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ABSTRACT
This study was carried out to examining comparison of social media and radio stations on the assessment of news information using University of Ibadan, Oyo State as case study. Specifically, the study ascertain whether University of Ibadan students’ prefer Twitter to Splash FM. The study also examine factors influence students’ preference for Twitter over Splash fm and why if. Lastly the study ascertain some of the problems confronting social networking sites as source of information particularly twitter. A total of 77 responses were validated from the survey. From the responses obtained and analyzed, the findings revealed that Student prefer twitter because they will be able to stay in touch with friends, they are able to share funny video, they are able to keep up with news on twitter, and they are able to build professional contact. Also, Some of the problems of social networking sites as source of information is untrustworthy data member, privacy Concerns, excess players, stalkers and other unwanted activity. The study thereby recommend that any information aired on Radio or on social media should be well processed and assessed in other for a credible news to be disseminated among the populace. Also,That both social media and radio stations intent is to pass information as it unfolds hence it is recommended that news be properly verified before been posted on the media.
CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
A century and half ago, communication between countries involved physical presence. Once, a reporter had to run as fast as possible back to the newsroom after interviewing and tried to beat the competition to print. With the advent of the digital age the role of the journalist changed.The inception of information communication technology such as the internet has made it possible to find out about events without actually being there. Journalists can report news across the world over the internet. Throughout history, developments in technology and communication have gone hand-in-hand, and the latest technological developments such as the internet have resulted in the advancement of the science of communication to a new level. The process of human communication has evolved over the years, with many path-breaking inventions and discoveries heralding revolutions. The invention of pictographs or the first written communication in the ancient world brought about written communication. These writings were on stone, and remained immovable.
The invention of paper, papyrus and wax, culminating in the invention of the printing press in the 15th century made possible transfer of documents from one place to another, allowing for uniformity of languages over long distances. Lawal, A.T. (2005). The latest revolution is the widespread application of electronic technology such as electronic waves and signals to communicate, manifesting in the electronic creation and transfer of documents over the World Wide Web (www.wikipediacom). Social media which are form of electronic communication have become the highest activity on the internet. They refer to social networking websites developed to specifically to help people share their views and stay in touch with their friends, relatives and well- wishers. fake profiles and began losing members. Some of those members went to MySpace, which had actually started in 1999 but became better known in 2003.Its roots are a little muddy because it received financial and logistical support from another company called e-Universe, and most of the early users were e-Universe employees but Tom Anderson and Chris DeWolfe are given credit for much of the innovations and success of the site which built up to 115 million users worldwide. Members post bios, photos, blogs, videos, and other things that strike their fancy, and some TV programmes to air on MySpace. In 2005, Rupert Murdoch‟s News Corporation (parent of Fox Broadcasting) bought MySpace for 580 million dollars. Similarly, Twitter is an online social networking service and micro blogging service that enables its users to send and read text-based messages of up to 140 characters, known as “tweets”. Olayinka, S. O. (2014)
1.2 Statement of the Problem
Social media have certainly changed the way journalists work, how stories are developed and disseminated. Social media or online journalism places far more power in the hands of the users allowing the reader to challenge the traditional role of information dissemination. Traditional media have been forced to adopt the new media from wider reach and accessibility.
To this end, the research is geared towards comparing social media and radio stations on the assessment of news information using Twitter and Splash F.M Ibadan.
1.3 Objectives of the Study
The study had the following objectives:
To ascertain whether University of Ibadan students’ prefer Twitter to Splash FM .
2. To examine factors influence students’ preference for Twitter over Splash fm and why if
3. To ascertain some of the problems confronting social networking sites as source of information particularly twitter.
1.4
Research Questions
1. To what extent do University Ibadan students’ prefer Twitter to Splash FM?
2. What factors influence students’ preference for Twitter and why if yes?
3. What are the problems of social networking sites as source of information?
1.5 Scope of the Study
The scope of this study has been narrowed down to focus on University of Ibadan students. The demographic factors of the students will be examines such as academic levels, age, course of study, gender, marital status and other before the structuring and administration of research instrument (questionnaire). With the view possibly ascertain the degree of communication effectiveness due to technology change.
1.6 Significance of the Study
This study will be of immeasurable importance to journalists, media organizations, news agencies, editors, lecturers and students in the field of journalism and mass communication as well as other researchers who will want to embark on same study the future.
The study will help journalists to source useful information by using social media networking tools well as provide them with a guide on how to write online stories. It will also help journalists to interact with their audience and identify their information needs. The study will also help journalists who have rarely embraced social media to do so in order to increase their productivity.
1.7 Limitation to the Study
Duration for the research work is relatively short.
Stress emanated from other academic activities is also another constrain.
Little materials are also available because the work is relatively new.
1.8 Definition of Terms
Information Technology: It refers to the application of computers and telecommunications equipment to store, retrieve, transmit and manipulate data, it also encompasses other information distribution technologies such as television and telephones, computer hardware, software, electronics, semiconductors, internet, telecom equipment, e-commerce and computer services.
Social Networking: A group of internet-based applications that build on the ideological and technological foundations of web 2.0 and that allow the creation and exchange of user-generated content. (Kaplan and Haenlein, 2010)
Blogs: A blog (a contraction of the term “web log”) is a type of website, usually maintained by an individual with regular entries of commentary, descriptions of events, or other material such as graphics or video. Entries are commonly displayed in reverse-chronological order.
Information: This means an idea, feeling, expression packaged in a particular form.
Internet: It refers to global computer network providing a variety of information and communication facilities, consisting of interconnected networks using standardized communication protocols.
Citizen Journalism: This is the practice is a term which describes the act of individual within a given society, community, state or nation engaging in the gathering, processing and publishing of news materials.
Social media: The term refers to the Internet-based social networking websites developed to specifically help people share their views and stay in touch with their friends, relatives and well wishers such as Twitter, Facebook, Instagram, Whatsapp, Wikipedia, YouTube, and other social media networking tools.
Journalism: This is the practice of writing, editing, and disseminating information to the public through radio, television, newspaper and magazine.
Modern journalism: It is a term used to describe the new era in journalism where internet and computers are used in almost every journalistic activity.
Related: social media in news, radio stations, news information, facebook, new media, twitter and splash Fm, online news, streaming, webcasting, podcasting, news on social media.

CHAPTER TWO

REVIEW OF LITERATURE

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 three sub-headings:

Conceptual Framework

Theoretical Framework

2.1
CONCEPTUAL FRAMEWORK

Social Media

The term “Social media” is defined as the application that allows users to converse and interact with each other; to create, edit and share new forms of textual, visual and audio content, and to categorize, label and recommend existing forms of content (Selwyn 2012). Social media therefore denotes to the wide collection of Internet based and mobile services that connect people together to communicate, participate, collaboratively interact, discuss and exchange ideas and information on an online community.

Social Media Sites
In recent time, the world has witnessed what could be referred to as communication revolution through ‘technological advances and increased use of the Internet’ (Moqbel, 2012). This communication revolution, as well as the more technologically empowered lifestyle of individual users, has changed the way people communicate and connect with each other (Coyle, 2008; O’Murchu, Breslin & Decker, 2004). Social networking sites are a recent trend in this revolution (Moqbel, 2012). 

Social networking sites therefore, are web-based services that allow individuals to construct a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and traverse their list of connections and those made by others within the system, (Boyd and Ellison, 2007).

Social networking sites are created to take care of variety of human needs and could be classified using that format. For instance, Ellison, Steinfield, and Lampe (2007:143) classified SNSs into: work-related contexts (LinkedIn.com), romantic relationship initiation (Friendster.com), connecting those with shared interests such as music or politics (MySpace.com), or the college student population (Facebook). It should however be noted that the examples mentioned above were based on the original intentions of founders of the SNSs, though these intentions have been taken to another level by users. 

This is why latter classification of SNSs takes somewhat different approach and put different factors into consideration. To Fraser and Dutta (2008), SNSs should better be classified into the following five categories- egocentric/identity construction social networking sites such as Facebook and MySpace; opportunistic social networking sites for business connections such as LinkedIn; community social networking sites representing cultural or neighborhood groups; media-sharing social networking sites such as YouTube and Flickr; and Passion-centric social networking sites for sharing common interests such as Dogster. 

Social networking sites came on board in the mid 1990s. One of the first social networking sites was Classmates, a site initiated in 1995 (Rooksby, 2009). The uniqueness of social networking sites is that they not only allow individuals to meet strangers but enables users to discuss and make visible their social networks. This results into connections between individuals which otherwise is not possible through any other media already existing. Maximum time is often used on social networking sites to communicate with people who are already friends or acquaintances in the social network, sharing same mindset or same interests and views (Raj Jain, Gupta & Anand, 2012).

While SNSs have implemented a wide variety of technical features, their backbone consists of visible profiles that display an articulated list of friends who are also users of the system. Profiles are unique pages where one can type oneself into being. After joining an SNS, an individual is asked to fill out forms containing a series of questions. The profile is generated using the answers to these questions, which typically include descriptors such as age, location, interests, etc. Most sites also encourage users to upload a profile photo. Some sites allow users to enhance their profiles by adding multimedia content or modifying their profile's look and feel. Others, such as Facebook, allow users to add modules that enhance their profile. Structural variations around visibility and access are one of the primary ways that SNSs differentiate themselves from each other. 

The public display of connections is a crucial component of SNSs. The friends list contains links to each friend's profile, enabling viewers to traverse the network graph by clicking through them. On most sites, the list of friends is visible to anyone who is permitted to view the profile, although there are exceptions. Most SNSs also provide a mechanism for users to leave messages on their friends' profiles. This feature typically involves leaving comments, although sites employ various labels for this feature. In addition, SNSs often have a private messaging feature similar to webmail. While both private messages and comments are popular on most of the major SNSs, they are not universally available.

The background of today's social networking sites according to Boyd & Ellison (2008:214) cited in Roblyer, McDaniel, Webb, Herman, and Witty (2010), began in 1997 with the launch of SixDegrees.com which “allowed users to create a profile list of their friends and in 1998, surf the friends list”.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                         
Social networking is as old as humans have been around. Just as in nearly every other species, humans have an instinctual need to be communicated with, and share thoughts, ideas, and feelings about their daily lives. Only the tools with which we communicate have changed over the Millennia (Safko, 2010:5). Social media make it possible to share such information like photos, videos, audio files, and comments. These sites seem to be gaining such high popularity among users.  This point was aptly emphasized by Stefanone, Lackaff, and Rosen (2010) when they affirmed that explosion in popularity of social networking sites (SNSs) represents one of the fastest uptakes of communication technology since the web was developed in the early 1990s. Even though the list is endless, some examples of these SNSs include Facebook, Twitter, Blogs, 2go, YouTube, MySpace, BB messenger, LinkedIn, WhatsApp and Wikis just to mention but a few. Some of these forms of social networking sites are further discussed below.

Facebook
Facebook is a social networking device that enable users interact through conversations, and build relationships by networking with other users. Facebook groups are created as part of a smaller community within the social networking site and focus on particular interests or beliefs about certain issues (Graybill-Leonard, Meyers, Doerfert & Irlbeck 2011). As of January 2008, Facebook has more than 64 million users, and since January 2007 has had an average of 250,000 new registrations per day. It has 65 billion page views per month, and more than 14 million photos are uploaded to its site daily (Gane, & Beer 2008). A more vivid picture of this growth was painted by Kaplan and Haenlein (2009) when they affirmed that:  


By January 2009, Facebook had registered more than 175 million active users. To put that number in perspective, this is only slightly less than the population of Brazil (190 million) and over twice the population of Germany (80 million). At the same time, every minute, 10 hours of content were uploaded to the video sharing platform YouTube. And, the image hosting site Flickr provided access to over 3 billion photographs, making the world-famous Louvre Museum’s collection of 300,000 objects seem tiny in comparison.

Safko (2010:8) identified Facebook as being by far the most popular and widely used social network. By the end of 2013, Facebook boasted 1.23 billion monthly active users worldwide, adding 170 million in just one year. According to Facebook, 757 million users logon to Facebook daily as of 31 December, 2013.

The use of mobile phones especially smart phones and the internet have made it possible for people to communicate and respond to just about any issue in their environment.  This is in line with Hill (2010) assertion that the proliferation of mobile digital media and communications technology appears to have partially democratized image-making and media creation.

LinkedIn

LinkedIn is an online professional contact database that was founded in December 2002 and launched in May 2003. The site allows its members to create a profile and network with the other over 55 million LinkedIn members from over 150 industries. LinkedIn was established by former PayPal vice president, Reid Hoffman. Brown (2010) asserts that with over 55 million registered users throughout the world, LinkedIn is considered a premier business networking site. 

Like many other social and professional networks, LinkedIn has searchable groups wherein a member can create a group about a particular topic and other members can join the group to discuss a common interest or industry, hobby, college, religion, or political viewpoint. LinkedIn Groups are similar to forums.

WhatsApp

WhatsApp has become one of the very popular social networking applications, especially patronized by students in this part of the world. WhatsApp was founded in 2009 by Brian Acton and Jan Koum, both veterans of Yahoo!, and is based in Santa Clara, California (http://en.wikipedia.org/wiki/WhatsApp).

WhatsApp Messenger is a cross-platform mobile messaging application which allows you to exchange messages without having to pay for SMS. WhatsApp Messenger is available for iPhone, Blackberry, Windows Phone, Android and Nokia. Other than simple text, it also enables images, audios or videos to be shared instantaneously. As 3G and Wi-Fi technologies are gaining popularity all around the world, and more and more people are replacing their cellular phones with smart phones, the number of WhatsApp users is growing. Its cross-platform feature also enables people to exchange messages between different brands of smart phones. In addition to the basic text messaging functionality, it also supports multimedia messages, which enriches the context of the messages. More importantly, it connects to the server via the Internet, and only requires the user to have a data plan for the 3G services or to have access to Wi-Fi coverage.

However, a major privacy and security issue has been the subject of concern for WhatsApp. Corey (2011) submits that “the primary concern was that WhatsApp required users to upload their entire mobile phone's address book to WhatsApp servers so that WhatsApp could discover who, among the users' existing contacts, is available via WhatsApp”. While this is a fast and convenient way to quickly find and connect the user with contacts who are also using WhatsApp, it means that their address book was then mirrored on the WhatsApp servers, including contact information for contacts who are not using WhatsApp.

Nonetheless, WhatsApp provides two options for users who wish to save their chat history: creating a backup of it or exporting it as a text file that can be sent over email (Larrien, & Eric, 2012). According to Kim (2012), WhatsApp has crossed the 10 billion text messages sent milestone since launching in June 2009” and Murphy, (2013) adds that it has further exploded over the last year with over 7 billion inbound messages a day as of January 2013. It has more than 10 million downloads on Android with 369, 270 user reviews, and it is used in about 195 countries on 750 networks.

Twitter

Twitter is one of the most used social media platform for news tweet. Broersma and Graham (2012), comment that since its launch in July 2006, Twitter has quickly become popular. The social networking service allows its users to post 140 character long messages (tweets) to be distributed to users’. Its subscribers (followers) grew to 190 million users per month in June 2010 with 65 million tweets posted per day. As the number of users is rising, that is also how the various potentials of social media are being sold to other unaware members of the public.             

Brown (2010) observed that tweets can be responded to in several ways. You can send a reply that can be seen publicly, you can reply privately with a direct message, or you can forward a message to others using the re-tweet feature so that others can view your posts. You can also use Twitter to talk about anything – from what you had for lunch to the government’s latest budget cuts. The illustration below best presents the opportunities Twitter offers its subscribers.  

The nodes represent media sources and links represent co-subscription relationships. The node size is scaled to represent the log of audience share and its colour represents topical categories (Jisun, Cha, Gummadiz, & Crowcroft, 2011). It is a common experience today to see people going to social media sites such as Twitter to get updates on current events and read other peoples’ reactions to events in the news. 

To buttress the importance of Twitter to news organizations and news dissemination in mainstream journalism, Broersman and Graham (2012), observed that news organizations have begun to harness the potentials of Twitter as a tool for reaching out to audience. They opine that they use it in four particular ways: to disseminate news, to market stories, to establish relationships with news consumers, and as a tool for reporting. In recent years, breaking news like the terrorist attacks in Mumbai (November 2008), the crash of a US Airways plane in the Hudson River (January 2009) and the revolutions in Moldavia and Middle East (2009 - 2011) have been distributed through Twitter.

2go

2go is a social networking mobile application that gained popularity in Nigeria over the past two years. The application is particularly popular among students because it is cheap, compatible with even the simplest of phones and a non-SMS-based means of chatting with friends. 2go was conceived by two computer science students- Alan Wolff and Ashley Peter- in Cape Town back in 2007 and have since grown into a social network for millions. According to Orji, (2012), “it is a social network of millions of people, where you can meet people, talk to friends..., keep in touch with families and share files and pictures all over the world”.
“Its popularity as a mobile venue for dating and flirting makes it especially popular amongst students and it continue to expand in Nigeria as it capitalizes on network effects” (http://www.cp-africa.com). At present, Adeniyi, (2012) citing Balancing Act, a web analyst site; disclosed that “2go currently has over 20 million registered users, of which 3-3.5 million use it on a regular basis. Its biggest market is Nigeria with 61 percent of the total which has 12.5 million users, followed by South Africa which has 31 percent with 6.5 million users, followed by Kenya with 4 percent and others at 4 percent”. 

Adeniyi adds that “the users are young: 74 percent are 15-24 year olds in South Africa and 60 percent in Nigeria. The gender balance is almost equal in South Africa with 49 percent women, but slightly more male in Nigeria with 64 percent men.” 2go user adoption is growing rapidly at approximately 50,000 new registrations a day. Its mobile currency, GoCredits, enables users to buy content, play games and message each other in chat rooms.

However, the application does not require any special network connection on ones phone, and charges may vary from one mobile operator to the other but the cost remains significantly less compared to the cost of SMS, face book, twitter or yahoo messenger.

YouTube

YouTube allows its users to upload videos into its data and allow such video to be viewed by its subscribers directly or by using their Google account. Rodman (2002) describes YouTube, a technology developed in 2005, as a useable form of streaming technology which enables videos to be delivered via the web and viewed on a computer screen. He explains that the process involve ‘buffering’- meaning as the file is being downloaded and saved on a hard drive, it can be viewed at the same time. “YouTube has dramatically rewritten the possibilities for interactive participation in the public sphere, building upon the social networking potential leverage to a significant extent by the social networking site” (Green 2010:134).

YouTube has made it possible for individuals to upload videos with news worthy and otherwise content of sorts. This was witnessed in Nigeria on 16th August, 2011 where a video was uploaded on YouTube which showed 5 alleged students of Abia State University gang-raping a young lady and captured the act on their mobile phone. The video got out and concerned individuals spread it on YouTube and what followed was series of public outcry that led to an investigation ordered by the federal government. The focus here is on user-generated content and how it shapes the news with almost the same magnitude as mainstream journalism.    

Demonstrating the power of YouTube in times of disaster, a video on YouTube entitled ‘Earthquake in Sichuan China’, posted on 12 May 2008 shows footage of the earthquake as experienced by a college student in his residence. This clip, returned on Google’s page one results; was used in the BBC’s and the Telegraph’s video footage. The video was viewed over 1.5 million times on YouTube, and shows how information from social sites such as YouTube can at times influence mainstream news content (Redden & Witschge 2010).

Speaking on the advantages social networking sites offer individuals, Tremayne (2007:282) opined that individuals who had ideas but no convenient platform to reach a wider audience now have the opportunity (YouTube) and are taking advantage of it by the millions.
MySpace

This social network site according to Safko (2010) has more than 185 million members. Owned by Fox Interactive Media (which is part of Rupert Murdoch’s News Corporation), MySpace is an international interactive web site that allows its members to create a user-submitted network of friends, personal profiles, blogs, groups, photos, music, and videos. 

In April 2007, MySpace launched a service called MySpace News that allows users to link to and display reports from their favorite RSS (Really Simple Syndication) News feeds. MySpace News also lets members rank each news story by vote. Just as it is with Digg, a community-based news article popularity web site that combines social bookmarking, blogging, and syndication, the more votes a story gets the higher up the page it moves.

Concept Of Radio

Radio is an audio device of passing messages to a large audience. Radio  involves the process by which messages are sent through electrical waves. In  other words, the sound could be sent and received through these waves,  (Sambe, 2008:75). According to Idebi (2008:1) the word Radio is defined as  the process of sending and receiving messages through the air, using  electromagnetic waves. It is also about the activity of broadcasting  programmes for people to listen to the programmes being broadcast.  According to Uyo (1987) Radio as a word has its origin in the Latin  instrument through which signals are beamed out via electromagnetic  process land distributed via a transmitter to a scattered audience who receive  it via an antenna on a receiving set. Sambe, (2008) adds that Radio involves the process by which messages are sent through electrical waves. Radio can  also be seen as a medium used for sending and receiving messages through  the air using electronic waves. It is also about the activity of broadcasting programmes for people to listen to the programmes being broadcasted (Idebi, 2008:1). It can also be defined as the broadcasting of programmes for the public to listen to. It is the system of sending sound over a distance by transmitting electrical signals (BBC English Dictionary, 1992:946).  According to Apuke (2014) radio is one of the most important means of communication. Through radio, people send spoken words, music, and other communication signals through the air to any part of the world. Radio  broadcasts now feature music, news, discussion, interviews, description of  sports events and advertising. People drive to their jobs listening to car radios  and spend leisure hours hearing their favorite programs on radio.  Radio also has a wide variety of news in addition to broadcasting airplane  pilots, astronauts, construction workers, policemen, sailors and others who do  many kinds of jobs use radio for quick communication. Scientists send radio  waves into the sky to learn about weather. Telephone companies send  messages by radio as well as telephone.   

 Characteristics Of Radio 
As a medium of mass communication, radio has the following 

characteristics according to Apuke (2014).  

Portability: 

Radio is a very portable device that can be carried about  with ease. The portability of radio makes it possible for people to listen  to it wherever they are. With the coming of ICT, we now have radio 

sets that are as small as handsets.  

It is a mass medium: 

Radio messages can reach people in different  localities. Bittner (1989) says that the mass medium makes it possible  for the message to reach beyond the immediate proximity of the  sender. A mass medium has the ability to send a message globally. 

Transient messages: 

Radio messages are perishable. They are  constantly on the move. The audience cannot ask for a repeat of what  was not clearly heard because; the messages are on a move. That is  why most people say radio does not talk twice. 

Audio medium: 

Radio is a one-sided medium that is it can only be heard and not be seen. This makes it a limited sensory; it only appeals to the sense of hearing. According to Asemah (2009), in radio words are the only thing used to create pictures in the minds of the audience.  Other things like sound can also be used to create a mental picture in  the mind of the listener. 

Cheap: 

Radio set is affordable. We have radio sets that are as cheap  as N 500 naira. 

It requires talent: 

Radio operation requires talents to operate. It needs  the blending of different talents in order to function well. It is not onesided in operations. It requires the reporters, sound engineers, etc, to  operate. 

It is competitive: 

with the advent of many radio stations, it could be said that radio is a highly competitive business as it requires putting up  catchy programmes in order to outshine other stations.

2.2
THEORETICAL FRAMEWORK

User and gratification theory

User and gratification theory was developed in 1974 by Katz, Blumler and Gurevitch (Wimmer& Dominick 2011:294). Basically, the theory places more emphasis on “what people do with media” rather than “what media do to people” (Katz, 1959 cited in Idakwo, (2011:24). Uses and Gratifications theory is the study of the gratifications or benefits that attract and hold audiences to various types of media and the types of content that satisfy their social and psychological needs.

Social networking sites as new media of communication also lends itself to uses and gratifications approach, in part due to its interactive nature (Grant, 2005:627). Uses and gratifications research has typically focused on how media are used to satisfy cognitive and affective needs involving personal needs and entertainment needs (Rubin, 2002:46).

This hypothesis specifically puts power in the hands of the crowd. Instead of expecting that media messages have immediate, uniform impacts on the individuals who devour them, the Uses and Gratifications point of view suggests that beneficiaries make planned, purposeful choices about the media messages they open themselves to and at what recurrence taking into account individual needs and cravings independent of its impact on them-positive or negative.

Relating this theory to this current study, it shows that students use Social networking sites like facebook, whatsapp, instagram, twitter etc just to satisfy their needs- which may either be physical or psychological irrespective of the direction of its influence on their academic performance. Besides, it offers explanations to suggest that students use this site for varying reasons. In other words, users select media based on how well each one helps them meet specific needs or goals. Hence, this study tries to find out how this uses and gratification compares the use of social media and radio stations in the assessment of news information in the University of Ibadan. 

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 OF THE STUDY


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

This study was carried out to examine comparison of social media and radio stations on the assessment of news information: perspective of twitter and splash fm, using University of Ibadan, Oyo State as a case study. Students of University of Ibadan  form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

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

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

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of resident of Ese- Odo lga, the researcher conveniently selected 80 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section 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 simple percentage and mean and standard mediation  tables, which provided answers to the research questions.  

3.9
VALIDITY OF THE STUDY

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

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

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

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

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 eighty (80) questionnaires were administered to respondents of which only seventy-seven (77) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 77 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	42
	54.5%

	Female
	35
	45.5%

	Age
	
	

	20-25
	15
	19.5%

	25-30
	19
	24.7%

	31-35
	23
	29.9%

	36+
	20
	25.9%

	Marital Status
	
	

	Single 
	10
	12.9%

	Married
	64
	83.1%

	Separated
	0
	0%

	Widowed
	3
	3.9%

	Education Level
	
	

	100l
	00
	0%

	200l
	35
	45.5%

	300l
	42
	55.5%

	400l
	00
	0%


Source: Field Survey, 2021

4.2
DESCRIPTIVE ANALYSIS

Question 1: To what extent do University Ibadan students’ prefer Twitter to Splash FM?

Table 4.3
respondent on question 1

	Options
	Frequency
	Percentage

	High extent
	35
	45.45

	Low extent
	20
	25.97

	Undecided
	22
	28.57

	Total
	77
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 45.45% of the respondents said high extent, 25.97% said low extent. While 28.57% of the respondent were undecided .
Question 2: What factors influence students’ preference for Twitter and why if yes?

Table 4.4
Respondent on question 2

	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	Because students will be able to stay in touch with friends
	38
	29
	18
	25
	4
	2.72
	Accepted

	2
	Student are able to share funny video
	38
	14
	28
	30
	3.4
	2.54
	Accepted

	3
	Students are able to keep up with news on twitter
	38
	28
	30
	14
	3.9
	2.81
	Accepted

	4
	Students are able to build professional contact
	35
	29
	25
	21
	3.4
	2.70
	Accepted


Source: Field Survey, 2021

In table above, item1 with mean response of 2.72 accepted that because students will be able to stay in touch with friends they prefer to use twitter . Item 2 with mean score of 2.54 also accepted student are able to share funny video. Item 3 with mean score of 2.81 further accepted students are able to keep up with news on twitter. Item 4 with the mean score of 2.70 also accepted students are able to build professional contact on twitter. Item 1,2,3,4  have mean scores above 2.50. This indicates that respondents accepted in all the items on the factors that influence students’ preference for Twitter.

Question 3:  What are the problems of social networking sites as source of information?

Table 4.5
Respondent on question 3

	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	DECISION

	1
	Untrustworthy data member
	22
	30
	15
	10
	3.7
	2.84
	Accepted

	2
	Privacy Concerns
	18
	28
	22
	9
	4
	2.76
	Accepted

	3
	Excess players
	15
	30
	20
	12
	3.8
	2.62
	Accepted

	4
	Stalkers and other unwanted activity
	20
	25
	15
	17
	3.2
	2.61
	Accepted


Source: Field Survey, 2021

In table above, item1 with mean response of 2.72 accepted that untrustworthy data member is the problems of social networking sites. Item 2 with mean score of 2.54 also accepted privacy Concerns. Item 3 with mean score of 2.81 further accepted excess players. Item 4 with the mean score of 2.70 also accepted that stalkers and other unwanted activity is the problems of social networking sites. Item 1,2,3,4  have mean scores above 2.50. This indicates that respondents accepted in all the items on the problems of social networking sites as source of information.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was on examining comparison of social media and radio stations on the assessment of news information using University of Ibadan Oyo state as a case study. The study specifically was aimed at highlighting  whether University of Ibadan students’ prefer Twitter to Splash FM, examine factors influence students’ preference for Twitter over Splash fm and why if and  ascertain some of the problems confronting social networking sites as source of information particularly twitter.  A total of 77 responses were validated from the enrolled participants where all respondent are drawn from students of University of Ibadan.

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

Student prefer twitter because they will be able to stay in touch with friends, they are able to share funny video, they are able to keep up with news on twitter, and they are able to build professional contact.

Some of the problems of social networking sites as source of information is untrustworthy data member, privacy Concerns, excess players, stalkers and other unwanted activity.

5.3
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

That any information aired on Radio or on social media should be well processed and assessed in other for a credible news to be disseminated among the populace.

That both social media and radio stations intent is to pass information as it unfolds hence it is recommended that news be properly verified before been posted on the media.
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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 ( )

25-30 ( )

31-35 ( )

36+ ( )

Marital Status

Single  ( )

Married ( )

Separated ( )

Widowed ( )

Education Level

WAEC ( )

BS.c  ( )

MS.c ( )

MBA ( )

SECTION B

Question 1: To what extent do University Ibadan students’ prefer Twitter to Splash FM?

	Options
	Please tick

	High extent
	

	Low extent
	

	Undecided
	


Question 2: What factors influence students’ preference for Twitter and why if yes?

	S/N
	ITEM STATEMENT
	SA


	A   
	D   
	SD  

	1
	Because students will be able to stay in touch with friends
	
	
	
	

	2
	Student are able to share funny video
	
	
	
	

	3
	Students are able to keep up with news on twitter
	
	
	
	

	4
	Students are able to build professional contact
	
	
	
	


Question 3:  What are the problems of social networking sites as source of information?

	S/N
	ITEM STATEMENT
	SA


	A


	D


	SD



	1
	Untrustworthy data member
	
	
	
	

	2
	Privacy Concerns
	
	
	
	

	3
	Excess players
	
	
	
	

	4
	Stalkers and other unwanted activity
	
	
	
	


