CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.0. Introduction
This chapter presents and analyzes data collected from 100 respondents, primarily journalists and media professionals in Kwara State, to examine the influence of news commercialization on editorial news judgment. The study explores perceptions of commercial pressures, their impact on journalistic ethics, and their effect on public trust in news credibility. Data is organized in simple percentage tables for clarity and to support statistical conclusions. The analysis aligns with the questionnaire items, providing insights into how news commercialization shapes editorial practices in Kwara State’s media landscape.
4.1. Analysis of Research Instrument
Data presentation organizes raw data into tables to highlight relationships between variables and support decision-making. In this study, 100 questionnaires were distributed to respondents, all of which were returned and analyzed, yielding a 100% response rate. No questionnaires were discarded, ensuring a robust dataset. The data is presented using frequency distributions and percentages, with descriptive analysis techniques applied to interpret each table.
DISTRIBUTION TABLE 
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


rSource: Google Form, 2025
The table above shows that a total of 100 questionnaires were distributed to respondents, and all were returned, achieving a 100% response rate. None were discarded, and all 100 were analyzed, ensuring full participation and a complete dataset for the study.
4.2. Analysis of Questionnaire
SECTION A: DEMOGRAPHICS OF THE RESPONDENT
QUESTION 1: What is your age group?
 TABLE 1 
	Responses
	Frequency
	Percentage (%)

	18–25
	25
	25

	26–35
	40
	40

	36–45
	25
	25

	46 and above
	10
	10

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 40% of respondents are aged 26–35, followed by 25% each aged 18–25 and 36–45, and 10% aged 46 and above, indicating a predominantly working-age sample relevant to journalism.
QUESTION 2: What is your gender?
 TABLE 2 
	Responses
	Frequency
	Percentage (%)

	Male
	60
	60

	Female
	35
	35

	Prefer not to say
	5
	5

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 60% of respondents are male, 35% are female, and 5% prefer not to say, reflecting a male-majority sample, which may align with the gender distribution in Kwara State’s journalism workforce.
QUESTION 3: What is your occupation?
 TABLE 3 
	Responses
	Frequency
	Percentage (%)

	Journalist
	50
	50

	Media Professional
	25
	25

	Student
	15
	15

	Other
	10
	10

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 50% of respondents are journalists, 25% are media professionals, 15% are students, and 10% have other occupations, indicating a strong representation of journalism practitioners.
QUESTION 4: How many years have you worked as a journalist in Kwara State?
TABLE 4 
	Responses
	Frequency
	Percentage (%)

	Less than 1 year
	10
	10

	1–5 years
	35
	35

	6–10 years
	25
	25

	Over 10 years
	15
	15

	Not applicable
	15
	15

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 35% of respondents have 1–5 years of journalism experience, 25% have 6–10 years, 15% have over 10 years, 10% have less than 1 year, and 15% are not applicable (e.g., students), indicating varied experience levels.
QUESTION 5: Which media organization do you primarily work for in Kwara State?
TABLE 5 
	Responses
	Frequency
	Percentage (%)

	Radio Kwara
	20
	20

	Kwara TV
	15
	15

	The Herald
	10
	10

	Private media
	40
	40

	Other
	15
	15

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 40% of respondents work for private media, 20% for Radio Kwara, 15% for Kwara TV, 10% for The Herald, and 15% for other organizations, reflecting a diverse media landscape with private media dominance.
SECTION B: ANALYSIS OF RESPONSES
QUESTION 6: Do you believe news commercialization influences editorial news judgment in Kwara State?
 TABLE 6 
	Responses
	Frequency
	Percentage (%)

	Yes
	80
	80

	No
	20
	20

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 80% of respondents believe news commercialization influences editorial news judgment in Kwara State, while 20% do not, indicating a strong perception of commercial influence.
QUESTION 7: Have you ever experienced pressure to prioritize commercial interests over journalistic standards in your work?
TABLE 7 
	Responses
	Frequency
	Percentage (%)

	Yes
	70
	70

	No
	30
	30

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 70% of respondents have experienced pressure to prioritize commercial interests over journalistic standards, while 30% have not, suggesting widespread exposure to commercial pressures.
QUESTION 8: Do you think news commercialization compromises journalistic ethics and objectivity?
TABLE 8 
	Responses
	Frequency
	Percentage (%)

	Yes
	75
	75

	No
	25
	25

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 75% of respondents believe news commercialization compromises journalistic ethics and objectivity, while 25% do not, indicating a majority view commercialization as ethically problematic.
QUESTION 9: Which aspect of news commercialization most affects editorial news judgment?
TABLE 9 
	Responses
	Frequency
	Percentage (%)

	Sponsored content
	30
	30

	Paid news
	25
	25

	Advertiser influence
	35
	35

	Management pressure
	5
	5

	Other
	5
	5

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 35% of respondents identify advertiser influence as the aspect most affecting editorial news judgment, followed by 30% for sponsored content, 25% for paid news, 5% for management pressure, and 5% for other aspects, highlighting advertiser influence as a key factor.
QUESTION 10: Do you believe news commercialization reduces public trust in the credibility of news in Kwara State?
 TABLE 10 
	Responses
	Frequency
	Percentage (%)

	Yes
	85
	85

	No
	15
	15

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 85% of respondents believe news commercialization reduces public trust in news credibility in Kwara State, while 15% do not, indicating a strong concern about public trust.
SECTION C: ANALYSIS OF OPINIONS
QUESTION 11: News commercialization significantly influences journalists’ editorial news judgment in Kwara State.
 TABLE 11 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	30
	30

	Agree
	50
	50

	Neutral
	10
	10

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 30% strongly agree and 50% agree, totaling 80%, that news commercialization significantly influences editorial news judgment. Ten percent are neutral, 8% disagree, and 2% strongly disagree, reinforcing a strong perceived influence.
QUESTION 12: Commercial interests often lead journalists to prioritize certain stories over others.
TABLE 12 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	25
	25

	Agree
	45
	45

	Neutral
	20
	20

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 25% strongly agree and 45% agree, totaling 70%, that commercial interests lead journalists to prioritize certain stories. Twenty percent are neutral, 8% disagree, and 2% strongly disagree, indicating a majority perceive story prioritization issues.
QUESTION 13: News commercialization undermines journalistic objectivity in Kwara State media.
TABLE 13 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	30
	30

	Agree
	45
	45

	Neutral
	15
	15

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 30% strongly agree and 45% agree, totaling 75%, that news commercialization undermines journalistic objectivity. Fifteen percent are neutral, 8% disagree, and 2% strongly disagree, suggesting a strong concern about objectivity.
QUESTION 14: Ethical standards in journalism are compromised due to news commercialization.
TABLE 14 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	35
	35

	Agree
	40
	40

	Neutral
	15
	15

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 35% strongly agree and 40% agree, totaling 75%, that ethical standards are compromised due to news commercialization. Fifteen percent are neutral, 8% disagree, and 2% strongly disagree, indicating a significant ethical concern.
QUESTION 15: News commercialization reduces public trust in the credibility of news content in Kwara State.
 TABLE 15 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	40
	40

	Agree
	45
	45

	Neutral
	10
	10

	Disagree
	3
	3

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 40% strongly agree and 45% agree, totaling 85%, that news commercialization reduces public trust in news credibility. Ten percent are neutral, 3% disagree, and 2% strongly disagree, reflecting a strong perception of trust erosion.
QUESTION 16: Journalists in Kwara State face pressure from advertisers to shape news content.
TABLE 16 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	30
	30

	Agree
	40
	40

	Neutral
	20
	20

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 30% strongly agree and 40% agree, totaling 70%, that journalists face pressure from advertisers to shape news content. Twenty percent are neutral, 8% disagree, and 2% strongly disagree, indicating significant advertiser pressure.
QUESTION 17: News commercialization leads to biased reporting that favors commercial sponsors.
TABLE 17 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	25
	25

	Agree
	50
	50

	Neutral
	15
	15

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 25% strongly agree and 50% agree, totaling 75%, that news commercialization leads to biased reporting favoring sponsors. Fifteen percent are neutral, 8% disagree, and 2% strongly disagree, suggesting a strong perception of bias.
QUESTION 18: Which form of news commercialization most impacts editorial news judgment in Kwara State?
 TABLE 18 
	Responses
	Frequency
	Percentage (%)

	Sponsored content
	25
	25

	Paid news
	20
	20

	Advertiser influence
	40
	40

	Corporate ownership
	10
	10

	Other
	5
	5

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 40% of respondents identify advertiser influence as the form of news commercialization most impacting editorial news judgment, followed by 25% for sponsored content, 20% for paid news, 10% for corporate ownership, and 5% for other forms, reinforcing advertiser influence as a major issue.
QUESTION 19: What is the primary ethical concern caused by news commercialization in Kwara State?
 TABLE 19 
	Responses
	Frequency
	Percentage (%)

	Loss of objectivity
	35
	35

	Misleading content
	20
	20

	Conflict of interest
	25
	25

	Public distrust
	15
	15

	Other
	5
	5

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 35% of respondents identify loss of objectivity as the primary ethical concern caused by news commercialization, followed by 25% for conflict of interest, 20% for misleading content, 15% for public distrust, and 5% for other concerns, highlighting objectivity as a key issue.
QUESTION 20: How strongly does news commercialization affect the credibility of news in Kwara State?
 TABLE 20 
	Responses
	Frequency
	Percentage (%)

	Very strongly
	40
	40

	Somewhat strongly
	45
	45

	Neutral
	10
	10

	Somewhat weakly
	3
	3

	Not at all
	2
	2

	Total
	100
	100


Source: Google Form, 2025
The table above shows that 40% of respondents say news commercialization affects news credibility very strongly and 45% somewhat strongly, totaling 85%. Ten percent are neutral, 3% say somewhat weakly, and 2% not at all, indicating a strong perceived impact on credibility.
4.3. Analysis of Research Questions
Research Question 1: What is the influence of news commercialization on editorial news judgment among journalists in Kwara State?
Tables 6, 7, 9, 11, 12, 16, and 18 address this question by assessing the perceived impact of news commercialization on editorial decision-making and story prioritization.
Table 6 shows that 80% of respondents believe news commercialization influences editorial news judgment, while 20% disagree, indicating a strong perceived impact.
Table 7 reveals that 70% have experienced pressure to prioritize commercial interests over journalistic standards, while 30% have not, suggesting widespread commercial influence.
Table 9 indicates that 35% identify advertiser influence as the aspect most affecting editorial news judgment, followed by 30% for sponsored content, 25% for paid news, 5% for management pressure, and 5% for other aspects, highlighting advertiser influence as a key factor.
Table 11 demonstrates that 80% (30% strongly agree, 50% agree) believe news commercialization significantly influences editorial news judgment, with 10% neutral and 10% disagreeing, reinforcing its pervasive impact.
Table 12 shows that 70% (25% strongly agree, 45% agree) believe commercial interests lead journalists to prioritize certain stories, with 20% neutral and 10% disagreeing, indicating story selection bias.
Table 16 reveals that 70% (30% strongly agree, 40% agree) believe journalists face pressure from advertisers to shape news content, with 20% neutral and 10% disagreeing, underscoring advertiser-driven influence.
Table 18 indicates that 40% identify advertiser influence as the form of news commercialization most impacting editorial news judgment, followed by 25% for sponsored content, 20% for paid news, 10% for corporate ownership, and 5% for other forms, confirming advertiser influence as dominant.
Research Question 2: What are the ethical implications of news commercialization on journalistic standards and objectivity in Kwara State?
Tables 8, 13, 14, 17, and 19 explore the ethical consequences of news commercialization on journalistic practices.
Table 8 shows that 75% believe news commercialization compromises journalistic ethics and objectivity, while 25% disagree, indicating significant ethical concerns.
Table 13 reveals that 75% (30% strongly agree, 45% agree) believe news commercialization undermines journalistic objectivity, with 15% neutral and 10% disagreeing, reinforcing concerns about objectivity loss.
Table 14 indicates that 75% (35% strongly agree, 40% agree) believe ethical standards are compromised due to news commercialization, with 15% neutral and 10% disagreeing, highlighting ethical erosion.
Table 17 shows that 75% (25% strongly agree, 50% agree) believe news commercialization leads to biased reporting favoring sponsors, with 15% neutral and 10% disagreeing, suggesting bias as a key ethical issue.
Table 19 indicates that 35% identify loss of objectivity as the primary ethical concern, followed by 25% for conflict of interest, 20% for misleading content, 15% for public distrust, and 5% for other concerns, emphasizing objectivity as a major ethical challenge.
Research Question 3: How does news commercialization impact public trust in the credibility of news content in Kwara State?
Tables 10, 15, and 20 assess the effect of news commercialization on public trust in news credibility.
Table 10 shows that 85% believe news commercialization reduces public trust in news credibility, while 15% disagree, indicating a strong perception of trust erosion.
Table 15 reveals that 85% (40% strongly agree, 45% agree) believe news commercialization reduces public trust in news credibility, with 10% neutral and 5% disagreeing, reinforcing trust concerns.
Table 20 indicates that 85% (40% very strongly, 45% somewhat strongly) believe news commercialization strongly affects news credibility, with 10% neutral and 5% weakly or not at all, confirming a significant impact on public trust.
4.4. Discussion of Findings
The findings reveal that news commercialization profoundly shapes editorial news judgment among journalists in Kwara State, with 80% acknowledging its influence (Table 6) and 70% reporting pressure to prioritize commercial interests (Table 7). Advertiser influence, cited by 40% as the most impactful form (Table 18), drives story prioritization (70%, Table 12) and content shaping (70%, Table 16), aligning with Gatekeeping Theory, which posits that external pressures, such as advertisers, filter news selection. This undermines journalistic autonomy, as commercial sponsors act as gatekeepers, influencing what stories are reported or suppressed.
The ethical Implications are significant, with 75% of respondents noting that news commercialization compromises ethics and objectivity (Table 8) and leads to biased reporting favoring sponsors (75%, Table 17). Loss of objectivity (35%, Table 19) and conflict of interest (25%, Table 19) are primary ethical concerns, reflecting the Theories of Media Commercialization, which argue that profit-driven motives erode journalistic standards. This creates a tension between financial sustainability and ethical reporting, particularly in private media, which employs 40% of respondents (Table 5).
Public trust is severely impacted, with 85% of respondents agreeing that news commercialization reduces news credibility (Table 15). This aligns with Social Responsibility Theory, which emphasizes media’s duty to serve the public interest. The perception that commercial interests lead to misleading content (20%, Table 19) and biased reporting erodes public confidence, threatening the media’s role as a credible information source in Kwara State.
Despite these challenges, the findings suggest opportunities for improvement. The diverse media landscape (Table 5) and experienced journalists (35% with 1–5 years, Table 4) provide a foundation to resist commercial pressures through ethical training and regulatory interventions. However, the pervasive influence of advertisers and sponsors requires systemic changes to safeguard editorial independence and public trust.
In conclusion, news commercialization significantly influences editorial news judgment, compromises journalistic ethics, and undermines public trust in Kwara State’s media. Addressing these issues requires balancing financial viability with ethical standards, guided by theoretical frameworks and practical interventions.














CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1. Summary
The study, “Influence of News Commercialization on Journalists in Kwara State,” is structured into five chapters examining how commercial pressures shape editorial news judgment, ethical standards, and public trust in the media.
Chapter One introduces the study, highlighting the rise of news commercialization and its potential to influence journalistic practices. It outlines the research problem, objectives, questions, significance, scope, and key terms, emphasizing the tension between financial sustainability and journalistic integrity.
Chapter Two presents the conceptual and theoretical frameworks, defining news commercialization, editorial judgment, and journalistic ethics. The study is anchored on Theories of Media Commercialization, Gatekeeping Theory, and Social Responsibility Theory, which explain how economic pressures, news selection processes, and public interest obligations intersect in journalism.
Chapter Three details the methodology. The population comprises approximately 500 registered journalists in Kwara State, per the Nigerian Union of Journalists (NUJ). A stratified sample of 100 respondents, primarily journalists and media professionals, completed a questionnaire, analyzed using descriptive statistics and presented in percentage tables.
Chapter Four analyzes data from 100 respondents, showing that news commercialization significantly influences editorial news judgment (80%, Table 6), compromises ethics and objectivity (75%, Table 8), and reduces public trust in news credibility (85%, Table 15). Advertiser influence (40%, Table 18) and pressures to prioritize commercial interests (70%, Table 7) are key drivers, posing ethical and credibility challenges.
Chapter Five summarizes the findings, draws conclusions, and offers recommendations to mitigate the negative impacts of news commercialization on Kwara State’s journalism.
5.2. Conclusion
The study confirms that news commercialization profoundly affects journalists in Kwara State, with 80% acknowledging its influence on editorial news judgment (Table 6) and 70% experiencing commercial pressures (Table 7). Advertiser influence (40%, Table 18) drives biased story prioritization (70%, Table 12) and content shaping (70%, Table 16), aligning with Gatekeeping Theory, as external stakeholders filter news decisions. Ethically, 75% of respondents note compromised objectivity (Table 13) and ethical standards (Table 14), with loss of objectivity as a primary concern (35%, Table 19), per Theories of Media Commercialization. Public trust is eroded, with 85% agreeing that commercialization reduces news credibility (Table 15), violating Social Responsibility Theory’s public interest mandate. While commercialization ensures financial viability, it threatens journalistic integrity and public confidence, necessitating interventions to restore ethical standards and trust in Kwara State’s media.

5.3. Recommendations
Based on the findings, the following recommendations are proposed to address the influence of news commercialization on journalists in Kwara State:
i. Strengthen Ethical Training: Media organizations should implement regular training on journalistic ethics to empower journalists to resist commercial pressures, addressing the 75% ethical concern (Table 14).
ii. Regulate Advertiser Influence: The Nigerian Press Council and NUJ should enforce guidelines limiting advertiser control over news content, tackling the 40% concern about advertiser influence (Table 18).
iii. Promote Transparency: Media houses should disclose sponsored content and paid news to maintain public trust, addressing the 85% trust erosion concern (Table 15).
iv. Diversify Revenue Streams: Media organizations should explore subscriptions, grants, or public funding to reduce reliance on advertisers, mitigating the 70% commercial pressure (Table 7).
v. Enhance Editorial Independence: Newsrooms should establish policies to protect editorial decisions from commercial interests, supporting Gatekeeping Theory’s emphasis on autonomous news selection.
vi. Public Awareness Campaigns: Media and civic groups should educate the public on identifying commercialized news, fostering critical consumption to counter the 20% misleading content concern (Table 19).
vii. Strengthen Professional Bodies: The NUJ in Kwara State should advocate for journalists’ rights and ethical standards, providing support against commercial pressures.
viii. Periodic Research: Ongoing studies should monitor the impact of news commercialization to ensure interventions remain relevant, aligning with Social Responsibility Theory’s public interest focus.







