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ABSTRACT

This study investigates the influence of news commercialization on balanced news reportage within television organizations. News commercialization, the practice where news content is influenced or dictated by commercial interests, has become increasingly prevalent in modern media. The research explores how this trend affects the objectivity, fairness, and diversity of news stories presented to the public. Using a combination of content analysis and interviews with media professionals, the study examines the extent to which paid news content overrides editorial independence and compromises the journalistic ethics of truthfulness and neutrality. The findings reveal that commercial pressures often lead to biased reporting, underrepresentation of non-paying voices, and a shift in focus from public interest to advertiser-driven narratives. Consequently, this undermines the credibility of television news and erodes public trust. The study concludes by recommending stronger regulatory frameworks, transparency in sponsorship disclosures, and reinforcement of ethical standards to ensure balanced and responsible news reporting in television broadcasting.
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CHAPTER ONE
1. Background of the Study

The commercialization of news in television organizations has become an increasingly significant phenomenon, especially in the last few decades. Television, as one of the primary sources of news for millions of people worldwide, plays a vital role in shaping public perceptions of events, issues, and policies. However, the pressures for profitability in the highly competitive media industry have raised concerns about the quality of news coverage, its objectivity, and its overall impact on public opinion. The rise of news commercialization has led to a paradigm shift where financial considerations, including revenue from advertisements, sponsorships, and subscriptions, often take precedence over the journalistic ideals of fairness, balance, and impartiality.

Commercialization refers to the process where media organizations focus on maximizing their profits by integrating more commercial elements into their editorial content. According to Bakker (2005), this shift has resulted in media outlets focusing more on sensationalism and entertainment rather than delivering substantive news. News organizations, especially television channels, are motivated to tailor their content to attract the highest number of viewers, which in turn increases advertising revenue. This need to appeal to mass audiences often leads to the prioritization of stories that generate more interest or create emotional responses rather than providing well-rounded and objective reports on important issues.

The practice of news sensationalism, as a direct outcome of commercialization, has been the subject of numerous studies. Gieber (2006) and Kovach & Rosenstiel (2001) note that sensational stories that are dramatic, exaggerated, or even misleading often garner higher ratings, which in turn increase profits for television stations. The consequence of sensationalized news is often the sacrifice of balanced and in-depth reporting. While this model may lead to higher viewership and immediate financial success, the long-term effects on public trust and the quality of information available to the audience are problematic.

McChesney (2004) highlights that the increasing concentration of media ownership, often controlled by large conglomerates, has further intensified commercial pressures. Television networks, once primarily focused on delivering public service journalism, now have to operate as profitable enterprises, which impacts the editorial autonomy of their news departments. These large conglomerates often have their own financial interests, which may conflict with the ethical principles of news reporting, leading to compromises in the balance and integrity of news coverage.

Baker (2007) points out that the increasing reliance on advertising revenue has had profound implications for editorial control. Many news outlets, particularly television networks, may avoid controversial topics or omit certain viewpoints that could alienate advertisers or sponsors. For example, reports critical of large corporations or government policies may be downplayed to avoid offending key sponsors. This form of censorship by proxy subtly influences the way stories are covered and can distort the overall picture presented to the public.

Despite these concerns, some authors argue that commercialization does not necessarily have to undermine the quality of news. Siebert, Peterson, and Schramm (1956), in their seminal work on the Four Theories of the Press, suggest that while commercial pressures exist, media organizations can still maintain journalistic standards by adhering to professional ethics and the notion of the public interest. This perspective argues that television networks can find a balance between commercial viability and journalistic integrity by prioritizing ethical journalism practices and fostering trust with their audience.

The commercialization of news is also linked to the concept of audience fragmentation. As television networks aim to maximize viewership and attract specific demographic groups, content is increasingly tailored to the tastes and preferences of certain audiences rather than offering universally balanced content. According to Hallin & Mancini (2004), this segmentation results in a less diverse range of viewpoints, as networks focus on providing content that resonates with particular groups, thereby undermining the comprehensiveness and neutrality of the news.

In summary, the commercialization of news in television organizations poses a significant challenge to the core values of journalism, particularly the principles of objectivity, fairness, and balance. As news outlets seek to meet financial targets, the risk of compromising editorial independence grows. While it is clear that commercial interests play an increasingly dominant role in shaping news content, the impact of these forces on the balance and objectivity of news reportage in television organizations remains underexplored, especially in the context of developing countries. This research aims to fill that gap and analyze the influence of news commercialization on balanced news reportage in television organizations.
1.2 Statement of the Problem

In many television organizations, there has been a noticeable shift toward prioritizing profitability over editorial independence and balanced news coverage. This commercialization trend has led to concerns about the objectivity of news reportage, with critics arguing that news content is increasingly influenced by the interests of advertisers and corporate sponsors. These commercial interests may promote sensationalism, selective reporting, and a biased portrayal of events, thereby compromising the integrity of news and limiting the public’s access to balanced and objective information.

Given the significant role that television plays in shaping public perception, it is essential to understand the influence of commercial pressures on news balance and reportage. This study seeks to explore the relationship between the commercial interests of television organizations and their commitment to delivering fair and balanced news.
1.3
Justification of the Study

1.4 Objectives of the Study

The objectives of this research are:

1. To assess the extent to which news commercialization affects the balance of news reportage in television organizations.

2. To identify the factors that contribute to the commercial pressures faced by television news organizations.

3. To evaluate the role of advertising and sponsorship in shaping news content and its impact on objectivity.

4. To explore the ethical challenges television news organizations face in balancing commercial interests with journalistic integrity.

5. To provide recommendations on how television organizations can maintain balanced news coverage while ensuring commercial viability.

1.5 Research Questions

This study aims to answer the following research questions:

a. How does news commercialization influence the balance of news reportage in television organizations?

b. What are the primary factors driving the commercialization of news in television organizations?

c. In what ways do advertising and sponsorship influence the content and tone of news coverage?

d. What ethical dilemmas do television news organizations face when balancing commercial interests and the provision of balanced news?

e. How can television organizations maintain objectivity and impartiality in their news coverage amidst commercial pressures?

1.6 Significance of the Study

This study is significant for several reasons:

· Academic Contribution: It contributes to the growing body of literature on the intersection of media commercialization and journalistic practices, particularly in the context of television news.

· Policy Implications: The findings could inform media policy makers and regulatory bodies about the potential risks of commercialization on news objectivity, leading to the development of guidelines to safeguard balanced news reportage.

· Media Practitioners: It offers television journalists and media practitioners insights into how commercial pressures may affect their work and suggests ways to uphold journalistic standards amidst these pressures.

· Public Awareness: The study could help the public understand the factors influencing the news they consume and how commercial interests may shape the narratives presented on television.
1.7 Scope of the Study

The scope of this study is focused on television organizations, particularly those operating in urban settings within a developing country. It explores how news commercialization influences the content and balance of news broadcasts, including the impact of external pressures such as advertising, audience ratings, and sponsorship. The research will be conducted within a defined timeframe, and the study will be limited to a sample of television stations due to logistical constraints.

The study will not cover other forms of media such as print or online journalism. The focus will be on the ethical implications of commercialization specifically within television news organizations and how these pressures affect the quality of news reportage.

1.8 Operational Definitions of Terms

Influence: refers to the capacity or power to have an effect on the character, development, behavior, or decisions of someone or something. It can also refer to the action or process of causing change in someone or something, often without direct force.
Commercialization: refers to the process of bringing a product or service to the market and making it available for sale. It involves turning an idea, innovation, or invention into a profitable business opportunity.
Reportage: refers to the act of reporting or narrating news or events, typically in a journalistic context. It involves the detailed and objective coverage of events, often with an emphasis on facts, accuracy, and a clear portrayal of the situation.
Television: is a system for transmitting moving images and sound that are reproduced on a screen. It is a medium used for broadcasting entertainment, news, education, and other content to a wide audience.
Organization: refers to a structured group of people or entities that work together to achieve common goals or objectives. It can also refer to the way in which different components are arranged and coordinated within a system.

News Commercialization: refers to the process by which news media organizations prioritize generating profit through advertising, sponsorships, and other commercial activities, often influencing how news is produced, presented, and distributed.
Television Organization: refers to an entity or company that is involved in the production, broadcasting, or distribution of television content. 

CHAPTER TWO
THEORETICAL FRAMEWORK AND LITERATURE REVIEW

2.1
Introduction
2.2
Theoretical Review
The theoretical review examines the foundational theories that inform the study of news commercialization and its impact on balanced news reportage, particularly in television organizations. These theories explore the relationship between media systems, economic influences, and journalistic practices, offering insights into how commercialization shapes news content. The review includes theories from media studies, communication, and journalism that address the balance between commercial pressures and journalistic integrity.

2.2.1. Theories of Media and Commercialization

1.1. The Public Sphere Theory (Habermas)

The Public Sphere Theory, as proposed by Jürgen Habermas (1962), asserts that the media plays a critical role in democratic societies by providing a platform for public discourse and the exchange of ideas. Habermas envisioned a media environment that facilitated rational-critical debate, where individuals could engage with diverse viewpoints on public matters. The theory emphasizes the importance of an independent, objective media that serves the public interest by offering accurate and balanced news coverage.

In the context of commercialization, however, the public sphere is under threat. As McChesney (2004) and Baker (2007) argue, when media organizations prioritize profitability over public service, the media no longer fully serves the public interest. Instead, it becomes driven by commercial imperatives, which can distort the representation of reality, prioritize sensationalism, and diminish the diversity of perspectives necessary for informed public debate. The commercialization of television news undermines the public sphere by limiting the scope of news coverage, thereby reducing the media's capacity to contribute to democratic dialogue.

2.2.2. Theories of Media Systems

2.1. The Social Responsibility Theory

The Social Responsibility Theory of the press, first articulated by Siebert, Peterson, and Schramm (1956), holds that media organizations have a responsibility to provide the public with accurate, fair, and balanced news, ensuring that citizens have access to the information necessary for making informed decisions. According to this theory, journalists are not only responsible to their audiences but also to society, which relies on media for impartial and comprehensive coverage of events.

However, when television news organizations become commercially driven, this responsibility can be compromised. As McManus (1994) suggests, the pursuit of profit often leads to the prioritization of entertainment and sensational stories over critical, balanced, and in-depth reporting. Commercial pressures such as advertising revenues, audience ratings, and corporate sponsorships push television news outlets to craft content that appeals to emotions rather than reason, undermining the media's role as a public service provider. This theory highlights the ethical challenges faced by television organizations as they attempt to balance commercial interests with the need for responsible journalism.

2.2.3 The Normative Theory of Media

The Normative Theory of Media posits that the media should adhere to certain normative standards, including objectivity, accuracy, and balance, to fulfill its societal functions. This theory is grounded in the belief that media should be a mirror of reality and provide the public with a clear and balanced view of events and issues. When applied to television news, the normative theory asserts that news organizations should strive to present an unbiased representation of reality, ensuring that no viewpoint or perspective dominates the coverage.

However, Baker (2007) and Gieber (2006) argue that commercialization often distorts these normative standards, as media outlets become increasingly focused on attracting large audiences and maximizing revenue. Sensationalized stories, celebrity news, and entertainment-focused coverage may overshadow more complex and important issues, leading to an imbalance in news coverage. The pressure to maintain profitability can thus undermine the normative expectations of journalism, making it harder for television news organizations to adhere to objectivity and balance in their reporting.

2.2.4
Theories of News Framing:

Framing Theory (Entman, 1993): This theory suggests that the way a news story is framed (e.g., the selection and presentation of certain aspects of the story) can influence public perception. Commercialization may affect framing by emphasizing certain sensational aspects of a story over others, thus distorting the audience's understanding of the news.

Agenda-Setting Theory (McCombs & Shaw, 1972): This theory posits that the media has the power to influence the public agenda by determining which issues are covered and how much attention they receive. Commercial pressures can influence the topics that are selected for coverage and the way they are presented.

2.3
CONCEPTUAL REVIEW.

The conceptual review examines key concepts relevant to the study of the influence of news commercialization on balanced news reportage in television organizations. This review will analyze the fundamental theoretical concepts underpinning the research topic, providing an understanding of how news commercialization affects journalism practices, specifically in the context of television news.

2.3.1 News Commercialization

News commercialization refers to the increasing involvement of commercial interests in the editorial process of media organizations. In the context of television news, commercialization involves prioritizing profits, which often leads to decisions based on attracting larger audiences rather than maintaining journalistic integrity. The rise of commercialization in the media industry has been linked to various pressures, including the need for financial sustainability, competition with other media outlets, and dependence on advertising revenues.

McManus (1994) defined news commercialization as the process where the market forces of profitability become the dominant driver in the production and presentation of news content. As advertising and sponsorships become critical sources of income for television organizations, these commercial interests can significantly influence editorial decisions, such as story selection, framing, and the overall tone of the news.
Commercial pressures often lead to sensationalism, where news content is tailored to attract viewers, often at the expense of journalistic values like accuracy, fairness, and objectivity. Television networks are motivated to present stories that generate emotional responses or draw higher ratings, even if it means distorting facts or emphasizing trivial stories over more significant, yet less engaging, topics (Bakker, 2005; McChesney, 2004).

2.3.2 Balanced News Reportage

Balanced news reportage refers to the fair and impartial presentation of news, where all sides of an issue are represented equitably. This concept is grounded in the journalistic principles of objectivity and fairness, which are considered essential for providing the public with accurate and comprehensive information. In television news, balanced reportage ensures that different viewpoints are included, that facts are accurately represented, and that personal biases or external pressures do not shape the narrative.
Kovach and Rosenstiel (2001) highlight that balanced news reporting involves presenting facts without distortion and ensuring that the audience is exposed to a range of perspectives. This is crucial for the credibility of the news organization and for maintaining public trust. In a media landscape increasingly driven by commercial imperatives, however, balanced news reportage can become compromised. Commercial pressures may encourage editors and journalists to prioritize entertainment or sensationalism, which distorts the balance and depth of news coverage.

2.3.3 Sensationalism and Commercialization

Sensationalism refers to the practice of emphasizing shocking, exaggerated, or emotionally charged elements in news stories to attract larger audiences. Sensationalized news content, while more likely to generate higher viewership, can distort the truth, oversimplify complex issues, and provide an incomplete or biased perspective. This is a key concern when discussing the commercialization of television news. Gieber (2006) explains that sensationalism is a direct consequence of the commercialization of news, as media organizations prioritize eye-catching stories that will maximize audience ratings and, by extension, advertising revenue.

Sensationalism often leads to the reduction of nuanced discussions in favor of oversimplified narratives that appeal to emotions rather than intellect. Television news organizations, in their pursuit of higher ratings, may downplay important, less sensational stories or present them in a way that is stripped of their complexities (McChesney, 2004). The ethical implications of sensationalism are significant, as it can lead to public misinformation and undermine the democratic function of the media.
2.3.4 Ethical Challenges of Commercialization

As television news organizations become more dependent on commercial revenue, ethical challenges arise. The primary ethical concern is that commercial interests may compromise the journalistic integrity of the organization. This situation is referred to as "censorship by proxy," where editorial content is subtly shaped by advertisers, sponsors, or media owners to align with their business interests. Baker (2007) argues that this phenomenon can result in the omission of certain viewpoints, avoidance of critical reporting on corporate interests, or bias in the coverage of political and social issues.
Furthermore, Hallin & Mancini (2004) point out that media outlets in highly commercialized environments may avoid critical stories that could alienate key sponsors or audiences. For example, coverage of controversial issues, such as labor strikes or corporate malfeasance, may be minimized or framed in a way that protects the interests of advertisers. Such ethical challenges compromise the ability of television organizations to provide fair and unbiased coverage.
2.3.5 Audience Fragmentation

Audience fragmentation is another important concept in the context of news commercialization. As television news organizations strive to attract niche audiences to maximize ad revenue, they may tailor their content to specific demographic groups. This can lead to a reduction in the diversity of viewpoints presented in the news. According to Hallin & Mancini (2004), when media organizations focus on targeting specific audiences, they may emphasize certain political, cultural, or social perspectives, creating echo chambers that limit the exposure to diverse viewpoints.

Fragmentation results in a less balanced media landscape, where certain narratives dominate and other perspectives are marginalized. This is particularly problematic in the context of television news, where the need for commercial success can lead to the creation of content that aligns with the preferences of targeted groups rather than ensuring that news coverage reflects the diversity of society. Baker (2007) suggests that this narrowing of audience focus compromises the media's role as a platform for democratic discourse.

2.3.6. Media Ownership and Commercial Pressures

The concentration of media ownership is another crucial factor in understanding the influence of commercialization on news content. McChesney (2004) highlights how large media conglomerates that own multiple television channels, newspapers, and online platforms exert considerable control over news production. As these companies become more profit-driven, they are increasingly incentivized to streamline operations, reduce costs, and focus on content that guarantees profitability. This often leads to a reduction in the diversity of news sources and perspectives, as corporate interests may dictate editorial priorities.
The centralization of media ownership further intensifies commercial pressures on television news organizations. Editors and journalists working in these organizations may face constraints on their editorial independence, leading to compromises in how news is reported. In particular, television news may become more focused on soft news, entertainment, and celebrity coverage at the expense of hard news that is important for public debate.
2.3.7 Public Interest vs. Commercial Interests

The concept of the public interest is central to the traditional role of the media. Media organizations have historically been expected to provide information that serves the public good, ensuring that citizens are well-informed and able to make decisions based on accurate and balanced information. However, the rise of commercialization has led to the prioritization of profit over public service, as television organizations are increasingly driven by the need to attract advertisers and maximize revenue.

Siebert, Peterson, and Schramm (1956) argue that the media's role in democratic societies is to serve the public interest, which includes providing citizens with objective and comprehensive news coverage. However, in a commercialized media environment, this ideal often comes into conflict with the financial imperatives of television networks. The commercialization of news content risks undermining the media's role in supporting democracy by prioritizing profit over the provision of balanced and impartial news.
2.4
Empirical Review

The empirical review discusses studies that have been conducted on the topic, showing how the influence of news commercialization on balanced reporting has been researched in real-world settings. It includes findings from previous research, demonstrating the practical impacts of commercialization on news coverage.

According to McManus (1994): McManus explored how the commercialization of the media has led to the erosion of journalistic objectivity. He found that media organizations often prioritize profit and audience appeal, leading to sensationalized content and a decline in the quality of in-depth, balanced reporting.

Bennett (2007): Bennett examined the impact of commercial pressures on the editorial independence of news organizations. He argued that while some commercialized news outlets maintain a commitment to balanced reporting, others compromise journalistic integrity to maximize profitability, leading to skewed or incomplete news coverage.

Lichter et al. (2003): This study focused on the rise of sensationalism in television news and its link to the drive for higher ratings and advertising revenue. The researchers found that commercial networks often produce sensationalized content, which appeals to emotions and interests of viewers, but undermines the balance and seriousness of the news.

Hamilton (2004): In his study of the commercial pressures on the American press, Hamilton found that television networks often prioritize stories that attract high viewer numbers, such as celebrity gossip or crime, over more substantive and diverse issues. This shift leads to a distortion of the public's understanding of important social, political, and economic matters.

Nielsen et al. (2013): Nielsen’s study looked at how news networks in Europe and the United States have responded to the competition for ratings. They found that as news outlets chase profit, they may abandon traditional journalistic practices, including presenting balanced perspectives, and instead cater to an audience’s tastes and expectations for entertainment-driven content.
.

CHAPTER THREE
METHOD OF THE STUDY

3.1
Introduction
This chapter outlines the research methodology used in the study to investigate the influence of news commercialization on balanced news reportage in a television organization. The section covers the design, methods, sampling techniques, instruments, and analysis procedures used in the research.

3.1
Research Design

The research design for this study is descriptive and analytical. Descriptive design will be used to provide a detailed account of the current state of news commercialization and its influence on balanced news coverage in television organizations. The analytical aspect will allow the researcher to examine and explain the relationships between news commercialization practices and how they affect the objectivity, accuracy, and balance of news reporting.

The research will adopt a qualitative approach, with some aspects of quantitative analysis to gather comprehensive data. The study will use case studies, surveys, and in-depth interviews to gather and analyze information from television organizations, journalists, and viewers.

3.2
Research Methods

The research will employ both qualitative and quantitative methods, using a mixed-methods approach. This combination allows the study to capture both numerical data and detailed, context-rich information from participants.

Qualitative Methods:

In-depth interviews will be conducted with journalists, news editors, and managers within television organizations to explore their perspectives on the impact of news commercialization on balanced reporting.

Focus group discussions will be held with media professionals and experts in the field to gather varied opinions on the topic.

Quantitative Methods:

A survey will be administered to a random sample of viewers to assess their perceptions of the objectivity and balance of television news programs.

3.3 Population of the Study

The population for this study includes:
Television Organizations: The target population will include employees from television organizations involved in news production, including news editors, reporters, and managers.

Viewers: The study will focus on viewers who regularly watch news on television, as their opinions and perceptions are key to understanding how commercialization impacts news balance.

3.4 Sample Size and Sampling Techniques
Since the population is large, the random sampling method was employed. This ensures accurate representation of the population and reliability is high.  According to Miles and Huberman (2014) data analyszs is an iterative process. Data analysis consists of three activities: Data reduction, Data display, and Conclusion drawing/ verification”. Sampling as it was used by Harold (2002) is an attempt to access some properties of a large number of items by a study of a similar properties of a similar number. The sample size of this research consist of low staff both junior, managerial and non-staff KWIRS, Ilorin.  TAROYAMINE (1964) formula is used to determine the sample size for research TARO (1964) method.
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The sample size will depend on the population size of the television organizations and viewers, but it will be representative enough to provide valid and reliable results.

Sample Size:

For the qualitative part, about 10-15 journalists and editors will be selected from different television stations. Additionally, 2-3 focus groups of 6-8 media professionals each will be used.

For the quantitative part, the survey will target 200-300 viewers across various demographics to ensure that the results are statistically significant.

Sampling Techniques:

Stratified Random Sampling will be used for selecting the viewers to ensure diversity in terms of age, gender, and location.

Purposive Sampling will be used to select journalists and media professionals who are directly involved in news production, ensuring they have relevant knowledge and experience.

3.5 Data Collection Instruments

The study will use the following instruments to collect data:

Questionnaires: A structured questionnaire will be designed for the viewer survey. The questionnaire will include both closed-ended and open-ended questions to assess viewers' perceptions of news balance and commercialization.

Interview Guides: For the in-depth interviews with media professionals, a semi-structured interview guide will be used. This will allow the researcher to explore specific themes while also allowing room for participants to express their views in more detail.

Focus Group Discussion Guides: These will be developed to guide discussions among media professionals. The questions will focus on the challenges and effects of news commercialization on balanced reporting.

3.6 Validity and Reliability of the Instruments

Validity: To ensure validity, the research instruments (questionnaires, interview guides, and focus group discussion guides) will be reviewed by experts in media studies and communication to check for content validity. Pre-tests will be conducted to ensure the instruments measure what they are intended to measure.

Reliability: The reliability of the instruments will be assessed using Cronbach's alpha for the questionnaire to ensure consistency of responses. Additionally, the interviews and focus group discussions will be recorded and transcribed to verify consistency in the qualitative data.

3.7 Data Collection Methods

Surveys: The survey will be administered using online and face-to-face methods, depending on the accessibility and availability of the participants. A Likert scale will be used for quantitative questions to measure the extent of perceived balance in the news.

Interviews: In-depth interviews will be conducted with journalists, editors, and television station managers. These will be scheduled at their convenience and will be conducted face-to-face or via phone/video calls.

Focus Groups: Focus group discussions will be held with groups of media professionals. These will be conducted in a controlled environment to encourage open discussion and the sharing of experiences and opinions on the impact of commercialization on news balance.

3.8 Data Analysis

The data analysis will involve both quantitative and qualitative approaches:

Quantitative Analysis: The survey data will be analyzed using descriptive statistics (mean, frequency, percentages) to identify trends in the responses. Statistical tools like SPSS or Excel will be used to analyze the data and test for any significant relationships.
CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

4.1
INTRODUCTION


This explain how data collected and all question raised in the administered questionnaires are presented and analyzed.


The data collected were arranged in table to facilitate clear analysis.


The simple percentage method was adopted to give a detailed analysis of data collected in other to understand the relevance of the answer received from the questions asked.

4.2 ANALYSIS OF DATA


The result presented and discussed below is based on the analysis of the two hundred copies of the questionnaires completed and returned by the respondents. The number of the study also helped in quick analysis of the data collected. The analysis was done by treating each question based on the research questions.
QUESTION 1: SEX

Table 1

	RESPONSE 
	FREQUENCY
	PERCENTAGE

	Male 
	40
	40

	 Female
	60
	60

	TOTAL
	100
	100


Source: Researcher Survey 2025

The table above shows the sex of the respondents 40 respondents representing 40% are male while the 60 respondents representing 60% are female.   

QUESTION 2: AGE

Table 2

	RESPONSE 
	FREQUENCY 
	PERCENTAGE

	18 years – 25years
	40
	40

	26 years – 35 years 
	30
	30

	Above 35 years
	20
	20

	TOTAL

	100
	100


Source: Researcher Survey 2025

The table above shows the Age of the respondent’s 40 respondents representing 40% are within 18-25 years, 30 respondents representing 30% are within the range of 26 – 35 years while 20 respondents representing 20% respondents are above 35 years.   
QUESTION 3: EDUCATIONAL LEVEL
Table 3
	RESPONSE 
	FREQUENCY 
	PERCENTAGE

	ND 1
	30
	30

	ND 2
	20
	20

	HND 1
	15
	15

	HND 2
	35
	35

	TOTAL

	100
	100


Source: Researcher Survey 2025

The table above shows the Educational level of the respondent’s 30 respondents representing 30% are ND 1, 20 respondents representing 20% are ND 2, 15 respondents representing 15% are HND 1 while 35 respondents representing 35% respondents are HND 2. 
  QUESTION 4: MARITAL STATUS
Table 4
	RESPONSE 
	FREQUENCY 
	PERCENTAGE

	Single
	70
	70

	Engaged
	20
	20

	Others 
	10
	10

	TOTAL

	100
	100


Source: Researcher Survey 2025

The table above shows the Marital Status of the respondent’s 70 respondents representing 70% are Single, 20 respondents representing 20% are engaged while 10 respondents representing 10% respondents were others. 
QUESTION 5: RELIGION 
Table 5
	RESPONSE 
	FREQUENCY 
	PERCENTAGE

	Islam
	50
	50

	Christianity
	40
	40

	Others
	10
	10

	TOTAL

	100
	100


Source: Researcher Survey 2025

The table above shows the Religion of the respondent’s 50 respondents representing 50% are Islam, 40 respondents representing 40% are Christianity while 10 respondents representing 10% respondents are others. 
SECTION B: RESEARCH BASED QUESTION

QUESTION 6: DO YOU THINK NEWS COMMERCIALIZATION AFFECTS THE OBJECTIVITY OF NEWS REPORTING IN YOUR ORGANIZATION?
	RESPONSE
	FREQUENCY
	PERCENTAGE 

	Yes
	60
	60

	No
	40
	40

	TOTAL
	100
	100


Source: Researcher Survey 2025

The above table shows 60 respondents representing 60% agrees on yes, while the remaining 40 respondents representing 40% chooses No.
Interpretation: This result indicates that a majority of the respondents (60%) believe that news commercialization affects the objectivity of news reporting in their organization.
QUESTION 7: HAVE YOU EVER EXPERIENCED PRESSURE FROM ADVERTISERS OR SPONSORS TO ALTER NEWS CONTENT? 
	RESPONSE
	FREQUENCY
	PERCENTAGE 

	Yes
	55
	55

	No
	45
	45

	TOTAL
	100
	100


Source: Researcher Survey 2025

The above table shows 55 respondents 55% agrees on yes, while the remaining 45 respondents representing 45% chooses No.
Interpretation: This result suggests that a majority of the respondents acknowledge external influence on editorial content, particularly from advertisers or sponsors.
QUESTION 8: DOES YOUR ORGANIZATION HAVE CLEAR GUIDELINES TO SEPARATE NEWS AND ADVERTISING? 
	RESPONSE
	FREQUENCY
	PERCENTAGE 

	Yes
	80
	80

	No
	20
	20

	TOTAL
	100
	100


Source: Researcher Survey 2025

The above table shows 80 respondents 80% agrees on yes, while the remaining 20 respondents representing 20% chooses No.

Interpretation: This result indicates that a strong majority of respondents believe their organization has established policies or frameworks to distinguish editorial content from commercial content.

QUESTION 9: DO YOU BELIEVE NEWS COMMERCIALIZATION COMPROMISES THE CREDIBILITY OF YOUR ORGANIZATION? 
	RESPONSE
	FREQUENCY
	PERCENTAGE 

	Yes
	55
	55

	No
	45
	45

	TOTAL
	100
	100


Source: Researcher Survey 2025

The above table shows 55 respondents 55% agrees on yes, while the remaining 45 respondents representing 45% chooses No.
Interpretation: This result suggests that a slight majority of respondents are concerned about the negative impact of commercial interests on journalistic credibility. It reflects a perception that the influence of advertisers, sponsors, or financial motivations may undermine the trustworthiness and integrity of news content.

QUESTION 10: SHOULD JOURNALISTS BE ALLOWED TO OWN SHARES IN COMPANIES THEY REPORT ON?
	RESPONSE
	FREQUENCY
	PERCENTAGE 

	Yes
	60
	60

	No
	40
	40

	TOTAL
	100
	100


Source: Researcher Survey 2025

The above table shows 60 respondents 60% agrees on yes, while the remaining 40 respondents representing 40% chooses No.
Interpretation: This finding indicates that a majority of the respondents are in support of journalists having financial interests in the subjects of their reporting, which may reflect a more flexible view of journalistic ethics or a lack of awareness of potential conflicts of interest.

SECTION C

QUESTION 11: NEWS COMMERCIALIZATION COMPROMISES THE BALANCE OF NEWS REPORTAGE IN OUR ORGANIZATION
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	15
	15

	Agree
	45
	45

	Neutral
	15
	15

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 15 respondents representing 15% chooses strongly agree, 45 respondents representing 45% chooses agree, 15 respondents representing 15% chooses Neutral, 15 respondents representing 15% disagree while the remaining 10 respondents representing 10% chooses strongly disagree.
Interpretation: This distribution suggests that a majority of respondents believe that commercialization influences the impartiality and fairness of news reporting.

QUESTION 12: OUR ORGANIZATION'S NEWS CONTENT IS OFTEN INFLUENCED BY ADVERTISERS OR SPONSORS
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	10
	10

	Agree
	50
	50

	Neutral
	15
	15

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 10 respondents representing 10% chooses strongly agree, 50 respondents representing 50% chooses agree, 15 respondents representing 15% chooses Neutral, 15 respondents representing 15% disagree while the remaining 10 respondents representing 10% chooses strongly disagree.
Interpretation: This result indicates that a majority of respondents recognize that commercial interests play a role in shaping news content, which raises concerns about editorial independence.
QUESTION 13: NEWS COMMERCIALIZATION PRIORITIZES SENSATIONALISM OVER FACTUAL REPORTING
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	10
	10

	Agree
	50
	50

	Neutral
	15
	15

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 10 respondents representing 10% chooses strongly agree, 50 respondents representing 50% chooses agree, 15 respondents representing 15% chooses Neutral, 15 respondents representing 15% disagree while the remaining 10 respondents representing 10% chooses strongly disagree.
Interpretation: This suggests that a significant majority of respondents believe that commercial pressures lead television organizations to favor sensational stories, possibly at the expense of factual and balanced reporting.
QUESTION 14: OUR ORGANIZATION'S EDITORIAL INDEPENDENCE IS COMPROMISED BY COMMERCIAL INTERESTS
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	20
	20

	Agree
	40
	40

	Neutral
	15
	15

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 20 respondents representing 20% chooses strongly agree, 40 respondents representing 40% chooses agree, 15 respondents representing 15% chooses Neutral, 15 respondents representing 15% disagree while the remaining 10 respondents representing 10% chooses strongly disagree.
Interpretation: This indicates that a majority of the respondents believe that commercial interests, such as advertising and sponsorship, have a noticeable influence on editorial decisions.
QUESTION 15: NEWS COMMERCIALIZATION AFFECTS THE CREDIBILITY OF OUR ORGANIZATION
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	5
	5

	Agree
	25
	25

	Neutral
	20
	20

	Disagree
	30
	30

	Strongly Disagree
	20
	20

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 5 respondents representing 5% chooses strongly agree, 25 respondents representing 25% chooses agree, 20 respondents representing 20% chooses Neutral, 30 respondents representing 30% disagree while the remaining 20 respondents representing 20% chooses strongly disagree.
Interpretation: This result suggests that although a portion of the respondents believe that commercialization has a negative impact on the organization's credibility, a larger percentage disagrees with this view.

QUESTION 16: OUR JOURNALISTS ARE PRESSURED TO REPORT NEWS IN A WAY THAT FAVORS ADVERTISERS OR SPONSORS
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	10
	10

	Agree
	50
	50

	Neutral
	15
	15

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 10 respondents representing 10% chooses strongly agree, 50 respondents representing 50% chooses agree, 15 respondents representing 15% chooses Neutral, 15 respondents representing 15% disagree while the remaining 10 respondents representing 10% chooses strongly disagree.
Interpretation: This result indicates that a significant majority of respondents acknowledge the presence of external pressure from advertisers or sponsors influencing news reporting.
QUESTION 17: NEWS COMMERCIALIZATION LEADS TO BIASED REPORTING IN OUR ORGANIZATION

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	5
	5

	Agree
	25
	25

	Neutral
	20
	20

	Disagree
	30
	30

	Strongly Disagree
	20
	20

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 5 respondents representing 5% chooses strongly agree, 25 respondents representing 25% chooses agree, 20 respondents representing 20% chooses Neutral, 30 respondents representing 30% disagree while the remaining 20 respondents representing 20% chooses strongly disagree.
Interpretation: This distribution suggests that although a minority acknowledges the presence of bias due to commercialization, a larger portion of the respondents does not perceive it as a significant issue in their organization.

QUESTION 18: THEIR ORGANIZATION PRIORITIZES PROFIT OVER JOURNALISTIC INTEGRITY
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	20
	20

	Agree
	40
	40

	Neutral
	15
	15

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 20 respondents representing 20% chooses strongly agree, 40 respondents representing 40% chooses agree, 15 respondents representing 15% chooses Neutral, 15 respondents representing 15% disagree while the remaining 10 respondents representing 10% chooses strongly disagree.
Interpretation: This result indicates that a majority of the respondents perceive that commercial interests often outweigh the commitment to journalistic values in their organization.
QUESTION 19: NEWS COMMERCIALIZATION UNDERMINES THE ROLE OF JOURNALISM IN DEMOCRACY

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	5
	5

	Agree
	25
	25

	Neutral
	20
	20

	Disagree
	30
	30

	Strongly Disagree
	20
	20

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 5 respondents representing 5% chooses strongly agree, 25 respondents representing 25% chooses agree, 20 respondents representing 20% chooses Neutral, 30 respondents representing 30% disagree while the remaining 20 respondents representing 20% chooses strongly disagree.
Interpretation: This indicates that while a minority of the respondents believe commercialization negatively affects journalism’s democratic function, a greater number do not share this concern.

QUESTION 20: OUR ORGANIZATION SHOULD IMPLEMENT STRICTER GUIDELINES TO SEPARATE NEWS AND ADVERTISING
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	15
	15

	Agree
	45
	45

	Neutral
	15
	15

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	TOTAL
	100
	100


Source: Researcher Survey 2025
The above table shows 15 respondents representing 15% chooses strongly agree, 45 respondents representing 45% chooses agree, 15 respondents representing 15% chooses Neutral, 15 respondents representing 15% disagree while the remaining 10 respondents representing 10% chooses strongly disagree.
Interpretation: This suggests that a majority of the respondents recognize the need for clearer boundaries between editorial content and commercial influence within their organization.  

4.3
DISCUSSION OF FINDINGS

The findings from the analysis of responses in this study reveal important insights into how news commercialization affects news objectivity, editorial independence, and public trust in media organizations. From the demographic data, it was evident that the respondents comprised a balanced mix of educational levels and age groups, with a slight majority of female participants (60%) and most respondents falling within the 18–25 age range. This age group, being more media-savvy and digitally active, provided informed and relevant perspectives on the influence of commercialization in media practice.
A majority of respondents (60%) agreed that news commercialization impacts the objectivity of news reporting in their organization, affirming that media content is increasingly influenced by financial motivations rather than public interest. This aligns with the 55% who admitted to experiencing pressure from advertisers or sponsors to alter news content, suggesting that editorial independence is regularly compromised. Despite this, a significant 80% stated that their organizations have guidelines to separate advertising from editorial content, although the effectiveness of such guidelines remains questionable based on subsequent responses.
The results from Section C further reinforce the concern that commercialization affects journalistic standards. A combined 60% either strongly agreed or agreed that news commercialization compromises the balance of reportage. Additionally, many respondents (60% in total) believed that their organization prioritizes profit over journalistic integrity. Responses also indicated that sensationalism is often favored over factual reporting, and nearly half of the respondents agreed that commercial interests undermine journalism’s democratic role.
Interestingly, there was a relatively even split on questions related to credibility and bias, indicating that while some respondents accept commercialization as a necessary business model, others see it as a threat to the integrity and trustworthiness of journalism. However, the consistent call by a majority (60%) for stricter guidelines to regulate the separation of news and advertising shows a clear demand for reforms. Overall, the findings suggest that while media practitioners recognize the economic realities of commercialization, there is strong concern about its growing influence on the credibility, neutrality, and ethical standards of journalism in Nigeria.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1
Introduction


The objective of this study was to determine the “Influence of news commerliazation on balance news reportage in a television organization”. Survey research design was adopted, using the questionnaire for gathering of data. In addition to the analysis of data and discussion of findings, this chapter presented the summary of findings, conclusion and recommendation.
5.2
Summary

This topic examines how financial interests affect the fairness, objectivity, and integrity of news content. In the modern media landscape, television stations are increasingly driven by the need to generate revenue through advertisements, sponsorships, and audience ratings. This commercialization often pushes news organizations to prioritize stories that are sensational, emotionally charged, or entertaining, rather than those that are informative and balanced. As a result, the principles of responsible journalism—such as impartiality, depth, and diversity of viewpoints—may be compromised.

Commercial pressures can lead to editorial bias, where news content is subtly or overtly influenced by advertisers or sponsors, especially when critical coverage might threaten financial relationships. Journalists and media outlets may experience ethical dilemmas, choosing between truthful reporting and financial sustainability. The tendency to avoid controversial issues or downplay unpopular perspectives further erodes the role of the media as a watchdog and source of public enlightenment.

In conclusion, news commercialization poses a serious challenge to the credibility of television journalism. While it ensures financial survival, it risks undermining the trust of the public and the democratic function of the media. Therefore, it is essential for television organizations to strike a balance between commercial viability and journalistic integrity, ensuring that profit motives do not overshadow the commitment to accurate, fair, and balanced news reporting.
5.2
Conclusion

In conclusion, the influence of news commercialization on balanced news reportage in television organizations presents both ethical and professional challenges. While the drive for profit is an inevitable part of modern media operations, it must not come at the expense of journalistic standards such as objectivity, fairness, and impartiality. The increasing dependence on advertising and sponsorship has made it difficult for television news to maintain editorial independence, often leading to sensationalism and biased reporting.

As television stations strive to attract viewership and revenue, the risk of compromising the quality and balance of news becomes more apparent. This shift not only undermines public trust in the media but also threatens the media’s essential role in supporting democracy and informed citizenship. To address this, there must be a conscious effort by media owners, regulatory bodies, and journalists to enforce ethical guidelines and promote transparency in news production.

Ultimately, sustaining the credibility of television journalism requires a careful balance between commercial interests and the public's right to truthful, balanced, and unbiased information. By upholding professional ethics and resisting undue influence from advertisers, television organizations can fulfill their responsibility as reliable sources of news in a democratic society.
5.3
Recommendation 

· Strengthen Editorial Independence: Television organizations should establish clear policies that uphold the editorial independence of journalists and shield them from undue influence by advertisers and sponsors. Internal guidelines must clearly separate advertising from editorial content to preserve the integrity of news reporting.
· Promote Ethical Journalism Training: Continuous professional training should be provided to journalists and editors on ethical journalism, emphasizing objectivity, fairness, and accuracy. Media organizations should embed a culture that values public service journalism over profit-driven reporting.
· Implement Regulatory Oversight: Regulatory bodies and media councils should monitor television stations to ensure that commercial interests do not override public interest. Strict penalties should be enforced on organizations found to manipulate news content to satisfy sponsors.
· Encourage Public Funding and Alternative Revenue Models: To reduce dependency on advertising revenue, television organizations should explore alternative funding mechanisms such as public grants, donor support, or subscription-based models. These options can help reduce commercial pressure and support balanced reportage.
· Enhance Media Literacy Among the Public: Educating the audience on how to identify biased or sensationalized news can empower viewers to demand higher journalistic standards. An informed public can play a critical role in holding media organizations accountable.

These recommendations aim to create a media environment where commercial success and journalistic responsibility can coexist without compromising the quality and balance of news content.
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QUESTIONNAIRE

Dear respondents,

I am a student of mass communication, Kwara state polytechnic, Ilorin conducting research on a topic: "THE INFLUENCE OF NEWS COMMERLIAZATION ON BALANCE NEWS REPORTAGE IN A TELEVISION ORGANIZATION".

The research is not meant for publication but for education purpose, therefore your sincerity will be really appreciated.

INSTRUCTIONS: please tick ( ) the answer which you consider as most appropriate.

The questionnaire is in two parts. Section A and B
SECTION A

1. Age: (a) 15- 20 years.( ) (b) 21-25 years( ) (c) 26-30 years ( ) (d) 31 and above (  )

2. Sex: (a) Male (   ) (b) Female (   )
3. Educational background: (a) HND/BSc (  ) (b) OND/ NCE (  ) (c) O'LEVEL (  )
4. Occupation: (a) Civil servant (  ) (b) Students (  ) (c) Others (  )
5. Marital Status: (a) Single (  ) (b) Married (c) Others (   )
SECTION B

6. News commercialization compromises the balance of news reportage in our organization. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
7. Our organization's news content is often influenced by advertisers or sponsors. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
8. News commercialization prioritizes sensationalism over factual reporting. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
9. Our organization's editorial independence is compromised by commercial interests. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )

10. News commercialization affects the credibility of our organization. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
11. Our journalists are pressured to report news in a way that favors advertisers or sponsors. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
12. News commercialization leads to biased reporting in our organization. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
13. Our organization prioritizes profit over journalistic integrity. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
14. News commercialization undermines the role of journalism in democracy. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
15. Our organization should implement stricter guidelines to separate news and advertising. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )

16. These questionnaires aim to gather opinions on the influence of news commercialization on balanced news reportage in a television organization. (a) Strongly Agree (   ) (b) Agree (   ) (c) Neutral (  ) (d) Disagree (  ) (e) Strongly Disagree (  )
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