Increasing cover price, but this has failed to meet the challenge because readers proceed on the view that: “Why should I buy a newspaper for information when the same is available on my blackberry free of charge? Moreover, the internet gives me access to different sources for the same information- all for free” (Abdulraheem et al, 2012, p.3). Paid access to online news, but this has failed as newspapers have been forced by the sheer necessity to retain readers to provide news free online. “The big problem for these newspapers is not that their print editions are losing money, but that their digital editions are not making money” (Hooke, n.d p.41). And the reason is simple: “Due to the huge quantity of news and information available on the internet, few people are willing to pay for online news services” (European Commission, 2012, p.8).

iv. Disruption of newspaper traditional value chain and workflow: The traditional value chain or production process of a newspaper is an established process of collection, selection and presentation of news/information (Wolf, 2005) or content creation, printing and distribution (OECD, 2010, p. 33-35). According to Rogel et al (2015, p. 16) the production routines of the printed media are organized in the following way: on a daily basis the medium receives press releases from companies, public and private institutions, letters to the editor, complaints, etc., which are organized and analyzed by the editor and distributed to reporters. With the agenda set on the previous day, the different sections organize the information in hierarchies, the next day the information is analyzed once again, including new unscheduled themes or events. This type of predetermined order and organization in news production has been a model for the traditional media’s newsrooms for centuries.

The internet has disrupted the foregoing traditional news production routines in that content creation, production and distribution of news are no more distinct processes by different persons, but a complex, dynamic, interactive, interconnected and interdependent process (European Commission, 2012, p.54). In fact, some digital newspapers’ newsrooms do not have an editor-in-chief to monitor the daily work. With the news readers and consumers (and not just trained journalists) active in all phases of the news production process, the internet has indeed, disrupted the value chain, blurring the distinction between information producers and consumers: producers are consuming and the consumers are also producing (Nnagbo, 2011, p.3).

In terms of workflow, the traditional print workflow is a cycle that lasts for 24hours. The news organization is directed at delivering news in the morning or evening. However, when it comes to online newspapers, the news cycle is no longer 24hours but 24/7 because news is uploaded continuously (European Commission, 2012, p.23). Online news content is revised and uploaded by publishers not daily or weekly, but continuously, and not in editions, but headline by headline, article by article (Center for Research Libraries, 2011, p.51). Domingo (2004) sums up the foregoing thus:

"A piece in these [news] websites would hardly be re-read by anyone in the newsroom before publication, meanwhile the pieces in the print newspapers are reviewed at least by the section head and a person in the closing edition shift... This culture of the constant update is more dominant in online newsrooms linked to a traditional media company. As the newspaper or the TV will be explaining the news in more detail in few hours or next day, online journalists have persuaded themselves that their main duty is to “fill in the gap”, i.e. offering small pieces of news between two editions of their main media referent, therefore letting the audience have a quick idea of what is going on right now until the moment they will be able to get the full report in the form of a newspaper or a TV news bulletin... The consequences of permanent updating in the material conditions of the studied newsrooms are mainly negative to the journalistic quality of the product: inaccuracy, arbitrarity in news selection, lack of text adaptation to a read-on-screen environment (long paragraphs and phrases from the wires), lack of context and balance. This is not the case of all the news pieces published by these newsrooms, but it is quite common due to the low grade of control over the webs content... The most clear side-effect of the continuous update culture is a productivity-driven conception of news: at work, online journalists feel they ought not stop publishing news pieces during they [sic] shift, and for them one of the best indicators of a good job is a high number of pieces produced in a row. The limitless Internet is not used to accumulate indepth information about an issue, but to accumulate short pieces as fast as possible. In fact, having the wires as the main and almost only source directly disallows the deep journalism model."(p.5-7) 

Online newspaper readership and print demand

The demand relationship between the online and print versions of a newspaper has been the subject of considerable body of research. While most studies on the subject such as, Filistruchi (2005), Lee and Leung (2006) and many others have examined the impact of the ‘internet’ as a whole on print newspaper, such approach has been pointed out to be inadequate because “they defined media use in general terms (i.e., referring to newspapers without specifying which newspaper, or to the internet as opposed to specific online news sites” (Chyi & Haung, 2011, p. 245). Thus, this review examines studies dealing with the relationship between online newspaper and its print edition (and not the misplaced relationship between the internet generally and print newspapers).

The study by Kaiser and Kongsted (2005)“Do magazines’ ‘companion websites’ cannibalize the demand for print version?” provides a useful lead in this direction. The researchers studied 41 different German consumer magazines from 1998 to 2004. They analyzed the relationship between Website visits, magazine and newspaper demand and the demand for advertising pages. The study found that there is no evidence that an online version of a magazine or newspaper does any harm to the print version.

An interesting research by Knuff (2011): “Has the development of online newspaper components positively or negatively impacted newspaper print sale”, examined US Newspapers up to 2010. The researcher relied on data from the US Audit Bureau of Circulation and collected print subscription amounts from newspapers, information about newspapers online presence (whether party or exclusively online) and in the end, the study found that the print and online editions of newspaper are complements rather than substitutes. Knuff therefore concluded that the effects of online components on the print edition largely depend on whether the newspaper is a local or national newspaper.

Chyi and Huang (2011) in “Demystifying the demand relationship between online and print products under one newspaper brand: the case of Taiwan and the emergence of a universal pattern” sampled 7706 online readers of news of particular newspapers and found that: the print edition attains a much higher penetration relative to its online counterpart, suggesting that more people would rather consume the print edition over free Web offerings; and compared with the general public, readers of the online edition were more, not less, likely to read the same newspaper’s print edition. Thus it was found that in a specific newspaper, rather than cannibalise the print edition, the online edition helps the print edition.

What is the position in Nigeria? Okonofua (2012) in his work “Readership of online newspapers by users of select cyber cafes in Uyo urban” used a research survey with a population of 300 respondents drawn from 10 cyber cafes in Uyo, Akwa Ibom State. The study found that print newspapers satisfied the news demands of the respondents more than online newspapers did. The study also found that while young persons are drawn to and depend on, online news, older persons however go for both. The researcher therefore concluded: “however beneficial online newspaper may be, it was not created to replace print newspaper, instead they were made as supplement to curb the decline in the readership (of) print copies and most newspapers with online versions contain almost the same contents which explains why most of those who read print newspapers also make up a large percentage of those reading online” (Okonofua, 2012, p.11).

The study by Mathew et al (2013) entitled, “Online newspaper readership in the North Eastern Nigeria” is worthy of note. In that research, the authors investigated the readership of online newspaper in the North Eastern states of Nigeria, sampling 25 respondents from the state capital of each state of the six states. The researchers administered questionnaires on 150 respondents consisting of students, traders, civil servants and private sector workers. The study in the end found that majority of the respondents (78.86%) read online newspapers and that a majority of 53.44% read online newspapers because they are up-to-date, current and cheaper than the traditional newspaper.

Scholars have also studied the usage factors that motivate news readers to choose between online and print media at any point in time. Thus, Oliha and Arthur (2014) in "A study of news and information media usage in Nigeria", used a descriptive survey design to sample 400 respondents from Benin City, Edo State, Nigeria. After analysing data through simple percentage, the study found that: while the print media is chosen over ICT-based media when it comes to in-depth, quality and reliable information, a majority of the respondents however preferred the ICT-based media to the print media because the former is affordable, immediate, interactive, available and convenient (p. 101, 103).

Ogan (2014) "Online readership of newspapers and newspaper circulation index in Port Harcourt metropolis” (an undergraduate project work) gives additional clue within the context of Port Harcourt. The researcher adopted a survey research method, sampling 156 respondents from Port Harcourt, Rivers State and found that "a greater percentage of Port Harcourt residents read newspapers online more than they read traditional newspapers" because online newspapers are convenient, recent and cheap (p. 40). The researcher however only studied ‘online newspaper readership’ but left ‘newspaper circulation index’ totally untouched.

Oley and Chile (2015) in “Readers perception of Nigerian newspapers on the internet” examined the subject within the context of the South-South geopolitical zone of Nigeria. The researchers sampled 300 respondents from Warri, Benin City, Port-Harcourt, Uyo, Yenagoa, and Calabar. Using a survey study method, it was found among others that 51% of the respondents still bought the printed copies of newspapers after reading their online versions. Studies dealing with the subject in terms of revenue will be now reviewed.

2.2 THEORETICAL FRAMEWORK

Uses And Gratification Theory 

A better approach to dealing with how people prefer media “features” and how those preferences influence their choice is uses and gratifications theory. First conceptualized by Katz (1959), uses and gratifications theory suggests that all media use can be understood in terms of people’s efforts to fill needs they have in a way that satisfies or “gratifies” those needs. Katz, Blumler and Gurevitch (1974, p. 20) suggested that uses and gratifications research should focus on a handful of central questions, including a) the social and psychological origins of b) needs that generate c) expectations of d) the mass media or other sources, which lead to e) different media choices, resulting in f) fulfillment of the needs. Rosengren (1974) added two important additional variables: g) individual differences like demographics and lifestyles, and h) particular contexts in which the needs must be filled. Unlike many competing theories of media use, this approach assumes that media users are active, picking and choosing to maximize satisfaction of their needs.

The uses and gratifications approach has led to the development of much taxonomy of communication needs. Excellent summaries can be found in Rubin (1983; 1994) and in Ruggiero (2000). Uses and gratifications theory has been applied to aid understanding of use of every medium, including newspapers (Elliott & Rosenberg, 1987), television (Poindexter & Conway, 2003; Babrow, 1987; Conway & Rubin, 1991), cable television (Heeter & Greenberg, 1985), email (Dimmick, Kline, & Stafford, 2000), and most recently the Internet (Beaudoin & Thorson, 2004; Kaye & Johnson, 2002; Papcharissi & Rubin, 2000; Perse & Dunn, 1998; Rodgers & Thorson, 2001).

Uses and gratifications theory has also been used in models that attempt to identify how people choose among media. A good example is Lacy (2000), who suggested that five communication needs (surveillance, diversion, social-cultural interaction, decision making, and self-understanding) combine with other variables like quality of news and media features such as cost to determine how much time people will spend with various media. Denton (1999) suggested that need states are crucial for understanding how people choose sources of local news.

Thorson and Duffy (2005) suggested a number of developments in a uses and gratifications model that would make it more applicable to understanding how people choose news in the digital landscape. In their Media Choice Model, there is still a basic set of “needs” that drive media choice. They include connectivity, information, entertainment, and shopping. Connectivity refers to communication with others. Information and entertainment were self-defined by individuals. For example, if a person is asked what medium they use most for information in the evening before going to bed, no matter what kind of television programming the person watches, if she categorizes it as “informational” use, then that is the definition of information. Shopping refers to any activity that involves acquiring goods and services.

This theory is considered relevant and appropriate in this research work, on the basis that it tends to find the reasons why people study online news and the satisfaction they wish to derive from there. This implies that all individuals have their various reasons for using online news and they are always seeking the news that have the ability to satisfy their needs.

Wimmer and Dominick (2000) point out that uses and gratification theory takes the view of a media consumer. It asks the question, who uses which content from the online news and under what conditions and for what reason? That is, what do people use online news for? The question it is asking is why do we use some contents and not use others. It is not every message we expose ourselves to. Why is it that people do not expose themselves to all news messages?

This theory is simply concerned with how people use the online news for gratification of their needs. It propounds the fact that people choose what they want to watch, read or listen to and the different media compete to satisfy individual’s needs. The uses and gratification theory reminds us that people use the online news for many purposes.

The theory talks about reciprocal gesture between the media and media consumers. This shows that the online news is useful to the people and the people are also useful to the News; hence it is called Uses and Gratification Theory (Asemah, 2011).
2.3 CHAPTER SUMMARY

In this review the researcher has sampled the opinions and views of several authors and scholars on the concept of the internet as a global new media, information technology trends, media and technology convergence and convergence in news production an emerging trend. The works of scholars who conducted empirical studies have been reviewed also. The chapter has made clear the role of technology in journalism, the print media in Nigeria,  the news agency of Nigeria and online journalism  and the internet as modern newspaper hub. In this chapter also, the researcher has been able to review some literature on online newspaper in Nigeria, online newspaper readership in Nigeria, impacts of online newspaper readership on newspaper production, and online newspaper readership and print demand. This chapter is thus fulfilled the conceptual, theoretical and empirical requirements.
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.
3.3 POPULATION SAMPLING SIZE

The population for the study will consist of executives and their subordinates in the organization which is charged with the application of management by objectives to attain organizational goals in the organization.

This study was carried out on the assessment of audience awareness, accessibility and patronage of online news using university of Ibadan as case study. Hence, the population of this study comprises of undergraduate students of university of Ibadan.

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 the entire undergraduates of university of Ibadan, the researcher conveniently selected 150 participants as 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 enquired 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

The responses were analyzed using the frequency tables, which provided answers to the research questions. While the hypotheses were tested using Chi-square Statistical tool.
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

he 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
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 one hundred and fifty (150) questionnaires were administered to respondents of which all were returned and validated. For this study a total of  150 was validated for the analysis.
4.2
DATA PRESENTATION
The table below shows the summary of the survey. A sample of 150 was calculated for this study. A total of 150 responses were received and validated. For this study a total of 150 was used for the analysis.
Table 4.1: Distribution of Questionnaire
	Questionnaire 
	Frequency
	Percentage 

	Sample size
	150
	100

	Received  
	150
	100

	Validated
	150
	100


Source: Field Survey, 2021
Table 4.2: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	56
	37%

	Female
	94
	63%

	Age
	
	

	17-19
	20
	13%

	20-25
	44
	29%

	26-30
	48
	33%

	31-35
	18
	12%

	36+
	20
	13%

	Year In School
	
	

	Year 1
	27
	18%

	Year 2
	33
	22%

	Year 3
	37
	25%

	Year 4
	53
	35%

	Marital Status
	
	

	Single
	102
	68%

	Married
	48
	32%

	Divorced
	0
	0%

	Widowed
	0
	0%


TEST OF HYPOTHESES

H01: online reportage does not have any significant effect on traditional newspaper patronage in the university community.

H02: there is no significant relationship between online news patronage and the sales volume of traditional newspapers among university community in Ibadan,

Hypothesis One

Table 4.3: Online reportage does not have any significant effect on traditional newspaper patronage in the university community.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	75
	50
	25
	625
	12.5

	No
	37
	50
	-13
	169
	3.38

	Undecided
	38
	50
	-12
	144
	2.88

	Total
	120
	120
	
	
	18.76


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 18.76 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 18.76 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that online reportage does have a significant effect on traditional newspaper patronage in the university community is accepted.

Hypothesis Two

Table 4.4: There is no significant relationship between online news patronage and the sales volume of traditional newspapers among university community in Ibadan.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	71
	50
	21
	441
	8.82

	No
	37
	50
	-13
	169
	3.38

	Undecided
	42
	50
	-8
	64
	1.28

	Total
	120
	120
	
	
	13.48


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 13.48 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 13.48 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that there is a significant relationship between online news patronage and the sales volume of traditional newspapers among university community in Ibadan is accepted.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on the assessment of audience awareness, accessibility and patronage of online news using university of Ibadan as case study. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study

In this study, our focus was on the assessment of audience awareness, accessibility and patronage of online news using university of Ibadan as case study. The study is was specifically set to; ascertain the effect of online reporting on news credibility, examine the impact of online news reading on the sales volume of traditional newspaper among Nigerian student, examine the relationship between online news patronage and sales volume of traditional newspaper, and examine the role of news outlet in improving the sales volume of traditional newspaper.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 150 responses were validated from the enrolled participants where all respondent are undergraduate students of university of Ibadan.
5.3 Conclusion

The level of online newspaper awareness, patronage and consumption among the students is on the increasing rate as technology is becoming more advanced to the extent that people can access online newspaper using their mobile phone. In the light of the analysis carried out, the following conclusions were drawn.

Online reportage does have a significant effect on traditional newspaper patronage in the university community.
there is a significant relationship between online news patronage and the sales volume of traditional newspapers among university community in Ibadan.
5.4 Recommendations

Based on the findings the researcher recommends;
Print media should be more diversify and integrate new media into their operations in this era of media convergence while mass communication, journalism and media disciplines should make digital journalism part of its curriculum.

The number of newspapers being subscribed in the library should be increased. 

The exorbitant price of Internet subscription should also be lowered significantly.

News, views and analyses should be written in an unbiased way, morality and ethics should be upheld at any cost. 

A substantial number of educational and informative articles and features should be published in the newspapers on a regular basis so that students can gain knowledge and understanding from these articles and features. 
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]
Female [  ]

Age

20-25
[  ]
26-30
[  ]
31-35
[  ]
36+
[  ]
Year In School

Year 3
[  ]
Year 4
[  ]
Marital Status

Single

[  ]
Married
[  ]
Divorced
[  ]
Widowed
[  ]

SECTION B

Question 1: Do you read News Online? 

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 2: How often do you read News online?

	Options
	Please Tick

	Daily
	

	Weekly
	

	Once a week
	

	Undecided
	


Question 3: What interest you most in Newspaper? 

	Options
	Please Tick

	Entertainment
	

	Fashion
	

	Politics 
	

	Health 
	

	Sport 
	

	Others
	


Question 4: Does online reportage of news have any significant effect on traditional newspaper patronage in the university community?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 5: Is there any significant relationship between online news patronage and the sales volume of traditional newspapers among university community in Ibadan

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


