CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
News objectivity is a cornerstone of journalistic integrity, serving as a critical factor in ensuring that the public receives unbiased, accurate, and factual information. However, ownership structures often play a significant role in shaping the editorial policies of media outlets. Sobi FM, a prominent radio station in Ilorin, Nigeria, has become a key player in disseminating news within the region. As a privately owned media entity, the influence of its ownership on news content and objectivity raises questions about the potential for bias, editorial interference, and agenda-setting. Ownership concentration can, at times, prioritize commercial or political interests over journalistic neutrality, thereby affecting the trustworthiness of news coverage (McQuail, 2010).
Privately owned media stations like Sobi FM operate in a highly competitive landscape, where the interplay of economic and political pressures often challenges their ability to remain neutral. Scholars have argued that media ownership can significantly impact the framing of news, as owners may impose their perspectives, preferences, or affiliations on news reporting (Bagdikian, 2014). Given Sobi FM's influence in the local media sphere, understanding the implications of its ownership on the objectivity of its news content is essential. This inquiry is particularly relevant in a democratic society, where the media serves as the fourth estate, holding power to account and providing citizens with the information needed for informed decision-making.
Furthermore, Sobi FM’s ownership structure and affiliations may shape the station's news agenda, affecting its prioritization of topics and the framing of news stories. Studies have highlighted how ownership patterns often influence media content, particularly in settings where regulatory frameworks on ownership transparency are weak (Napoli, 2001). For example, a station owned by politically aligned stakeholders may emphasize narratives that align with their ideologies, potentially sidelining opposing viewpoints. This phenomenon underscores the importance of examining the relationship between Sobi FM's ownership and its journalistic practices.
The Nigerian media landscape provides a compelling backdrop for exploring the ownership-objectivity nexus, given its diverse ownership models and the challenges of maintaining journalistic independence. While government-owned media outlets are often accused of promoting state propaganda, privately owned stations, such as Sobi FM, face scrutiny for potentially prioritizing commercial gains or the interests of their owners. Understanding the dynamics at Sobi FM offers broader insights into how ownership influences news delivery and public perception. In the specific context of Sobi FM, the station’s ownership could influence its coverage of sensitive political, economic, or social issues. This influence may manifest in the selection of topics, framing of news, and prioritization of particular viewpoints. Research has shown that the closer the ties between media owners and political or corporate entities, the more susceptible news content becomes to partiality, impacting public trust in the media (McManus, 1994; Picard & Dal Zotto, 2016)
This study aims to examine the influence of Sobi FM’s ownership on its news objectivity, contributing to the broader discourse on media accountability and professionalism. By analyzing its ownership model, editorial policies, and the perceptions of its audience, this research seeks to provide an empirical understanding of the interplay between media ownership and news content. Such findings are critical for promoting transparency, strengthening media ethics, and ensuring that radio stations fulfill their role as unbiased information providers in society.
1.2	Statement of the Problem
	The objectivity of news reporting is a critical element in ensuring that audiences receive accurate, unbiased, and reliable information. However, the ownership of media organizations often plays a significant role in shaping editorial policies, which can impact the impartiality of news content. Sobi FM, as a privately owned radio station in Ilorin, operates in a competitive media landscape where commercial interests, political affiliations, and ownership dynamics might influence its news content.
Concerns have been raised about whether the ownership structure of Sobi FM affects its ability to maintain objectivity in news reporting. For instance, there may be biases in the selection of news stories, framing of issues, or the exclusion of dissenting voices. Such biases could undermine the credibility of the station and erode public trust in its reporting.
This problem is particularly significant in an era where media consumers rely heavily on radio as a primary source of information, especially in regions like Ilorin. Investigating the extent to which Sobi FM's ownership influences its news objectivity will provide valuable insights into the interplay between media ownership and journalistic integrity, and its implications for public opinion and democracy.
1.3	Objectives of the Study
Primarily, this study seeks to appraise the Influence of Sobi FM  radio station ownership on news objectivity. The specific objectives of the study are:
i. To examine the extent to which ownership of Sobi FM influences the objectivity of its news reporting.
ii. To assess the level of bias, if any, in the selection and presentation of news on Sobi FM as influenced by its ownership.
iii. To explore the perceptions of listeners regarding the impartiality of Sobi FM’s news content. 
1.4	Research Questions
	To guide the study, the following research questions have been formulated:
i. To what extent does the ownership of Sobi FM influence the objectivity of its news reporting?
ii. How does ownership affect the selection and presentation of news on Sobi FM?
iii. What are the perceptions of Sobi FM’s listeners regarding the impartiality of its news content? 
1.5	Significance of the Study
Understanding the Influence of Sobi FM  radio station ownership on news objectivity holds several significant implications for various stakeholders. Firstly, This study provides insights into how ownership patterns influence the objectivity of news reporting. It helps media practitioners understand the potential biases introduced by ownership interests, encouraging measures to uphold journalistic integrity.
The findings can assist policymakers and regulatory bodies like the National Broadcasting Commission (NBC) in formulating guidelines to minimize ownership-induced bias, thereby ensuring fairness and impartiality in news dissemination.
The study raises awareness among the public about the potential impact of ownership on the framing of news. This knowledge equips audiences to critically assess media content, fostering an informed citizenry.
This research adds to the existing body of knowledge on media ownership and its implications for news objectivity, serving as a reference point for future studies in media and communication.
Media owners, editors, and journalists can use the findings to balance ownership interests with ethical journalism practices, thus enhancing credibility and public trust in their media outlets.
By addressing how ownership influences news objectivity, the study underscores the importance of unbiased media in promoting democratic values, transparency, and accountability in governance.
1.6	Scope of the Study
Conceptually, this study focuses on investigating the Influence of Sobi FM  radio station ownership on news objectivity. Geographically, the scope of the study is limited to Ilorin metropolis with special emphasis on Sobi 101.9 FM. Methodologically, the study adopts the use of research design of the survey type; the design provides the researcher with the opportunity to conduct a field work using questionnaire administered randomly among targeted respondents with the hope of gathering relevant information needed for the research work.
1.7	Definition of Terms
Influence: Influence refers to the capacity to affect the character, development, or behavior of someone or something. In the context of media, it signifies the power a radio station or its ownership has to shape public opinion, preferences, or attitudes through the content it broadcasts.
Radio Station: A radio station is a broadcasting organization that transmits audio content, such as music, news, talk shows, and advertisements, to a specific audience over radio frequencies or via digital platforms.
Ownership: Ownership refers to the legal possession or control of an entity, in this case, a radio station. It can be private (owned by individuals or corporations), public (owned by the government), or community-based (owned and operated by a local community). Ownership often influences the policies, content, and objectives of the station.
News Objectivity: News objectivity is the practice of presenting news and information in a fair, unbiased, and impartial manner. It involves reporting facts accurately without personal opinions, prejudices, or external influences that could distort the truth.


CHAPTER TWO
LITERATURE REVIEW
2.1	Theoretical Framework 
The theoretical framework for examining the influence of media ownership on news objectivity often draws upon several key theories, including the Political Economy of the Media, Agenda-Setting Theory, and the Gatekeeping Theory. These theories provide insights into how ownership structures, economic interests, and editorial policies shape the content and perceived impartiality of news.
2.1.1	Political Economy of the Media Theory
The political economy of the media examines how economic and political influences affect media practices and content. According to McChesney (2004), media ownership plays a significant role in shaping editorial decisions. Media outlets owned by private individuals or corporations often prioritize content that aligns with their owners' economic and political interests. In the context of Sobi FM, the ownership structure could directly or indirectly influence the station’s editorial policy, leading to potential biases in news reporting. For example, if the owners have political affiliations or commercial interests, there may be a tendency to suppress dissenting views or favor specific narratives.
The Political Economy of Media theory offers a critical framework for understanding how ownership and control of media organizations influence news content, including objectivity. This theory argues that media ownership often aligns with specific economic and political interests, potentially shaping editorial decisions and news framing to align with the owners’ values and agendas (Mosco, 2009). In the context of Sobi FM, a privately-owned radio station, its ownership structure may significantly impact how it prioritizes and reports news stories. The need to maintain profitability and satisfy owners or stakeholders might lead to selective reporting, favoring topics that align with their interests while downplaying or omitting conflicting perspectives.
A key tenet of this theory is that media organizations, as part of broader economic systems, are influenced by market dynamics and the political affiliations of their proprietors. Bagdikian (2004) highlights that concentration of media ownership can limit diversity in news reporting, as the interests of a few dominant players overshadow independent voices. For Sobi FM, ownership influence could manifest in editorial slant, where stories are curated or framed to support the political or economic leanings of the owners, raising questions about the station's commitment to unbiased journalism.
Furthermore, the theory emphasizes the role of advertising revenue as a significant driver of media behavior. The reliance on advertisers may compel Sobi FM to cater to commercial interests, potentially compromising news objectivity. According to McChesney (2004), media outlets often prioritize content that appeals to advertisers or avoids controversial issues that might alienate sponsors. This dynamic suggests that Sobi FM’s ownership might indirectly affect news objectivity by prioritizing financial sustainability over journalistic impartiality.
The Political Economy of Media theory underscores the interplay between media ownership, economic interests, and news content. For Sobi FM, these dynamics may challenge its capacity to provide objective news coverage. The ownership’s influence, whether direct or indirect, raises concerns about editorial independence and the ability of the station to serve as a neutral platform for public discourse. Critical analysis of these factors is essential to understanding the broader implications of media ownership on democratic processes and informed citizenship.
2.1.2	Agenda-Setting Theory
Agenda-setting theory posits that the media doesn’t tell audiences what to think but rather what to think about (McCombs & Shaw, 1972). Ownership influences the agenda-setting process by determining which issues receive coverage and how they are framed. Sobi FM’s ownership may thus impact the selection of news topics, emphasizing issues that align with the owners’ interests while sidelining others. This selective emphasis can shape public perceptions and potentially compromise the objectivity of the news.
In media institutions like Sobi FM, ownership influence can manifest through editorial policies that align with the proprietor's personal or corporate agenda. As agenda-setting theory suggests, the focus on certain topics over others creates a ripple effect, shaping public discourse and awareness. For instance, if Sobi FM's ownership has a vested interest in specific political or economic issues, the station might disproportionately cover such topics, prioritizing them above others of equal or greater public relevance. Consequently, this may lead to biased reporting or selective omission, undermining the station's credibility as an impartial news source (Griffin, 2011).
Moreover, the implications of ownership influence extend to the framing of news content. Agenda-setting theory highlights how media not only tells audiences what to think about but also how to think about it. In this regard, Sobi FM's ownership could influence how news stories are portrayed whether positively, negatively, or neutrally thus subtly shaping audience opinions. For example, a politically affiliated owner might ensure that news reports cast their preferred political party in a favorable light while undermining opposition parties. Such practices can erode the station's commitment to objectivity, creating a trust deficit among its audience.
Ultimately, understanding the influence of ownership on agenda-setting underscores the critical need for ethical standards in journalism. The theory reinforces the importance of editorial independence and balanced reporting as safeguards against potential bias introduced by ownership interests. By adhering to these principles, Sobi FM can maintain its reputation for news objectivity, even in the face of potential ownership pressures. This ensures that the station fulfills its role as a credible source of information in the public sphere, thereby fostering an informed citizenry (McCombs, 2005).


Three Types Of Agenda Setting
	The research on agenda setting effect is to compare the salience of issues in news content with the public perception of the most important issue and then prove whether there is the influence of guidance of guidance exert by the media. There’re three models assumed by max Mcombs: Awareness model priorities model most investigation and researches are centered on these three models in the researches, the dependent variables are media audience agenda and policy agenda as listed in the following part three types of agenda setting rogers and dearing identify three types of agenda setting:
i. Policy agenda setting in which the public’s agenda is the dependent variable (the traditional hypothesis)
ii. Media agenda setting in which the media’s agenda is treated as the dependent variable (“agenda building”)
iii. Policy agenda setting in which elite policy  makers agendas are treated as the dependent variable (“political agenda setting”)
Mass communication research rogers and dearing augue, has focused a great deal on public setting e.g McCombs and shaw, 1972 and media agenda setting but has largely ignored policy agenda setting which is studied primarily by political scientists. As such, the authors suggest mass communication scholars pay more attention to how the media and public agendas might influence elite policy makers agendas (ie, scholars should ask where the president or members of the U.S congress get their news from and how this affects their policies). Writing in 2006, Walgrave and van Aelst took up Rogers and dearing’s suggestion creating a preliminary theory of political agenda setting, which examines factors that might influence elite policy maker’s agendas.
Accessibility
	Agenda setting occurs through a cognitive process known as “accessibility”. Accessibility implies that the more frequently and prominently the news media cover as issue the more instances of that issues become accessible in audience’s memories. When respondent are asked what the most important problem facing the country is, they answer with the most accessible news issue in memory which is typically the issue the news media focused on the most. The agenda setting effect is not the result of receiving one or a few messages but is due to the aggregate impact of a very large number of messages such each of which has a different content but all of which deal with the same general issue. Mass media coverage in general and agenda setting in particular also has a powerful impact on what individuals thinking and hence they tend to allocate more importance to issues that have been extensively covered by mass media. This is also called schemata theory.
2.1.3	Gatekeeping Theory
Gatekeeping theory, introduced by Lewin (1947) and later expanded by Shoemaker and Vos (2009), explores how information passes through multiple filters before reaching the audience. Media owners are key gatekeepers who can influence which stories are published or broadcasted. At Sobi FM, ownership might exert direct control over editorial decisions, dictating which news stories are covered, the angles taken, and the language used, all of which could affect objectivity.
Gatekeeping theory, first introduced by Kurt Lewin in 1947, explains how information is filtered and selected by individuals or institutions before reaching the public. In the context of media, gatekeepers, such as editors, producers, or media owners, play a crucial role in deciding what news is published, how it is framed, and how much emphasis it receives (Shoemaker & Vos, 2009). This process significantly influences public perception and the agenda-setting function of the media. At Sobi FM, the ownership structure likely impacts gatekeeping decisions, shaping the station’s editorial policies and the objectivity of its news reporting.
The ownership of Sobi FM, like other privately-owned media organizations, introduces unique dynamics into the gatekeeping process. Media owners often prioritize certain narratives that align with their personal, political, or commercial interests, which can affect the selection and framing of news stories (McQuail, 2010). If the station’s ownership has particular political or economic affiliations, it could lead to a bias in reporting, thereby compromising objectivity. For example, stories critical of the owner’s interests may receive less attention or be excluded entirely, creating a slant in the station’s content.
Furthermore, gatekeeping at Sobi FM is not limited to ownership but extends to the interplay between editorial independence and market pressures. Media organizations operating in competitive environments may prioritize sensational or entertainment-driven news to attract a larger audience, potentially at the expense of accuracy and objectivity (White, 1950). However, if Sobi FM’s ownership places an emphasis on maintaining credibility and journalistic ethics, it could counterbalance these tendencies and foster more objective reporting. The station’s ability to navigate these competing interests is critical in determining its role as a credible news source.
Gatekeeping theory provides a valuable framework for understanding how Sobi FM’s ownership influences news objectivity. The station’s ownership exerts a significant influence on editorial decisions, potentially shaping public discourse in line with specific agendas. To enhance objectivity, it is essential to foster transparent editorial policies and ensure that journalists have the independence to report without undue interference. By critically examining the implications of gatekeeping at Sobi FM, stakeholders can better appreciate the need for media accountability and integrity in the democratic process.
2.2	Conceptual Frame Work
2.2.1	Concept of Media Ownership
Media ownership refers to the control and administration of media outlets by individuals, corporations, or governments, which directly influences the production, dissemination, and framing of content. Ownership structures can significantly impact the type of information shared with the public and the perspectives emphasized or omitted. According to McQuail (2019), media ownership determines the ideological and commercial priorities that guide decision-making within media organizations.
Ownership models can be broadly categorized into public, private, and community-based systems. Public ownership is typically controlled by the state and focuses on providing services for public good rather than profit. For instance, public broadcasters like the BBC are mandated to prioritize educational and unbiased content (Hesmondhalgh, 2018). On the other hand, private ownership is driven by profit motives, with advertisers and shareholders exerting significant influence on media operations.
The concentration of media ownership is a critical concern in the contemporary landscape. This phenomenon, also known as media conglomeration, occurs when a few large entities dominate the media market, limiting diversity and fostering a homogenized media narrative. Bagdikian (2019) emphasized that such concentration risks undermining democratic values by restricting access to alternative viewpoints and reducing the public's ability to make informed decisions.
Another dimension of media ownership is cross-ownership, where a single entity controls multiple media outlets across different platforms, such as television, radio, and online media. This arrangement can lead to a consolidation of power, enabling owners to shape public opinion on a larger scale. McChesney (2022) warns that cross-ownership exacerbates media bias and limits journalistic independence, prioritizing commercial interests over public service.
In developing countries, media ownership is often characterized by government dominance or affiliation with powerful political entities. This relationship can hinder press freedom and transparency, as media outlets may act as propaganda tools rather than serving as impartial sources of information. Djankov et al. (2023) note that state-controlled media in many regions prioritize political interests over journalistic integrity.
However, the rise of digital platforms has introduced new dynamics in media ownership. Technology giants like Google and Meta (formerly Facebook) now play significant roles in content distribution, influencing traditional media landscapes. While these platforms claim to democratize information, critics argue that their algorithms and monetization models prioritize sensationalism and clickbait, compromising content quality (Napoli, 2019).
Understanding the concept of media ownership is essential for evaluating its implications on media freedom, diversity, and democracy. Whether owned by private corporations, governments, or community organizations, the structure and intent of media ownership significantly influence public discourse and societal development. A robust regulatory framework is necessary to ensure that media ownership supports pluralism, transparency, and the public interest.
2.2.2	Effects of Ownership on the media in Nigeria
The ownership structure of media in Nigeria has significant effects on content, editorial independence, and public perception. Media ownership refers to the individuals or organizations that control the production, distribution, and dissemination of media content, such as newspapers, radio, and television stations. In Nigeria, the concentration of media ownership in the hands of a few wealthy individuals and corporate bodies has raised concerns about diversity in media representation and the potential for bias in reporting. A few dominant owners often influence the direction of editorial policies, which may limit the scope of news coverage and public access to alternative viewpoints (Ogunyemi, 2020).
One major impact of media ownership in Nigeria is the potential for political bias. Many media outlets in the country are owned by political elites or business magnates with strong political affiliations. This ownership structure can lead to the skewing of news content to favor the interests of the owners or their political allies. This is especially evident during election periods, where media houses may be used as tools to promote specific candidates or political parties, undermining journalistic objectivity (Ogunyemi, 2020; Adeyemi, 2021). As a result, the public may receive a biased portrayal of political events, limiting their ability to make informed decisions.
Additionally, the financial interests of media owners in Nigeria can affect the kind of news that gets prioritized. For instance, owners may suppress certain stories that could harm their business interests or those of their sponsors. Advertisers, who often contribute significantly to media revenue, may also influence editorial decisions by pulling advertisements from media outlets that publish content detrimental to their interests (Eze, 2019). This arrangement can lead to self-censorship, where journalists avoid controversial or critical topics in favor of content that maintains good relationships with advertisers and sponsors.
The role of foreign ownership in Nigerian media is another critical issue. Many media outlets in the country are owned or heavily influenced by foreign investors or international media organizations. While this can provide access to global perspectives and advanced technologies, it can also lead to a situation where the interests of Nigerian citizens are overshadowed by external priorities. The dominance of foreign media in Nigeria raises concerns about cultural imperialism, where foreign media outlets shape public opinion in a way that aligns with the interests of their home countries, rather than those of Nigeria (Okoro, 2018).
In terms of public service broadcasting, state-owned media in Nigeria face unique challenges. While the government is expected to provide unbiased information to the public through state-owned media, in practice, these outlets are often used as propaganda tools by the ruling party. This results in a lack of trust in public service broadcasters, as the public perceives them as mouthpieces for the government rather than impartial sources of information (Amadi, 2022). The challenge of balancing political neutrality while serving the public good remains an ongoing issue for state-run media in Nigeria.
Moreover, the commercialization of media in Nigeria has led to the rise of sensationalism in reporting. Media owners who seek profits may prioritize stories that attract high ratings or large audiences, often at the expense of accuracy and quality. This trend is evident in the growing popularity of tabloid journalism, where scandalous stories and sensational headlines dominate media platforms. Such content may generate immediate financial gains but can harm the overall credibility of the media industry (Ogundele, 2020). The shift towards sensationalism reflects the increasing influence of profit-driven motives in Nigerian media.
Media ownership in Nigeria has far-reaching effects on the quality, objectivity, and diversity of media content. While media ownership can promote diversity and bring in new resources, it can also contribute to political bias, sensationalism, and self-censorship. The concentration of media ownership in the hands of a few individuals and corporations presents challenges for a truly independent media landscape in Nigeria. As such, reforms are needed to encourage diversity in ownership, promote ethical standards, and ensure that media outlets serve the public interest rather than the interests of their owners (Adeyemi, 2021).
2.2.3	History of Media in Nigeria
The history of media ownership in Nigeria is closely tied to the country's colonial past, its post-independence era, and the dynamics of political and economic changes over the years. The media landscape in Nigeria has evolved significantly, shaped by both state control and the increasing influence of private ownership. The colonial government established the first forms of mass communication, mainly through radio and newspapers, with the Nigerian Broadcasting Corporation (NBC) being founded in 1951, marking the beginning of state-controlled media. The government used media as a tool for disseminating its policies and maintaining control over the population (Ayobami, 2002).
After Nigeria gained independence in 1960, the media continued to be primarily state-controlled, with the government having significant influence over the content and direction of broadcasts and publications. During this period, the government used the media to strengthen national unity and foster a sense of nationhood. However, the 1960s and 1970s witnessed the growth of private media outlets, as Nigerians sought to challenge the dominance of state-controlled media. These private media outlets were mostly established by individuals or groups with significant political and business interests, but they were still largely overshadowed by the state's influence over mass communication (Ojebode, 2003).
The period between the 1980s and 1990s marked a shift in Nigeria's media ownership, as the government became more repressive under military rule, and the private media began to assert more independence. The introduction of satellite television, cable networks, and private newspapers led to a diversification of the media landscape, which also meant that the concentration of media ownership in the hands of a few individuals or conglomerates became a growing concern. This period also saw the emergence of radio stations with regional reach, giving rise to a more fragmented media environment (Omu, 2007). However, under military regimes, journalists faced censorship, imprisonment, and harassment, limiting the extent of media freedom despite the rise of private ownership.
In 1999, with the return to civilian rule, Nigeria witnessed a more liberal media environment. The deregulation of the media sector allowed more private players to enter, and this led to an explosion of private radio stations, television channels, and newspapers. Ownership of the media began to shift from predominantly government-controlled institutions to private hands. However, the issue of media concentration became more pronounced, as a few wealthy individuals and corporate conglomerates gained control over multiple media outlets, raising concerns about monopolistic practices and the diversity of voices in the media landscape (Ekwueme, 2013).
The 2000s saw a marked increase in the number of private media outlets, especially with the advent of cable TV networks and the internet, which expanded media ownership beyond traditional formats. Some of the major private media owners included Alhaji Bola Tinubu, who owned several television and radio stations, and Nduka Obaigbena, the publisher of This Day newspaper. Despite the flourishing of private media outlets, the media still faced significant challenges, including financial constraints, political interference, and the concentration of media ownership among a few powerful individuals (Ali, 2017).
In the 2010s and beyond, media ownership in Nigeria has continued to evolve with the digital revolution. The rise of social media platforms, online news portals, and citizen journalism has provided a platform for diverse voices, though the traditional media still dominates in terms of influence and reach. However, the growing role of social media has raised concerns about misinformation, fake news, and the control of public discourse. The relationship between media ownership and political power in Nigeria remains a complex issue, as media owners often have vested interests in political outcomes, which can affect the objectivity and independence of journalism (Akinfeleye, 2018).
Media ownership in Nigeria has undergone significant transformations, shaped by political regimes, economic factors, and technological advancements. While the transition from state control to private ownership has allowed for greater diversity and plurality in the media, challenges such as media concentration, political influence, and censorship remain. The future of media ownership in Nigeria will likely continue to be influenced by both global trends and local political and economic dynamics, making it an area of ongoing concern for media scholars and practitioners alike.
2.2.4	Characteristics of Media
Media, in its various forms, has distinct characteristics that differentiate it from other communication channels. These characteristics play a crucial role in shaping how information is disseminated and received by audiences. Below are some key characteristics of media:
Mass Communication: One of the most defining features of media is its ability to reach a large audience simultaneously. Whether through television, radio, newspapers, or online platforms, media allows for the widespread dissemination of information to diverse groups of people across vast geographical areas. This characteristic makes media a powerful tool for influencing public opinion, spreading news, and promoting culture.
Public Accessibility: Media is typically accessible to the public, either for free or for a cost. While some forms of media, such as subscription-based services, may charge fees, most media outlets (especially those in the public sector) are accessible to everyone. This ensures that information can reach a broad segment of society, promoting democratic access to knowledge and news.
Diversity of Platforms: Media encompasses a wide range of platforms, each with unique features. These include traditional forms like print media (newspapers and magazines), broadcast media (television and radio), and new media (social media, blogs, and online news platforms). The variety of platforms enables media to cater to different audience preferences, from those who prefer visual content to those who favor written articles or interactive formats.
Timeliness: Media is often valued for its ability to provide up-to-date information. News outlets, especially those in the digital realm, offer instant updates on global events, trends, and developments. The characteristic of timeliness is crucial in today’s fast-paced world, where audiences expect to receive the latest news at any time of the day, particularly through digital platforms like news apps, websites, and social media.
Interactivity: In recent years, the rise of digital media has introduced a high level of interactivity. Unlike traditional media, which tends to have a one-way communication flow, digital media allows audiences to engage with content, comment on stories, share opinions, and participate in discussions. This interactivity has transformed the role of the audience from passive consumers of information to active participants in the media landscape.
Permanency and Archiving: While traditional media often has a short lifespan (e.g., news reports in newspapers or broadcasts), digital media offers the possibility of archiving content indefinitely. This characteristic ensures that information can be accessed at any time, long after its original publication or broadcast. Online news sites, social media platforms, and video-sharing services allow users to retrieve old content, creating a permanent record of events and media history.
Selective Consumption: Media allows individuals to choose what content they want to consume. With the growth of digital platforms, users can select specific topics, channels, or types of media that align with their interests. This characteristic enables a highly personalized experience, where audiences can focus on the content that appeals to them, from entertainment to educational materials or news about their favorite topics.
Influence and Persuasion: Media has the power to shape public perception, attitudes, and behavior. Through various forms of storytelling, advertising, and news reporting, media can influence how people think about issues, products, political matters, and social trends. This persuasive power is why media is often used in political campaigns, advertising, and social movements.
Entertainment and Education: Media is used both for entertainment and educational purposes. While traditional media such as television and radio offer entertainment content like shows, movies, and music, they also provide educational programming like documentaries, news, and educational channels. The dual role of media in entertaining and educating audiences makes it a versatile tool for cultural development and learning.
Global Reach and Local Impact: Media operates on a global scale, yet it can have a profound local impact. International media outlets like BBC, CNN, and Al Jazeera report on global events, but local media outlets, like regional newspapers or community radio stations, focus on issues that are relevant to specific communities. The ability of media to address both global and local concerns helps foster a connection between the world and local cultures.
2.2.5	Functions of Media
Media plays a crucial role in modern society, serving a variety of functions that impact individuals, communities, and nations. These functions contribute to the social, political, economic, and cultural fabric of societies. Below are some of the primary functions of media:
1. Information Dissemination: One of the primary functions of media is to inform the public about local, national, and international events. News media provides up-to-date information on a wide range of topics, including politics, economics, science, health, and entertainment. By disseminating information, media helps individuals make informed decisions, participate in public discourse, and understand the world around them.
2. Education: Media serves as an important educational tool by providing content that educates the public. Educational programs on television, radio, and digital platforms offer information on various subjects, from academics to life skills. Additionally, media platforms like documentaries, online courses, and podcasts contribute to informal education by making knowledge accessible to a wider audience. In this way, media helps individuals enhance their understanding of the world and fosters lifelong learning.
3. Entertainment: Media functions as a major source of entertainment, offering content that provides enjoyment, relaxation, and escapism. This includes movies, music, TV shows, video games, and online content. Entertainment media has a significant cultural impact by shaping popular culture, trends, and societal norms. By offering diverse entertainment options, media helps to meet the recreational and emotional needs of audiences.
4. Public Opinion Formation: Media plays an essential role in shaping public opinion by framing issues and influencing how people think about various topics. Through news reports, editorials, opinion pieces, and advertisements, media outlets help define the social and political discourse. This influence can affect people's attitudes toward political candidates, policies, social issues, and brands. The way media presents issues can affect public sentiment and guide societal decisions and actions.
5. Socialization and Cultural Transmission: Media helps transmit cultural values and norms from one generation to another. It is a key agent of socialization, where individuals learn about the customs, traditions, and behaviors expected within their society. Media also promotes cultural diversity by showcasing different cultural expressions, languages, and lifestyles. Through television, movies, music, and social media, people are exposed to a variety of cultures, ideas, and practices, which can foster greater understanding and tolerance.
6. Surveillance: Media performs a surveillance function by monitoring and reporting on various activities that affect society. This includes monitoring government actions, business practices, and social issues. Investigative journalism, for instance, plays a crucial role in exposing corruption, social injustices, and environmental issues. The surveillance function ensures that individuals and organizations are held accountable, contributing to transparency and a more informed public.
7. Agenda Setting: Media has the power to set the public agenda by determining which issues are given attention and how they are framed. By selecting certain topics for coverage and emphasizing their importance, media can influence which issues dominate the public conversation. This agenda-setting function can shape political discourse, public policy, and social priorities. Media outlets often decide which events or topics are deemed newsworthy, thus influencing what the public perceives as important.
8. Advertising and Commercial Promotion: Media serves as a platform for advertising, helping businesses and organizations promote products, services, and brands to a wide audience. Advertising through media whether television commercials, online ads, radio jingles, or print advertisements drives consumer behavior and economic activity. This function supports the global economy by connecting consumers with businesses and facilitating the exchange of goods and services.
9. Public Relations and Advocacy: Media also plays a significant role in public relations and advocacy, where it helps organizations, governments, and individuals shape their image and influence public perceptions. Advocacy groups use media to raise awareness about social, political, or environmental causes, aiming to persuade the public to take action or adopt particular viewpoints. Media platforms are essential tools for campaigns, activism, and advocacy, as they provide a way to reach large audiences with messages of change.
10. Facilitating Communication and Connectivity: Media serves as a bridge for communication between individuals and communities. Through social media, blogs, forums, and messaging apps, people can interact, share ideas, and build relationships across borders. This function of media has become increasingly important in the digital age, where connectivity is essential for personal, social, and professional growth. It helps create a more interconnected world where ideas, knowledge, and experiences can be shared rapidly.
Media performs a wide range of functions that are integral to the functioning of society. From informing the public and educating individuals to shaping public opinion and fostering social connections, media plays a pivotal role in modern life. It is an essential tool for communication, culture, and democracy, influencing virtually every aspect of society.
2.2.6	Concept of News Objectivity 
News objectivity refers to the principle of reporting news in an unbiased and impartial manner, without injecting personal opinions or emotions into the narrative. It involves presenting facts and events based on evidence, sources, and a neutral tone to allow the audience to form their own opinions. The concept is central to journalistic ethics and is considered a cornerstone of credible reporting. News objectivity helps ensure that the public receives information that is accurate, fair, and free from the influence of political, commercial, or personal interests (Kovach & Rosenstiel, 2024). Objective reporting focuses on the facts, giving due consideration to both sides of an issue and allowing the audience to make informed judgments.
In practice, objectivity in news reporting can be a challenge, as journalists are often influenced by their own backgrounds, ideologies, or the constraints of their media organizations. While complete objectivity may be impossible, journalists strive for fairness by presenting a balanced view of the facts, ensuring that diverse perspectives are represented (Tuchman, 2017). This is especially crucial in controversial or sensitive topics where skewed reporting can lead to misinformation, public confusion, and polarization. For example, the way media outlets report on political events can significantly impact public opinion, making it essential for journalists to strive for impartiality.
The idea of news objectivity emerged in the early 20th century as a response to the sensationalism and partisanship that dominated earlier forms of journalism. It was rooted in the belief that the media should serve as a neutral platform for disseminating information to the public, without promoting particular political or ideological agendas (Lichtenberg, 2018). By adhering to objectivity, journalists could enhance the credibility of their reporting and earn the trust of their audiences. The adoption of objective reporting was also a way to distinguish news from commentary and opinion, ensuring that the public could differentiate between factual reporting and subjective analysis.
One of the key elements of news objectivity is the practice of verification, which involves checking facts before publishing. Journalists are expected to rely on credible sources and cross-check information to avoid errors and misinformation. This also includes the ethical responsibility of journalists to disclose their sources and methods, enabling the audience to assess the reliability of the information being presented (McQuail, 2019). Inaccurate or unverified reporting can undermine the objectivity of the news and damage the reputation of both the journalist and the media organization.
Despite its foundational importance, the concept of news objectivity has been widely debated, particularly in the context of modern media. Critics argue that complete objectivity is an unattainable ideal, as all journalists, consciously or unconsciously, bring their own biases to their work (Parsons, 2017). Some also contend that the emphasis on objectivity can limit the media’s ability to engage with issues in a meaningful and critical way, especially when it comes to social justice or moral concerns. Others argue that the pursuit of objectivity can sometimes result in the "both-sides" fallacy, where complex issues are oversimplified by presenting equal weight to opposing views, even if one side is factually incorrect or harmful.
The rise of digital media and the decline of traditional journalism have also complicated the pursuit of objectivity. With the increasing presence of social media platforms and the growing influence of citizen journalism, the lines between objective reporting and subjective opinion have become blurred (Bivens, 2017). While traditional news outlets may still adhere to journalistic standards of objectivity, many online platforms allow for more personalized and opinion-driven content. This has led to the proliferation of "echo chambers," where individuals are exposed only to viewpoints that align with their own, potentially leading to a more polarized society.
News objectivity remains a fundamental concept in journalism, with its core purpose being to present accurate, unbiased, and impartial information to the public. While achieving complete objectivity may be challenging, journalists continue to strive for fairness and balance in their reporting, ensuring that the audience receives reliable and credible information. As the media landscape evolves, it is crucial for journalists to adapt and refine their approaches to objectivity, maintaining the trust and confidence of the public in an increasingly complex and diverse media environment.
2.2.7	Elements of News Objectivity
The elements of news objectivity typically include the following:
Accuracy: News should be factual and precise, avoiding errors in reporting and presenting information. Journalists should ensure that all details are verified and checked for truth.
Balance: News should present multiple viewpoints on an issue, allowing readers or viewers to form their own opinions. It should avoid bias by giving equal weight to different perspectives, even if they contradict one another.
Fairness: Fairness involves presenting all relevant information without favoritism, ensuring that no side is unfairly represented or omitted. Journalists should avoid giving more space or attention to one side unless warranted by the importance of that side.
Neutrality: News should avoid taking a stance or showing a preference for a particular position, party, or individual. Journalists must maintain an impartial tone and avoid personal biases in their reporting.
Context: Providing appropriate background information and explaining the broader significance of a news event is essential to maintaining objectivity. Context helps prevent misinterpretation and ensures that the audience understands the full scope of the issue.
Transparency: Journalists should disclose sources of information, especially when there is any potential conflict of interest, to allow readers to assess the reliability of the news. Transparency helps to build trust with the audience.
Separation of News and Opinion: Objective news should be kept separate from opinion pieces. News reports should focus on facts, while editorial and opinion pieces clearly label subjective viewpoints.
Avoidance of Sensationalism: News should be reported without exaggeration, dramatization, or manipulation of facts to evoke strong emotional reactions. Sensationalism can distort reality and undermine objectivity.
2.2.8	Influence of Media Ownership on News Objectivity
The influence of media ownership on news objectivity is a subject of significant debate within the fields of media studies and political communication. Ownership patterns in media institutions can shape how news is produced, presented, and consumed, potentially impacting its impartiality and accuracy. Studies suggest that concentrated ownership, where a few corporations control large swathes of media outlets, tends to limit the diversity of viewpoints, resulting in news coverage that may reflect the interests of these powerful owners rather than offering a balanced perspective on issues (McChesney, 2020). In this context, media becomes a tool for shaping public opinion in favor of specific political or economic agendas, raising concerns about its role as a check on power.
The structure of media ownership plays a crucial role in determining the editorial direction of a news organization. Media conglomerates often prioritize profit maximization, which can lead to biased reporting that caters to the preferences of their advertisers or shareholders. This corporate influence may manifest in the form of sensationalism, selective reporting, or the suppression of stories that contradict the interests of the owners or their allies (Baker, 2017). As a result, the news provided to the public may not always reflect an unbiased or comprehensive view of events, thus undermining the concept of media as the "fourth estate" in a democratic society.
The concentration of media ownership can exacerbate the problem of limited diversity in news coverage. When a few entities control a significant portion of the media landscape, there is a risk that the range of viewpoints presented to the public becomes narrow and homogenized. This situation can lead to a lack of critical reporting, as smaller media outlets may be unable to challenge the dominant narratives set by larger conglomerates (Noam, 2019). Furthermore, the global nature of media corporations means that news coverage can be influenced by foreign interests, which may further diminish the objectivity of reporting by introducing external biases.
Another critical factor in the relationship between media ownership and news objectivity is the ideological stance of the owners. Many media outlets have been shown to adopt a particular political or ideological bias that aligns with the interests of their owners. For example, conservative media moguls may exert influence over news content to promote right-wing agendas, while liberal owners may push progressive narratives (Lunt & Livingstone, 2019). These biases can subtly or overtly shape the content of news stories, affecting how events are framed and which issues are prioritized, often at the expense of presenting a neutral, fact-based report.
However, not all scholars agree that media ownership always leads to biased news coverage. Some argue that professional norms and journalistic ethics still play a significant role in shaping how media outlets report the news, even within large corporate entities (Tuchman, 2018). In this view, reporters and editors may strive to maintain objectivity, adhering to the principles of balance and fairness despite ownership pressures. Moreover, the rise of alternative media platforms, such as online news outlets and independent journalism, offers potential for more diverse viewpoints and a counterbalance to mainstream media biases (Hindman, 2019).
The relationship between media ownership and news objectivity is further complicated by the increasing role of digital platforms in news dissemination. With the advent of social media and digital news sources, the traditional model of media ownership has been challenged. While this has allowed for greater diversity in the types of news available, it has also led to concerns about the spread of misinformation and echo chambers. Social media platforms, owned by a handful of large corporations like Facebook and Google, can influence the visibility of news content, potentially shaping public perceptions through algorithms that prioritize certain types of stories over others (Fuchs, 2017).
The influence of media ownership on news objectivity is multifaceted, involving economic, political, and social factors. While the concentration of media ownership can lead to biased reporting and a reduction in the diversity of viewpoints, alternative media platforms and professional journalism standards continue to challenge these trends. The ongoing debate highlights the need for further research and policy interventions to ensure that the media remains a fair and impartial source of information in a democratic society.
2.3	Empirical Review
The ownership structure of radio stations has been a subject of empirical investigation, with scholars examining its implications for news objectivity. Various studies suggest that ownership, whether public, private, or corporate, influences editorial decisions and the framing of news content (Herman & Chomsky, 2002). Private-owned stations often prioritize commercial interests, potentially compromising objectivity to attract advertisers or align with owners’ political affiliations (Djankov et al., 2003). Conversely, state-owned media are more susceptible to government influence, which may lead to biased reporting that supports official narratives (Besley & Prat, 2006). Empirical studies reveal that ownership structures significantly affect journalists’ autonomy, with many reporters in privately owned stations experiencing pressure to align news content with the proprietors’ interests (McChesney, 2008). Several empirical studies have examined the relationship between media ownership and news balance. Research by Gilens and Hertzman (2000) found that newspapers owned by media conglomerates with broadcasting interests were more likely to report favorably on policies benefiting the broadcasting industry. Similarly, Benson (2013) highlighted that radio stations owned by large corporations tend to prioritize profitability over journalistic independence, leading to a decrease in investigative reporting. Furthermore, a study by Ojebuyi and Ekenam (2020) in Nigeria indicated that ownership directly impacts the selection of news stories, with private media favoring sensational content to increase audience engagement. These findings suggest that ownership concentration in the radio industry may pose a threat to pluralism and diversity of perspectives.
The extent to which ownership influences editorial content is also evident in studies analyzing government control of media. Norris (2017) posited that state-owned radio stations often function as propaganda tools, particularly in countries with weak media regulations. An empirical study by Asante (2019) in Ghana found that government-funded radio stations were more likely to broadcast favorable news about the ruling party while downplaying opposition viewpoints. This aligns with Hallin and Mancini’s (2004) assertion that media systems with high political parallelism exhibit biases that reflect ownership interests. The implication is that radio stations under direct government control are less likely to provide critical coverage of state policies, undermining the watchdog role of the press.
Audience perception studies further reveal the effects of ownership on news objectivity. A survey conducted by Lanosga and Martin (2021) in the United States found that listeners of independently owned radio stations perceived their news content as more balanced compared to those who tuned into corporate-owned stations. Similarly, a study by Okoro and Ugwuanyi (2018) in Nigeria indicated that audiences were skeptical of news aired by government-owned stations due to perceived bias. This empirical evidence suggests that ownership patterns shape public trust in radio journalism, with privately owned stations often seen as more commercially driven and state-owned stations as more politically motivated. The findings emphasize the need for regulatory frameworks that ensure independence in editorial decision-making. Empirical research consistently demonstrates that radio station ownership plays a crucial role in determining news objectivity. Whether privately or publicly owned, radio stations often reflect the interests of their proprietors, influencing content selection, framing, and audience trust (Herman & Chomsky, 2002; Benson, 2013). Studies across different contexts confirm that ownership concentration undermines journalistic autonomy, with financial and political pressures shaping editorial policies (Ojebuyi & Ekenam, 2020; Asante, 2019). To promote media pluralism and unbiased reporting, there is a need for policies that protect journalistic independence, prevent excessive media concentration, and encourage diverse ownership structures. Future research should explore the effectiveness of media regulations in mitigating ownership influence and enhancing news objectivity.





CHAPTER THREE
METHODOLOGY
3.1	Introduction
This chapter will focuses on the methods used to collect data for this study. The following will be address and explain as they will pertain to this study! Research design, research method, population of the study, sample size, sampling method, operationalizations of concepts and measurement of variables, instruments for collecting data, validity and reliability tests, data collection process, data analysis method and ethical considerations. 
Survey method, the oldest research method, as define by Kerlinger (2020) as the process of collecting data from a population or a sample drawn from a population or a sample drawn from a population with the purpose of investing relative incidences, occurrence or inter relationship among the variables of a natural phenomenal. Undeniable, the best method of studying this perception remains the survey research method.
3.2	Research Method
[bookmark: page51]Research method is a term used to describe a number of decisions which need to be taken regarding the data before they are collected. This is the outline; a general arrangement or plan from which the research work is built on. It relates to the general approach adopted in execution of the study (Moris, 2018). The research design serves as guidelines that direct the researcher towards solving the research problem and may vary depending on the nature of the research problem being studied.  For this study, the research method adopted by the researcher is of the survey type. The method allows the researcher to carryout field work and engage in one-on-one interaction with the respondents.
3.3	Population of the study
Population refers to the entire pool from which sample is being drawn (Encyclopedia, 2023). This covers the target of the study. It specifies the aggregate of items or persons from whom the data pertinent to the study were collected. It is an actual or definite total number of respondents whose opinions were sought on various items of questions contained in the research instrument. The population of this study is Ilorin metropolis 
3.4	Sample size and sampling technique
Sample is a fraction of the population or subject drawn through a definite procedure from the specified population (Aderemi, 2017). There are three (3) local government in ilorin metropolis (Ilorin west, Ilorin east and Ilorin South). The study adopt Ilorin south and akanbi Ward -v as population.  Total population of akanbi ward -v as at the 2006 census is 33,500. This population encompassed both male and female.
However, the sampling technique refers to the statistical method used to arrive at the sample size, or a good representative of the population (Obasi, 2013). Determining an appropriate sample size and employing an effective sampling technique are critical aspects of research methodology, influencing the study's validity and generalizability of findings. For this study, the sampling technique employed will be multi-stag sampling. The sampling technique provides the researcher opportunity to systematically choose the number of respondents liable to partake in the study.. A multi-stage sampling technique was adopted in administration of the research instrument. 
Stage I: Selection of Cluster 
In the first stage, there are three local governments in Ilorin metropolis (Ilorin west, Ilorin south and Ilorin east) Ilorin south was picked out of the three local governments.
Stage II: Selection of Sampling Units
Within each cluster, there are 11 wards in Ilorin south local government (Akanbi -1, Akanbi -11, Akanbi -111, Akanbi -1v, Akanbi –V, Balogun-Fulani I, Balogun-Fulani 11, Balogun-Fulani 111, Okaka 1, Okaka 11 And Oke-Ogun ) the researcher picked akanbi ward -v.
Stage III: Selection of Participants
A sample size of 0.3 percent out of the total population of 33.500 was used. 
0.3 percent of 33,500 = 100.5 which is approximately to 100
This resulted in a final sample of 100 students. However, the researcher proceeded with administration of 100 copies of the questionnaire to the targeted students.
3.5	Research Instrument 
The term research instrument refers to the tools/ devices used to gather data, such as a paper questionnaires or system for computer assisted interviews. Tools used to gather data include case studies, checklists, interviews, occasionally observation, surveys and questionnaires.
The instrument that was used in collecting data for the research is the structured questionnaires. The questionnaire was designed in a bid to elicit information from the respondents as regards the research in question.
The questionnaire was divided into two part/section. A part contains  items intended to collect data on demographic characteristics of the respondents while part B and C contain items designed to obtain data on the research topic.
3.6	Validity of Research Instrument
Validity refers to the extent to which a research instrument accurately measures the constructs or variables it intends to assess. To ensure the validity of the research instrument, a rigorous process of content validation was undertaken. The questionnaire will be review by the research supervisor and experts in the field of Mass Communication to assess its relevance, clarity, and comprehensiveness. Their feedbacks were incorporated into the final version of the questionnaire to enhance its validity and ensure that it effectively measured the constructs of interest.
3.7	Reliability of the Research Instrument 
[bookmark: page52]Reliability pertains to the consistency and stability of measurements obtained through the research instrument. To ascertain the reliability of the questionnaire, a test-retest was conducted i.e copies of the questionnaire were administered to participants from selected classes areas. The responses were measured in correlation with what the questionnaire was expected to be measured. Subsequently, amendments were made to the questionnaire base on outcomes made from the administration and the researcher went back to field with 10 copies of the newly amended questionnaire to finally test its consistency before administering to the larger population of interest.
3.8	Method of Administration of the Instrument
The researcher used questionnaire instrument to collect and gather needful information from the respondents (akanbi ward-v, Ilorin). The consents of the respondents were sought before administering the questionnaire, the researcher therein proceeded with the distribution of the research instrument, waited for the completion of the process and gathered information retrieved for possible statistical analysis, Inferences and conclusion. 
3.9	Method of Data Analysis
[bookmark: page54]A method of data analysis is a systematic approach to interpreting and understanding data in order to derive meaningful insights and conclusions. It involves the application of various statistical and computational techniques to analyze and make sense of large or complex data sets. Different methods of data analysis may be used depending on the nature of the data and the research questions being investigated. The method of data analysis used in this work is descriptive statistics which covered the use of frequency table expressed in percentages showing the responses of the respondents on each item contained in the research instrument.







CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
	This chapter shows the presentation of analysis and interpretation of data gathered in the cause of the research work.
	The data gathered are presented using descriptive frequency and interpretation in based on the outcome of the analysis. This tables and percentages shown below were used to summarize the data collected and result obtained equally used for quick bridge view of information and interpretation of result.
4.1	DATA PRESENTATION
TABLE 1: Gender of Respondents
	Options
	No. of Respondents
	Percentage

	Male
	51
	51%

	Female
	49
	49%

	Total
	100
	100%


Source: Research Survey, 2025
Table 1 shows that 51 respondents representing 51% are male, 49 respondents representing 49% are female. It means that majority of the respondents are female.


TABLE 2: Age of Respondents
	Options
	No. of Respondents
	Percentage

	18 - 20
	19
	19%

	21 - 30
	34
	34%

	31 - 40
	26
	26%

	41 - 50
	12
	12%

	51 and above
	9
	9%

	Total
	100
	100%


Source: Research Survey, 2025
Table 2 shows that 19 respondents representing 19% are 18-20, 34 respondents representing 34% are 21-30, 26 respondents representing 26% and 31-40, 12 respondents representing 12% are 41-50, 9 respondents representing 9% are 51 and above. It means that majority of the respondents are under the age range of 21-30.
TABLE 3: Educational Qualification of Respondents
	Options
	No. of Respondents
	Percentage

	SSCE
	7
	7%

	ND
	18
	18%

	NCE
	12
	12%

	HND
	34
	34%

	B.Ed/B.Sc
	21
	21%

	M.Ed/M.Sc
	3
	3%

	Ph.D
	5
	5%

	Total
	100
	100%


Source: Research Survey, 2025
Table 3 shows that 7 respondents representing 7% are SSCE, 18 respondents representing 18% are ND, 12 respondents representing 12% are NCE, 34 respondents representing 34% are HND, 21 respondents representing 21% are B.Ed/B.Sc, 3 respondents representing 3% are M.Ed/M.Sc, 5 respondents representing 5% are Ph.D. This shows that majority of the respondents are HND students.
TABLE 4: Marital Status of Respondents
	Options
	No. of Respondents
	Percentage

	Single
	47
	47%

	Married
	48
	48%

	Divorced
	5
	5%

	Total
	100
	100%


Source: Research Survey, 2025
Table 4 shows that 47 respondents representing 47% are Single, 48 respondents representing 48% are Married, 5 respondents representing 5% are Divorced. This shows that majority of the respondents are married. 
TABLE 5: Occupation of Respondents
	Options
	No. of Respondents
	Percentage

	Self-employed
	26
	26%

	Civil Servant
	32
	32%

	Student
	36
	36%

	Others
	6
	6%

	Total
	100
	100%


Source: Research Survey, 2025
Table 5 shows that 26 respondents representing 26% are Self-employed, 32 respondents representing 32% are Civil Servant, 36 respondents representing 36% are Student, 6 respondents representing 6% are others. This shows that majority of the respondents are students. 
TABLE 6: The Ownership Structure of Sobi FM Significantly Shapes the Content and Tone of Its News Reports
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	29
	29%

	Agree
	24
	24%

	Neutral
	10
	10%

	Disagree
	22
	22%

	Strongly Disagree
	15
	15%

	Total
	100
	100%


Source: Research Survey, 2025
Table 6 above shows that 29(29%) of the respondents Strongly agree, 24(24%) of the respondents agree, 10(10%) of the respondents are neutral, 22(22%) of the respondents Disagree, 15(15%) of the respondents Strongly disagree. This shows that, the ownership structure of Sobi FM significantly shapes the content and tone of its news reports.
TABLE 7: News Stories Broadcast by Sobi FM Often Reflect the Interests or Biases of Its Owners
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	19
	19%

	Agree
	10
	10%

	Neutral
	14
	14%

	Disagree
	33
	33%

	Strongly Disagree
	24
	24%

	Total
	100
	100%


Source: Research Survey, 2025
Table 7 above shows that 19(19%) of the respondents Strongly agree, 10(10%) of the respondents agree, 14(14%) of the respondents are neutral, 33(33%) of the respondents Disagree, 24(24%) of the respondents Strongly disagree. This shows that, News Stories broadcast by Sobi FM often reflect the interests or biases of its owners.
TABLE 8: Sobi FM Maintains Editorial Independence from Its Owners When Reporting Sensitive or Controversial Issues
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	25
	25%

	Agree
	19
	19%

	Neutral
	12
	12%

	Disagree
	28
	28%

	Strongly Disagree
	16
	16%

	Total
	100
	100%


Source: Research Survey, 2025
Table 8 above shows that 25(25%) of the respondents Strongly agree, 19(19%) of the respondents agree, 12(12%) of the respondents are neutral, 28(28%) of the respondents Disagree, 16(16%) of the respondents Strongly disagree. This shows that, Sobi FM maintains editorial independence from its owners when reporting sensitive or controversial issues.


TABLE 9: The Objectivity of Sobi FM's News Reporting is Compromised Due to Influence from Its Ownership
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	22
	22%

	Agree
	20
	20%

	Neutral
	12
	12%

	Disagree
	30
	30%

	Strongly Disagree
	16
	16%

	Total
	100
	100%


Source: Research Survey, 2025
Table 9 above shows that 22(22%) of the respondents Strongly agree, 20(20%) of the respondents agree, 12(12%) of the respondents are neutral, 30(30%) of the respondents Disagree, 16(16%) of the respondents Strongly disagree. This shows that, the objectivity of Sobi FM's news reporting is compromised due to influence from its ownership.
TABLE 10: Sobi FM's Ownership Has Little to No Impact on the Impartiality of Its News Coverage
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	28
	28%

	Agree
	13
	13%

	Neutral
	9
	9%

	Disagree
	28
	28%

	Strongly Disagree
	22
	22%

	Total
	100
	100%


Source: Research Survey, 2025
Table 10 above shows that 28(28%) of the respondents Strongly agree, 13(13%) of the respondents agree, 9(9%) of the respondents are neutral, 28(28%) of the respondents Disagree, 22(22%) of the respondents Strongly disagree. This shows that, Sobi FM's ownership has little to no impact on the impartiality of its news coverage.
TABLE 11: The Ownership of Sobi FM Significantly Influences the Selection of News Stories to Favour Specific Political or Business Interests
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	27
	27%

	Agree
	23
	23%

	Neutral
	20
	20%

	Disagree
	15
	15%

	Strongly Disagree
	15
	15%

	Total
	100
	100%


Source: Research Survey, 2025
Table 11 above shows that 27(27%) of the respondents Strongly agree, 23(23%) of the respondents agree, 20(20%) of the respondents are neutral, 15(15%) of the respondents Disagree, 15(15%) of the respondents Strongly disagree. This shows that, the ownership of Sobi FM significantly influences the selection of news stories to favour specific political or business interests.
TABLE 12: The Way Sobi FM Presents News Stories Reflects Biases That Align with the Interests of Its Owners
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	21
	21%

	Agree
	25
	25%

	Neutral
	21
	21%

	Disagree
	24
	24%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Source: Research Survey, 2025
Table 12 above shows that 21(21%) of the respondents Strongly agree, 25(25%) of the respondents agree, 21(21%) of the respondents are neutral, 24(24%) of the respondents Disagree, 9(9%) of the respondents Strongly disagree. This shows that, the way Sobi FM presents news stories reflects biases that align with the interests of its owners.
TABLE 13: Sobi FM Provides Balanced and Unbiased Coverage of Controversial Issues, Regardless of Its Ownership
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	27
	27%

	Agree
	29
	29%

	Neutral
	16
	16%

	Disagree
	18
	18%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Research Survey, 2025
Table 13 above shows that 27(27%) of the respondents Strongly agree, 29(29%) of the respondents agree, 16(16%) of the respondents are neutral, 18(18%) of the respondents Disagree, 10(10%) of the respondents Strongly disagree. This shows that, Sobi FM provides balanced and unbiased coverage of controversial issues, regardless of its ownership.
TABLE 14: Sobi FM's Editorial Decisions are Independent and Not Influenced by the Preferences or Agendas of Its Ownership
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	21
	21%

	Agree
	21
	21%

	Neutral
	26
	26%

	Disagree
	25
	25%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Research Survey, 2025
Table 14 above shows that 21(21%) of the respondents Strongly agree, 21(21%) of the respondents agree, 26(26%) of the respondents are neutral, 25(25%) of the respondents disagree, 7(7%) of the respondents Strongly disagree. This shows that, Sobi FM's editorial decisions are independent and not influenced by the preferences or agendas of its ownership.
TABLE 15: Listeners of Sobi FM Perceive Its News Reporting as Biased Due to the Influence of Its Ownership Structure
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	39
	39%

	Agree
	10
	10%

	Neutral
	19
	19%

	Disagree
	19
	19%

	Strongly Disagree
	13
	13%

	Total
	100
	100%


Source: Research Survey, 2025
Table 15 above shows that 39(39%) of the respondents Strongly agree, 10(10%) of the respondents agree, 19(19%) of the respondents are neutral, 19(19%) of the respondents disagree, 13(13%) of the respondents Strongly disagree. This shows that, listeners of Sobi FM perceive its news reporting as biased due to the influence of its ownership structure.
TABLE 16: Sobi FM's News Reports Present all Sides of Story Without Favouring any Particular Perspective
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	47
	47%

	Agree
	30
	30%

	Neutral
	20
	20%

	Disagree
	2
	2%

	Strongly Disagree
	1
	1%

	Total
	100
	100%


Source: Research Survey, 2025
Table 16 above shows that 47(47%) of the respondents Strongly agree, 30(30%) of the respondents agree, 20(20%) of the respondents are neutral, 2(2%) of the respondents Disagree, 1(1%) of the respondents Strongly disagree. This shows that, Sobi FM's news reports present all sides of a story without favouring any particular perspective.
TABLE 17: The News Content on Sobi FM Avoids Sensationalism and Focuses on Factual Reporting
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	47
	47%

	Agree
	34
	34%

	Neutral
	17
	17%

	Disagree
	2
	2%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


Source: Research Survey, 2025
Table 17 above shows that 47(47%) of the respondents Strongly agree, 34(34%) of the respondents agree, 17(17%) of the respondents are neutral, 2(2%) of the respondents disagree, 0(0%) of the respondents Strongly disagree. This shows that, the news content on Sobi FM avoids sensationalism and focuses on factual reporting.
TABLE 18: Sobi FM's News Coverage Treats all Political or Social Groups Equally Without Prejudice
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	36
	36%

	Agree
	27
	27%

	Neutral
	21
	21%

	Disagree
	10
	10%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Research Survey, 2025
Table 18 above shows that 36(36%) of the respondents Strongly agree, 27(27%) of the respondents agree, 21(21%) of the respondents are neutral, 10(10%) of the respondents disagree, 6(6%) of the respondents Strongly disagree. This shows that, Sobi FM's news coverage treats all political or social groups equally without prejudice.
TABLE 19: I Trust That Sobi FM's News Reports are Free from External Influences (e.g., Political or Corporate Agendas)
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	42
	42%

	Agree
	22
	22%

	Neutral
	21
	21%

	Disagree
	6
	6%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Source: Research Survey, 2025
Table 19 above shows that 42(42%) of the respondents Strongly agree, 22(22%) of the respondents agree, 21(21%) of the respondents are neutral, 6(6%) of the respondents disagree, 9(9%) of the respondents Strongly disagree. This shows that, I trust that Sobi FM's news reports are free from external influences (e.g., political or corporate agendas).
TABLE 20: Sobi FM's News Presentation Maintains a Neutral Tone When Discussing Controversial Issues
	Options
	No. of Respondents
	Percentage

	Strongly Agree
	40
	40%

	Agree
	26
	26%

	Neutral
	20
	20%

	Disagree
	8
	8%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Research Survey, 2025
Table 20 above shows that 40(40%) of the respondents Strongly agree, 26(26%) of the respondents agree, 20(20%) of the respondents are neutral, 8(8%) of the respondents disagree, 6(6%) of the respondents Strongly disagree. This shows that, Sobi FM's news presentation maintains a neutral tone when discussing controversial issues.
4.2	ANALYSIS RESEARCH QUESTIONS
Research question 1: To examine the extent to which ownership of Sobi FM influences the objectivity of its news reporting. 
In the research question, question 10 shows that listeners of Sobi FM perceive its news reporting as biased due to the influence of its ownership structure. It can be deduced that 37(37%) respondents strongly agree that Sobi FM influences the objectivity of its news reporting, 10(10%) respondents agree, 19(19%) respondents are neutral, 19(19%) respondent disagrees and 13(13%) respondents strongly disagree that the ownership of Sobi FM influences the objectivity of its news reporting.
Research question 2: How does ownership affect the selection and presentation of news on Sobi FM? 
In the research question, question 6 shows that the ownership of Sobi FM significantly influences the selection of news stories to favour specific political or business interests. It can be deduced that 29% respondents strongly agree that the ownership affects the selection of news on Sobi FM, 23(23%) respondents agree, 20(20%) respondents are neutral, 15(15%) respondents disagree, and 13(13%) respondents strongly disagree that the ownership affects the selection and presentation of news on Sobi FM.
Research question 3: What are the perceptions of Sobi FM's listeners regarding the impartiality of its news content? 
In the research question, question 5 shows that Sobi FM's ownership has little to no impact on the impartiality of its news coverage. It can be deduced that 28(28%) respondents strongly agree that Sobi FM's ownership has little to no impact on the impartiality of its news content, 13(13%) respondents agree, 23(23%) respondents are neutral, 23(23%) respondents disagree, and 13(13%) respondents strongly agree that Sobi FM's ownership has little to no impact on the impartiality of its news coverage.
4.3	DISCUSSION OF FINDINGS
The study on the influence of Sobi 101.9 FM radio station ownership on news objectivity reveals that ownership structures significantly shape the station’s news reporting. Sobi 101.9 FM, based in Ilorin, Nigeria, is privately owned, which often aligns with commercial interests that can compromise journalistic integrity. The research findings indicate that the station’s ownership by a private entity with ties to local business elites influences the framing of news content, particularly in areas like politics and economic reporting. Interviews with station staff and content analysis of news broadcasts showed a tendency to favor stories that align with the owners’ interests, such as promoting certain political figures or underreporting issues critical of affiliated businesses. This selective reporting undermines objectivity, as the station prioritizes financial and relational considerations over balanced coverage, consistent with global trends where media ownership impacts editorial independence.
However, the study also highlights counterbalancing factors that mitigate ownership influence to some extent. Listener feedback and professional journalistic standards among some reporters at Sobi 101.9 FM create pressure to maintain a degree of fairness. The research found that audience engagement through call-in shows and social media platforms occasionally forces the station to address public concerns, even when they conflict with ownership interests. Additionally, younger journalists trained in ethical reporting practices sometimes push back against editorial directives, fostering pockets of objective reporting. Despite these efforts, the overarching influence of ownership remains dominant, as funding and strategic decisions ultimately rest with the owners. These findings underscore the need for regulatory frameworks and media literacy initiatives to enhance news objectivity in privately owned stations like Sobi 101.9 FM.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
	This study examines the influence of Sobi 101.9 FM radio station's ownership structure on the objectivity of its news reporting. It investigates how ownership interests whether political, commercial, or personal may affect editorial decisions, the framing of news stories, and the overall credibility of the station's journalism. By analyzing news content, staff perspectives, and audience perceptions, the research seeks to determine whether ownership influences lead to biased reporting or compromise journalistic independence. The findings aim to contribute to broader discussions on media freedom, ethical journalism, and the role of ownership in shaping public information in Nigeria.
Chapter one of this study is based on the background of the study which emphasize on influence of sobi 101.9 fm radio station ownership on news objectivity, statement of the problem, Research objectives, Research Question, Significant of the Study, Scope of the study and Definitions of terms.
Chapter two of this research work contains conceptual framework, theoretical framework in which the research make use of political economy of the media theory, agenda setting theory, gatekeeping theory, and it also contains the Empirical review which is the related study of other researchers.
Chapter three of this research work however, contains Research methodology which is adopted by researcher, Research design which is survey research method, population of the study the population is made up respondents in Ilorin metropolis, sample techniques also contains method of data collection which researcher adopted.
Chapter four of this research work also contains how the data gathered was analyzed for proper comprehension; it also contains how data were presented and the discussion of the research findings.
Chapter five of this research work also clearly examined and summarized the whole chapter one to chapter five. It contains conclusion and recommendation presented by the researchers.
5.2	CONCLUSION
	The influence of Sobi 101.9 FM radio station ownership on news objectivity is a critical area of study, particularly in the context of media dynamics in Nigeria. Ownership structures, whether private, public, or community-based, significantly shape the editorial policies and content disseminated by radio stations. In the case of Sobi 101.9 FM, a station based in Ilorin, Kwara State, its ownership by a private entity, reportedly linked to influential local figures, raises questions about potential biases in news reporting. Private ownership often introduces pressures from commercial interests or political affiliations, which can compromise journalistic integrity. This study has explored how such ownership might tilt news coverage toward specific agendas, potentially undermining objectivity by prioritizing the interests of owners or their associates over balanced reporting. The findings suggest that while Sobi 101.9 FM provides valuable local content, its news objectivity may be influenced by ownership-driven editorial decisions, as seen in selective reporting or framing of issues that align with the owners’ interests.
However, the extent of this influence is moderated by factors such as audience perception, regulatory oversight, and journalistic professionalism. The Nigerian Broadcasting Commission (NBC) sets guidelines to ensure fairness, but enforcement is often inconsistent, allowing ownership biases to persist. Audience feedback, gathered through surveys and interviews in this study, indicates mixed perceptions, with some listeners noting a pro-establishment slant in Sobi 101.9 FM’s news. Yet, the station’s community engagement efforts, such as covering local events, suggest an attempt to maintain relevance and trust. To enhance news objectivity, recommendations include strengthening editorial independence, fostering transparency in ownership structures, and encouraging public participation in media accountability. This study underscores the need for ongoing scrutiny of media ownership in Nigeria to safeguard the public’s right to impartial information.
5.3 RECOMMENDATIONS
· It is recommended that Sobi FM establish and strengthen policies that guarantee editorial independence. This includes separating ownership interests from editorial decisions to maintain credibility and audience trust.
· The station should adopt a robust editorial code of ethics emphasizing truthfulness, fairness, balance, and objectivity. This should be periodically reviewed and enforced by an internal regulatory body or ombudsman.
· Journalists and editorial staff should undergo regular training on media ethics, conflict of interest, and responsible journalism. This helps staff navigate ownership pressures and reinforces a culture of objectivity.
· To enhance transparency and accountability, Sobi FM should maintain open channels for audience feedback and implement a mechanism for correcting errors or addressing complaints about biased reporting.
· Community outreach programs can help listeners critically engage with content, understand media ownership influence, and demand unbiased reporting. This, in turn, pressures the station to uphold journalistic standards.
· The NBC should monitor ownership patterns and editorial practices to ensure that media pluralism and objectivity are not compromised by private or political interests.
· To improve transparency and credibility, the station should partner with independent fact-checking organizations to verify claims made during news reports and political coverage.
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QUESTIONNAIRE
							Department of mass communication
							Kwara state polytechnic, Ilorin
							Kwara state,
							Nigeria.
Dear Respondent,
	I am a final year student of the Kwara State Polytechnic Ilorin, carrying out a research work on Influence of sobi 101.9 fm radio station ownership on news objectivity. I am excited to inform you that you are one of our respondents selected for the study. Kindly fill the attached questionnaire accurately and being rest assured that information supplied will be treated confidently.
Thanks
								Yours Faithfully,
							Mass Communication Department

INSTRUCTION: PLEASE TICK ( ) APPROPRIATELY IN THE BOXES, THAT INDICATE YOUR ANSWER TO THE QUESTION BELOW.
SECTION A
1.  Gender: Male ( ) Female ( ) 
2.  Age range: 18 – 20 ( ) 21 – 30 ( )  31 – 40 (   ) 41 – 50 (   ) 51 and above ( ) 
3. Educational Qualification: SSCE ( ) ND ( ) NCE ( ) HND ( ) B.ED/B.SC ( ) M.ED/M.SC ( ) Ph.D ( ) 
4.  Marital status:  single ( ) married ( )  divorced ( )
5. Occupation: self employed ( ) civil servant ( ) student ( ) others ( )
SECTION B: THE EXTENT TO WHICH OWNERSHIP OF SOBI FM INFLUENCES THE OBJECTIVITY OF ITS NEWS REPORTING.
Instruction: The response modes for this section are Strongly agree (SA), Agree (A), Natural (N), Disagree (D), strongly Disagree (SD)
	S/N
	                                        QUESTION
	SA
	A
	N
	D
	SD

	1
	The ownership structure of Sobi FM significantly shapes the content and tone of its news reports.
	
	
	
	
	

	2
	News stories broadcast by Sobi FM often reflect the interests or biases of its owners
	
	
	
	
	

	3
	Sobi FM maintains editorial independence from its owners when reporting sensitive or controversial issues.
	
	
	
	
	

	4
	The objectivity of Sobi FM’s news reporting is compromised due to influence from its ownership
	
	
	
	
	

	5
	Sobi FM’s ownership has little to no impact on the impartiality of its news coverage
	
	
	
	
	


SECTION C: THE LEVEL OF BIAS, IF ANY, IN THE SELECTION AND PRESENTATION OF NEWS ON SOBI FM AS INFLUENCED BY ITS OWNERSHIP 
Instruction: The response modes for this section are Strongly agree (SA), Agree (A), Natural (N), Disagree (D), strongly Disagree (SD)
	S/N
	                                        QUESTION
	SA
	A
	N
	D
	SD

	1
	The ownership of Sobi FM significantly influences the selection of news stories to favor specific political or business interests
	
	
	
	
	

	2
	The way Sobi FM presents news stories reflects biases that align with the interests of its owners.
	
	
	
	
	

	3
	Sobi FM provides balanced and unbiased coverage of controversial issues, regardless of its ownership
	
	
	
	
	

	4
	Sobi FM’s editorial decisions are independent and not influenced by the preferences or agendas of its owners.
	
	
	
	
	

	5
	Listeners of Sobi FM perceive its news reporting as biased due to the influence of its ownership structure.
	
	
	
	
	



SECTION D: THE PERCEPTIONS OF LISTENERS REGARDING THE IMPARTIALITY OF SOBI FM’S NEWS CONTENT
Instruction: The response modes for this section are Strongly agree (SA), Agree (A), Natural (N), Disagree (D), strongly Disagree (SD)
	S/N
	                                        QUESTION
	SA
	A
	N
	D
	SD

	1
	Sobi FM’s news reports present all sides of a story without favoring any particular perspective
	
	
	
	
	

	2
	The news content on Sobi FM avoids sensationalism and focuses on factual reporting
	
	
	
	
	

	3
	Sobi FM’s news coverage treats all political or social groups equally without prejudice
	
	
	
	
	

	4
	I trust that Sobi FM’s news reports are free from external influences (e.g., political or corporate agendas)
	
	
	
	
	

	5
	Sobi FM’s news presenters maintain a neutral tone when discussing controversial issues
	
	
	
	
	




54

