MEDIA BIAS: IMPACT OF POLITICAL SPONSORSHIP ON BROADCAST MEDIA OBJECTIVITY (A STUDY OF ARISE TV)

BY


MATTHEW JEREMIAH OLUWASEUN 
HND/23/MAC/FT/0150


BEING A RESEARCH PROJECT SUBMITTED TOTHE DEPARTMENT OF MASS COMMUNICATION, INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY, KWARA STATE POLYTECHNIC, ILORIN.

IN PARTIAL FULFILLMENT OF THE REQUIREMENTS FOR THE AWARD OF HIGHER NATIONAL DIPLOMA (HND)
 IN MASS COMMUNICATION

JUNE, 2025









CERTIFICATION
This research has been  examined and approved as meeting part of the requirements of the Department of Mass Communication, Institute of Information and Communication Technology, Kwara State Polytechnic, Ilorin, in partial fulfillment for the award of Higher National Diploma (HND) in Mass Communication. 


________________________			             ______________________                   
  MR. OLOHUNGBEBE, F.T			                                       DATE
   (Project supervisor)


________________________				________________________
  MR. OLUFADI, B. A				                             DATE
(Project Coordinator)


________________________				________________________
  MR. OLOHUNGBEBE, F.T			            	                 DATE
  (Head of Department) 


________________________				________________________
  EXTERNAL SUPERVISOR 			            	     DATE
 






Dedication
  This project is dedicated to almighty GOD, the lord of mankind for his guidance and protection over my life

























Acknowledgements
First and foremost, I express my deepest gratitude to God for granting me the strength, wisdom, and perseverance to successfully complete this research project.
I am sincerely thankful to my project supervisor Mr.Olohungbebe for his invaluable guidance, encouragement, and constructive feedback throughout the course of this work. Your support played a vital role in shaping this research and bringing it to completion.
A heartfelt thank you to my beloved mother, Mrs &Mr  Matthew , whose unwavering love, prayers, and sacrifices have been my greatest source of motivation. Your belief in me has always been my driving force.
To everyone who contributed in one way or another to the success of this project, I am truly grateful.

































Abstract
This study investigates the impact of political sponsorship on broadcast media objectivity in Nigeria, using Arise TV as a case study. While broadcast media are expected to serve as impartial informants of the public, increasing political influence raises concerns about biased framing, compromised objectivity, and skewed news narratives. Guided by Framing Theory, Political Economy Theory, and Media Dependency Theory, the study explores how political sponsorship shapes media content and audience perception. Adopting a quantitative research design and descriptive survey method, data were collected through questionnaires administered to 100 respondents, including staff and regular viewers of Arise TV, achieving a full response rate. Findings indicate that 78% of respondents perceive political sponsorship as a major influence on news framing and editorial decisions at Arise TV, with 82% acknowledging a moderate to high impact on the station’s objectivity. Respondents also noted increased dependence on politically aligned content and reduced trust in media neutrality. The study recommends enforcing transparent sponsorship disclosures, strengthening journalistic ethics, and ensuring institutional safeguards against political interference. It concludes that political sponsorship poses a significant threat to media objectivity and calls for structural reforms to preserve the democratic function of the press in Nigeria.































CHAPTER ONE
INTRODUCTION
1.1 Background of the Study 
Media bias, a pervasive challenge in journalism, involves the presentation of information influenced by partiality or favoritism. It undermines objectivity and fairness, which are the cornerstone principles of media practice. Political sponsorship has emerged as a critical factor contributing to media bias. Sponsorship often influences the editorial stance of media organizations, leading to the selective framing of news and a tendency to promote the narratives of sponsors over the public interest (Smith, 2022).
In Nigeria, the intersection of media ownership and political affiliations is well-documented, leading to skepticism about the impartiality of the country’s broadcast media. Political sponsorship impacts editorial decisions, compromises journalistic standards, and influences the audience’s perception of news content (Johnson & Adeoye, 2020). This challenge is further exacerbated by the lack of regulatory enforcement to prevent undue political interference in media operations.
Broadcast media, particularly television, plays a crucial role in shaping public discourse and informing citizens. It provides a platform for diverse voices, helping the public understand socio-political and economic issues. However, when political sponsorship becomes a dominant influence, it distorts the flow of accurate and balanced information. For instance, allegations of selective reporting or agenda-setting in favor of political interests have surfaced against prominent media outlets, including Arise TV. While Arise TV is celebrated for its investigative journalism, it has not been immune to criticisms regarding its editorial independence, with some studies suggesting a tendency toward selective reporting that aligns with specific political affiliations (Eze & Musa, 2021).
Recent global studies have highlighted the growing trend of media outlets aligning with political interests. These studies show that media ownership often directly influences the framing of news, agenda-setting, and even the hiring policies of journalists (Olayemi, 2022). In Nigeria, this trend is exacerbated by the patron-client relationship between politicians and media owners. Research by Alade and Chukwu (2023) shows that political sponsorship leads to selective reporting, where stories that could portray sponsors negatively are suppressed or underreported. This reduces the capacity of the media to act as a watchdog, holding power accountable and promoting transparency.
Furthermore, the digital age has introduced new dynamics into media bias. The increasing competition among broadcast media platforms for sponsorship and advertising revenue has made media organizations more susceptible to political influences. This trend threatens the principles of free press and the role of the media as a fourth estate in upholding democratic ideals. While regulatory bodies such as the National Broadcasting Commission (NBC) are tasked with ensuring ethical compliance, enforcement remains weak, enabling the perpetuation of biased practices (Johnson & Adeoye, 2020).

Arise TV, as one of Nigeria’s leading television networks, serves as a case study to understand how political sponsorship impacts editorial independence and objectivity. The network’s coverage of political events, elections, and governance has drawn mixed reactions from audiences and media analysts. Critics argue that political sponsorship often leads to the amplification of specific narratives while silencing dissenting voices, thus skewing public opinion and limiting balanced discourse (Eze & Musa, 2021).
This study delves into these concerns, exploring the intersection of political sponsorship, media bias, and broadcast media objectivity. By focusing on Arise TV, it aims to uncover the extent to which political sponsorship compromises editorial standards, influences content framing, and shapes public perception of the media’s credibility. This research contributes to the broader discourse on media ethics and objectivity, offering insights into how media organizations can mitigate bias and maintain their role as impartial conveyors of information in a democratic society.
1.2 Statement of the Problem 
The principles of truth and objectivity are fundamental to journalism, serving as the cornerstone of public trust in the media. In an ideal media landscape, broadcast journalism should present events accurately, fairly, and without bias, ensuring that audiences receive credible and balanced information. However, in contemporary media practice, these principles are often undermined, particularly by external influences such as political sponsorship. Political sponsorship can compromise media objectivity, leading to biased reporting and the promotion of partisan narratives rather than the dissemination of factual and balanced news.
In Nigeria, the issue of media bias has been a recurring concern, especially during politically charged periods like elections. A notable example was the 2015 general elections, during which many broadcast media outlets were accused of being co-opted by political sponsors. The National Broadcasting Commission (NBC) had to caution broadcasters to adhere to professional ethics and avoid promoting hate campaigns, ethnic and religious biases, or partisan propaganda. Despite such warnings, the influence of political sponsorship was evident, with media outlets often accused of prioritizing the interests of their sponsors over journalistic integrity (Olupohunda, 2015).
Arise TV, like other broadcast media organizations, operates within this challenging environment where political sponsorship may influence content production and dissemination. While the station is known for its national and international coverage, questions remain about its ability to maintain objectivity in politically sensitive issues. Does political sponsorship compromise Arise TV’s ability to present balanced and unbiased content? How do audiences perceive the objectivity of its news coverage in the face of potential political influences?
This study seeks to address these questions by examining the impact of political sponsorship on Arise TV’s broadcast objectivity. The research aims to explore the extent to which political sponsorship affects the station’s ability to uphold journalistic standards and how this influences audience perceptions of its credibility. By doing so, the study will provide insights into the broader implications of media bias and the challenges faced by broadcast media in maintaining objectivity in Nigeria’s politically charged environment.
1.3 Research Objectives
i. To examine the extent to which political sponsorship influences media bias and the objectivity of news reporting on Arise TV.
ii. To analyze the impact of political affiliations on Arise TV’s coverage of political events and candidates. 
iii. To identify specific instances of media bias in Arise TV’s political coverage, particularly during election periods.
1.4 Research Questions
i. To what extent does political sponsorship influence media bias and the objectivity of news reporting on Arise TV? 
ii. How do political affiliations impact Arise TV’s coverage of political events and candidates? 
iii. What are the specific instances of media bias observed in Arise TV’s political coverage during election periods?
1.5 Significance of the Study
This study is significant because it will provide valuable insights into the influence of political sponsorship on the objectivity of media coverage in Nigeria, with a specific focus on Arise TV. Understanding how political sponsorship shapes news content is crucial for promoting transparency, fairness, and credibility in Nigerian media, especially in the context of elections and political discourse. The findings of this study will contribute to the academic field by expanding the literature on media bias, political sponsorship, and broadcast media objectivity. It will also be useful for media practitioners, policymakers, and regulatory bodies, such as the National Broadcasting Commission (NBC), in improving journalistic standards and ensuring that broadcast media remains unbiased and serves the public interest. The study may also provide the public with greater awareness of how political affiliations can influence media narratives, enabling them to critically evaluate the news they consume.
1.6 Scope and Limitations of the Study
This study will focus on Arise TV, a leading news outlet in Nigeria, to explore how political sponsorship influences the objectivity and fairness of its political coverage, particularly during election periods. The research will investigate the presence of media bias and its impact on the audience's perception of the credibility of political coverage, specifically during the 2015, 2019, and 2023 Nigerian general elections.
The study will use quantitative research methods to measure audience perceptions of Arise TV's political coverage. A survey will be administered to a sample of Arise TV's viewers to assess their perceptions of bias, objectivity, and fairness in the station’s reporting during the specified election years. The survey will include closed-ended questions designed to gauge the viewers’ awareness of potential bias and how political sponsorship may have affected the news coverage. The responses will be analyzed using statistical techniques to identify trends, correlations, and significant relationships between political sponsorship and perceived media bias
Limitations of the Study
i. Financial Constraints: Limited funding may restrict the amount of content analyzed and the resources available for gathering primary data, such as conducting interviews or surveys with journalists and media analysts.
ii. Time Constraints: The study must be completed within an academic timeline, which may limit the depth of the analysis of Arise TV’s news coverage, especially during the election periods. 
1.7 Definition of Key Terms
i. Media Bias: The perceived or actual partiality or favoritism in news reporting, which affects the neutrality and objectivity of the content. This can be reflected in the selection, framing, and presentation of news stories.
ii. Political Sponsorship: The financial or strategic support provided by political parties, candidates, or interest groups to media outlets, with the intention of influencing their content, particularly in relation to political news.
iii. Objectivity in Journalism: The practice of presenting news in a fair, balanced, and unbiased manner, ensuring that various perspectives and viewpoints are equally represented.
iv. Arise TV: A Nigerian television network known for its news and current affairs programming, which provides coverage of political events, policies, and developments within Nigeria
v. Election Coverage: The media reporting on electoral processes, candidates, campaigns, and the results of elections. This includes news about political candidates, parties, and political events, as well as the presentation of election results.










CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction 
2.1 Conceptual Framework 
2.1.1Concept of Broadcast Media 
Broadcast media refers to the use of electronic communication channels, such as radio, television, and increasingly online streaming services, to transmit content to a large and dispersed audience. It is one of the most influential forms of mass communication due to its ability to reach a vast number of people simultaneously, regardless of their location. This makes it a vital tool for delivering information, entertainment, education, and advertising.
At its core, broadcast media operates on a one-to-many model, where content is produced by a central source, such as a radio station or television network, and transmitted through specific frequencies or channels to a wide audience. This distribution can be achieved via terrestrial transmission, satellite systems, or cable networks. In recent years, digital platforms have emerged as an extension of traditional broadcast media, allowing audiences to stream content on demand via the internet.
Historically, radio was the first major broadcast medium, providing a platform for news, music, drama, and public service announcements. Its portability and affordability made it widely accessible, even in remote areas. Television followed, revolutionizing communication with the addition of visual elements. The combination of sight and sound made television a powerful tool for storytelling, education, and persuasion, significantly influencing culture and public opinion.
Broadcast media has several defining characteristics that distinguish it from other forms of communication. It is immediate, making it highly effective for delivering real-time updates such as breaking news, live sports events, or emergency alerts. Its ability to combine audio and visual elements (in the case of television) enhances audience engagement and retention of information.
In the contemporary landscape, broadcast media continues to evolve. Traditional platforms are adapting to digital technology, offering live streaming, interactive programming, and personalized content to meet the demands of modern audiences. Hybrid models, where traditional broadcasting is integrated with online platforms, allow users to access content across multiple devices, such as smartphones, tablets, and smart TVs.
Despite the growing influence of digital and social media, broadcast media retains its relevance. It is often perceived as a credible and authoritative source of information, particularly during critical events. Governments and organizations use broadcast media extensively for public service campaigns, policy announcements, and educational initiatives.
Broadcast media also has a significant economic impact. Advertising is a major revenue source for radio and television networks, enabling businesses to reach a broad audience and promote their products or services. Sponsorships, product placements, and subscription models further contribute to the financial sustainability of broadcast networks.
In summary, broadcast media remains a cornerstone of modern communication. Its ability to inform, entertain, and connect people has made it indispensable in shaping public opinion, fostering cultural exchange, and supporting economic development. As technology continues to advance, the integration of traditional and digital broadcasting promises to enhance its accessibility, interactivity, and impact on society.
2.1.2 Historical Overview of Broadcast Media 
The history of broadcast media in Nigeria dates back to the colonial era, during which it served as a tool for disseminating information from the colonial government to the populace. In 1932, the British Empire Service, later known as the British Broadcasting Corporation (BBC), introduced the Radio Diffusion Service (RDS) in Lagos. This system relayed BBC programs to Nigeria, marking the country’s entry into broadcasting.
In 1951, the Nigerian Broadcasting Service (NBS) was established as the first locally controlled broadcasting institution. It extended radio broadcasting across the country, providing educational, informational, and entertainment content. By 1957, the Nigerian Broadcasting Corporation (NBC) replaced the NBS, following an act of parliament. The NBC emphasized producing local content to reflect Nigeria’s cultural diversity, which was a significant step toward indigenous control of broadcasting, even before Nigeria attained independence.
Television broadcasting began in Nigeria in 1959, making it the first African country to establish a television station. The Western Nigeria Television Service (WNTV) was launched on October 31, 1959, by the Western Region government. This was followed by the establishment of Eastern Nigeria Television (ENTV) in 1960 and Northern Nigeria Television (NTV) in 1962. These regional stations provided platforms for promoting local culture and showcasing regional talents.
In the 1970s and 1980s, the federal government consolidated broadcasting under its control to promote national unity. The Nigerian Television Authority (NTA) was established in 1977 to oversee all television stations, while the Federal Radio Corporation of Nigeria (FRCN) managed radio broadcasting. Although these efforts emphasized unity, they limited regional autonomy and diversity in content production.
The deregulation of the broadcast industry in 1992 marked a turning point. The National Broadcasting Commission (NBC) was established to regulate the sector, and private broadcasting licenses were issued. This allowed private radio and television stations, such as Ray Power FM and Africa Independent Television (AIT), to emerge, bringing diversity and competition to the industry.
In the 2000s, Nigeria began transitioning to digital broadcasting to align with global trends. The digital switch-over aimed to improve broadcast quality and increase access to channels. Additionally, the rise of online platforms and streaming services has revolutionized the broadcast media landscape, making content more accessible to audiences nationwide.
In summary, the history of broadcast media in Nigeria reflects the country’s socio-political evolution. From its colonial roots to regional diversity, centralization, deregulation, and digital transformation, broadcast media has played a vital role in information dissemination, education, and cultural preservation.
2.1.3 Characteristics of Broadcast Media 
Broadcast media, which includes radio and television, is a powerful mode of mass communication characterized by its unique ability to reach diverse audiences. Below are three key characteristics of broadcast media:
1. Wide Reach and Accessibility
Broadcast media has the ability to reach a large and geographically dispersed audience simultaneously. Signals transmitted via radio waves, satellites, or digital means enable programs to be broadcast across regions, countries, or even globally. This makes it a highly effective tool for mass communication, public enlightenment, and entertainment. Its accessibility ensures that even individuals in remote areas can receive information with a simple radio or television set.
2. Audio-Visual Nature
While radio relies on sound (audio) to convey messages, television combines both audio and visual elements. This characteristic makes broadcast media particularly engaging and impactful. Television’s visual component enhances understanding by providing a visual representation of events, while radio’s audio nature stimulates imagination and allows for communication with audiences regardless of literacy levels. These attributes make broadcast media versatile for news, education, advertising, and entertainment.
3. Real-Time Communication
Broadcast media allows for the immediate dissemination of information, making it an essential tool for real-time communication. This characteristic is especially crucial during emergencies, live events, or breaking news. Live broadcasts enable audiences to receive updates as events unfold, fostering a sense of immediacy and connection. This real-time feature also supports interactive formats such as call-in shows and live interviews, enhancing audience engagement.
4. Mass Appeal
Broadcast media is designed to appeal to a broad audience, regardless of age, gender, or social background. Unlike other media forms that may cater to niche markets, broadcast media reaches large segments of society. This mass appeal makes it an effective tool for disseminating information on a national or global scale, such as government announcements, public service messages, or global events like the Olympics.
5. One-Way Communication
Broadcast media typically operates in a one-way communication model, where the broadcaster sends out content to the audience without receiving immediate feedback from them. This is different from interactive media like social media or online forums, where two-way communication is possible. However, modern developments, such as call-ins, social media integration, and audience feedback during live shows, have slightly shifted this model, offering more interactivity.
6. High Impact and Emotional Appeal
The combination of visual and auditory elements in broadcast media creates a powerful emotional connection with the audience. For instance, the use of music, sound effects, and compelling visuals can significantly affect the emotional tone of a broadcast. News reports, documentaries, or advertisements on TV or radio often evoke strong emotions, such as empathy, excitement, or urgency, making it an influential tool for shaping public opinion and behavior.
7. Regulated Content
Broadcast media is typically subject to government regulations and guidelines, which can vary from country to country. In many nations, there are strict rules about the types of content that can be aired, including rules on decency, truth in advertising, and political neutrality. Regulatory bodies, such as the National Broadcasting Commission (NBC) in Nigeria or the Federal Communications Commission (FCC) in the United States, oversee content, ensuring it adheres to legal and ethical standards.
8. Scheduling and Time Sensitivity
Broadcast media often operates on a fixed schedule, with programming divided into specific time slots. Television programs, for example, are usually aired at predetermined times, which requires the audience to plan their viewing accordingly. This characteristic can create a sense of anticipation and appointment viewing, particularly for popular shows, news segments, or sports events. The time-sensitive nature of broadcast media also means that content is often produced in advance, with certain programs requiring preparation and timely updates.
9. Diverse Content Formats
Broadcast media offers a wide range of content formats, from news programs, dramas, talk shows, and documentaries to live sports events, music shows, and advertisements. This variety ensures that there is something for everyone, regardless of their interests or preferences. The flexibility to cater to different content styles and formats makes broadcast media a versatile platform for entertainment, education, and information dissemination.
10. Dependence on Technology
Broadcast media heavily relies on technological infrastructure such as transmitters, satellites, and receivers to deliver content. Advancements in technology, like digital broadcasting, satellite TV, and online streaming, have expanded the reach and quality of broadcast media, providing clearer signals, more channels, and interactive capabilities. The growth of mobile and internet-based broadcast media has also transformed the way content is consumed, making it more accessible on-demand.
2.1.4 Function of Broadcast Media 
Broadcast media plays a crucial role in shaping society and influencing public opinion. Its functions are varied and multifaceted, with each function contributing to different aspects of communication and society. Below are some key functions of broadcast media:
1. Information Dissemination
One of the primary functions of broadcast media is to provide timely and accurate information to the public. Through news broadcasts, weather reports, and special reports, radio and television inform the public about local, national, and international events. This function ensures that citizens are well-informed and able to make decisions based on up-to-date information, such as in cases of emergencies, political developments, or health alerts.
2. Education
Broadcast media serves as an important tool for education, especially in regions with limited access to formal schooling. Educational programs on radio and television cover a wide range of topics, including academic subjects, vocational training, health education, and civic awareness. This function helps improve literacy rates, enhance skills, and raise awareness about critical social issues, such as hygiene, nutrition, and environmental protection.
3. Entertainment
Entertainment is one of the most significant functions of broadcast media, with both radio and television offering a variety of content to keep audiences entertained. This includes music, movies, dramas, comedy shows, reality TV, talk shows, and sports events. Entertainment programs provide an escape from daily life and contribute to the cultural and emotional well-being of individuals.
4. Public Awareness and Social Change
Broadcast media is a powerful tool for raising awareness about important social issues and driving societal change. Through documentaries, public service announcements (PSAs), and news programs, broadcast media addresses critical issues such as human rights, gender equality, environmental sustainability, and political participation. It can inspire social movements, challenge injustices, and promote policy changes by educating the public on relevant issues.
5. Advertising and Commercial Promotion
A major function of broadcast media, especially television and radio, is advertising. Commercials on these platforms promote products, services, and brands to mass audiences. Advertising through broadcast media is effective in reaching a wide range of consumers, influencing purchasing decisions, and shaping consumer behavior. It also helps businesses and organizations grow by expanding their market reach.
6. Cultural Preservation and Promotion
Broadcast media plays a key role in preserving and promoting cultural heritage. Through programs that highlight local traditions, music, dance, and languages, broadcast media helps maintain and celebrate the cultural diversity of a nation. It also introduces audiences to global cultures, encouraging cross-cultural understanding and exchange. This function strengthens national identity and fosters a sense of pride in cultural heritage.
7. Political Communication and Advocacy
Broadcast media serves as a vital tool for political communication, enabling governments, politicians, and advocacy groups to reach the electorate. Political campaigns, debates, policy discussions, and interviews with political leaders are often broadcast on television and radio to inform voters and encourage political participation. Broadcast media also plays a role in holding governments accountable by reporting on public issues, corruption, and government policies.
8. Community Building and Social Interaction
Broadcast media fosters a sense of community by providing content that resonates with local cultures, values, and issues. It connects people, families, and communities by offering shared experiences through programming like local news, talk shows, and call-in programs. These platforms allow listeners and viewers to interact with hosts and fellow audience members, enhancing social cohesion and collective identity.


9. Agenda-Setting and Influence on Public Opinion
Broadcast media has the power to set the agenda by highlighting certain issues while downplaying others. The way news is framed, the selection of stories, and the emphasis on specific topics can influence public opinion and shape societal priorities. This function underscores the significant impact broadcast media has in directing public discourse and shaping the collective mindset on political, social, and economic matters.
10. Crisis Communication
In times of crisis, such as natural disasters, civil unrest, or health emergencies, broadcast media plays an essential role in providing critical information to the public. It helps guide people on evacuation plans, safety measures, and government responses. Broadcast media serves as a reliable and immediate source of information, ensuring that the public is informed and able to respond appropriately to crises.
2.1.5 Objectivity in Journalism 
Objectivity in the context of journalism and media refers to the practice of presenting information, news, or content in a fair, unbiased, and balanced manner. It is an essential ethical principle that aims to ensure that reporters and broadcasters provide facts without letting personal opinions, emotions, or external pressures influence their reporting. Objectivity helps establish credibility, trust, and reliability in media content, making it one of the core values in journalism.
1. Neutrality in Reporting
Objectivity requires journalists to maintain neutrality in their reporting, meaning they should not take sides on controversial issues or favor one perspective over another. A journalist is expected to provide a balanced view, presenting facts and viewpoints from all relevant parties. This does not mean that a journalist should avoid addressing controversial topics; rather, they should present these topics fairly, ensuring that all sides are heard and that opinions or biases do not distort the facts.
2. Accuracy and Fact-Checking
At the heart of objectivity is the commitment to accuracy. Journalists must ensure that the information they present is factual, well-researched, and verified through credible sources. Fact-checking is an integral part of maintaining objectivity, as it ensures that misleading or false information does not make its way into the public domain. This helps build public trust and avoids the spread of misinformation.
3. Separation of News and Opinion
Objectivity is also maintained by keeping a clear distinction between news and opinion. News content should focus solely on facts, events, and information that is verifiable, while opinion content (such as editorials or commentary) reflects the personal views of the writer or the outlet. When journalists blur this line, it can lead to confusion for the audience and erode the integrity of the news.
4. Minimizing Bias
Journalists are human and, like everyone, have their own perspectives, experiences, and biases. However, objectivity demands that these personal biases not influence how information is gathered or presented. This is particularly important in situations where the journalist’s personal beliefs might lead to a skewed representation of events. Minimizing bias involves not only presenting multiple viewpoints but also being aware of unconscious biases and striving to set them aside during the reporting process.
5. Transparency and Accountability
An objective journalist should be transparent about their sources and methods of gathering information. Transparency helps the audience assess the credibility and reliability of the information. If errors occur, it is important for journalists to acknowledge and correct them promptly. Accountability is a key component of objectivity, ensuring that journalists remain committed to the ethical standards of their profession.
6. Contextualization
While objectivity emphasizes neutrality, it does not mean that journalists should simply present facts without providing context. Providing context is crucial to helping the audience understand the significance and implications of the information. However, the context should be presented in a manner that is consistent with the facts, avoiding the introduction of subjective interpretations or personal judgments.

2.1.6 Importance of Objectivity in Journalism 
Objectivity in journalism is a fundamental principle that ensures the credibility and reliability of media content. It is essential for maintaining the integrity of journalism and fostering trust with the audience. Here are some key reasons why objectivity is important in journalism:
1. Credibility and Trust
Objectivity is crucial for establishing the credibility of a news outlet. When journalists present information in an unbiased, fair, and balanced manner, it enhances their reputation as reliable sources of information. Audiences are more likely to trust the media when they believe that news is presented objectively, without the influence of personal opinions or biases. Trust in the media is vital for fostering an informed public and upholding the democratic process.
2. Promotes Fairness and Balance
Objectivity ensures that different perspectives on an issue are represented fairly. By presenting multiple viewpoints, journalists allow the audience to form their own informed opinions based on facts. This balance is especially important when covering controversial topics or issues that have various stakeholders. Fairness and balance prevent the media from favoring one side over another, which is essential for maintaining journalistic ethics.
3. Avoiding Misinformation and Bias
Objectivity helps prevent the spread of misinformation and reduces the likelihood of media outlets pushing biased narratives. Journalists must verify facts and rely on credible sources, ensuring that the information shared with the public is accurate and not misleading. Objectivity also involves recognizing and minimizing personal biases, which could distort the reporting of events. By sticking to facts and objective reporting, journalists help safeguard the public from being misled by false or incomplete information.
4. Supports Democracy
In a democracy, the media serves as a “watchdog” by providing the public with the information needed to make informed decisions about governance, politics, and society. Objective journalism plays a critical role in this process by ensuring that citizens receive unbiased, comprehensive coverage of events. When the media provides information impartially, it enables the public to participate in democratic processes, such as voting or engaging in civil discourse, based on accurate and diverse information.
5. Encourages Accountability
Objective journalism holds individuals, institutions, and governments accountable for their actions. By reporting facts and presenting various viewpoints, journalists can expose wrongdoing, corruption, and injustices. Objectivity helps ensure that reporters do not become advocates for a particular cause or individual, thus maintaining their role as impartial observers. This accountability is a key function of the press in maintaining transparency and justice in society.
6. Prevents Manipulation and Propaganda
One of the risks of biased or subjective journalism is that it can be used as a tool for propaganda, manipulating the public to support a particular ideology, government, or corporate interest. Objective journalism helps protect the public from such manipulation by ensuring that news reporting is rooted in facts rather than persuasive rhetoric. By maintaining objectivity, journalists help prevent the media from being exploited as a tool for partisan or commercial agendas.
7. Fosters Informed Public Opinion
Objectivity in journalism allows the audience to access accurate and well-rounded information, enabling them to form their own opinions on various matters. An objective approach ensures that news is not presented with a particular agenda, allowing individuals to critically evaluate different viewpoints and come to their own conclusions. This, in turn, contributes to a more informed and engaged public, which is essential for the functioning of a democratic society.
8. Ethical Responsibility
Journalists have an ethical responsibility to report the news truthfully and fairly. Objectivity is a key component of this ethical duty, as it requires journalists to separate personal opinions, emotions, and biases from their reporting. By adhering to objectivity, journalists uphold the moral principles of their profession and demonstrate respect for the truth and the audience’s right to unbiased information.
9. Minimizes Conflicts of Interest
Objectivity helps prevent conflicts of interest in journalism. Journalists may have personal or professional relationships with sources or stakeholders, but objectivity ensures that such relationships do not influence their reporting. By keeping personal biases and interests out of their work, journalists are better able to provide accurate and impartial coverage. This minimizes the risk of the media being perceived as compromised or biased due to outside influences.
10. Supports Professionalism in Journalism
Objectivity is one of the core standards of professional journalism. Adhering to this principle demonstrates a commitment to the craft and to ethical journalism practices. It helps maintain high standards within the industry, ensuring that journalists and media organizations are respected and trusted by their audience. By consistently striving for objectivity, journalists maintain the professionalism of their field and protect the integrity of the news media as a whole.
2.1.7 Challenges of Objectivity in Journalism 
While objectivity is a fundamental principle of journalism, achieving it in practice is often challenging. Journalists face numerous obstacles that can compromise their ability to report news impartially and without bias. Here are some of the key challenges to maintaining objectivity in journalism:
1. Personal Bias and Subjectivity
Journalists, like everyone else, have personal beliefs, opinions, and experiences that can influence how they interpret or report events. Even with the best intentions, it is difficult to completely set aside personal biases, especially when covering issues that evoke strong emotions or moral convictions. These biases can subtly shape the way stories are framed, which can undermine objectivity. The challenge lies in recognizing and mitigating these biases to avoid influencing the audience’s perception.
2. Political and Ideological Pressures
Journalists often face pressure from political parties, government entities, or media owners who may have particular ideological or political leanings. This pressure can manifest in the form of editorial directives, censorship, or even threats to job security. Journalists working in such environments might struggle to maintain objectivity, especially if their employers or sources have vested interests in promoting a particular agenda. This can lead to biased reporting or selective coverage of stories, which ultimately compromises the objectivity of the journalism.
3. Commercial Interests and Advertiser Influence
Media organizations rely on advertising revenue to sustain their operations, which can sometimes create a conflict of interest. Advertisers may attempt to influence media coverage, particularly if they are sponsoring content or running ads in the outlet. The financial dependency on advertisers can cause media outlets to avoid or downplay negative stories about their sponsors or supporters, thus compromising their objectivity. This challenge highlights the tension between the need for financial sustainability and the ethical responsibility to report independently.
4. Sensationalism and the Need for Audience Attention
In the highly competitive media landscape, the need for audience attention can lead to sensationalized reporting. News outlets may focus on dramatic or attention-grabbing headlines to boost viewership or readership, sometimes at the cost of objectivity. Sensationalism can distort the truth by emphasizing emotional appeal over factual accuracy, leading to exaggerated or misleading portrayals of events. This challenge becomes particularly pronounced in a digital age where clickbait and viral content are often prioritized over nuanced, fact-based reporting.
5. Time Constraints and the Pressure to Publish Quickly
In the fast-paced world of journalism, particularly in broadcast and online media, there is often intense pressure to publish stories as quickly as possible. Journalists may not have sufficient time to fact-check or thoroughly investigate a story before it is broadcast or published. This rush to report can result in inaccuracies, incomplete information, or unbalanced coverage, which compromises objectivity. The need for speed often forces journalists to rely on unverified sources or to skip important context, which can diminish the quality of the report.
6. Media Ownership and Corporate Influence
The concentration of media ownership in the hands of a few large corporations can impact objectivity. When media outlets are owned by powerful entities with political or business interests, there is a risk that the news content will be skewed to align with the owner’s values or interests. This can result in selective reporting, with certain stories being downplayed or ignored in favor of others that serve the owner’s agenda. Journalists working in such environments may face internal pressure to conform to the owner’s preferences, which can undermine objectivity.
7. Social Media and the Spread of Misinformation
The rise of social media has changed the landscape of news consumption, making it harder for journalists to maintain objectivity. Social media platforms often amplify opinions and personal biases, blurring the lines between news and commentary. Journalists may feel compelled to cater to the audience’s preferences or to engage with viral trends, which can lead to biased reporting. Additionally, the prevalence of misinformation and “echo chambers” on social media poses a challenge for journalists, who must navigate the spread of false or misleading narratives while striving to provide accurate, unbiased information.
8. Cultural and Societal Influences
Cultural factors, such as societal values, social norms, and historical context, can also affect objectivity. A journalist’s cultural background or the dominant cultural narratives of the country in which they are reporting may subtly influence their interpretation of events. For example, journalists might frame a particular issue in a way that aligns with prevailing societal values, which may not necessarily represent an objective or balanced perspective. The challenge is to recognize how cultural factors influence reporting and to strive for fairness in representing diverse viewpoints.
9. The Influence of Sources
Journalists rely on a variety of sources for their stories, including experts, government officials, eyewitnesses, and organizations. However, some sources may provide biased or incomplete information, either intentionally or unintentionally. Journalists must navigate this landscape carefully, ensuring they verify the information provided and present it in an objective manner. The reliance on particular sources, especially those with vested interests, can introduce bias into the reporting, as journalists might unknowingly prioritize certain viewpoints over others.
10. Audience Expectations and Confirmation Bias
Journalists also face challenges from the audience’s expectations and pre-existing beliefs. People tend to seek information that confirms their existing opinions, a phenomenon known as confirmation bias. As a result, audiences may prefer content that aligns with their ideological stance, leading journalists to tailor their reporting in ways that cater to these preferences, either intentionally or unconsciously. This can lead to a lack of objectivity as media outlets may prioritize content that satisfies their audience’s biases over content that challenges or informs them objectively.
11. Ethical Dilemmas in Coverage
Journalists often encounter ethical dilemmas when reporting on sensitive issues, such as crime, tragedy, or political corruption. Balancing the duty to inform the public with the need to respect privacy, avoid harm, or prevent legal repercussions can be difficult. In some cases, journalists may face pressure to sensationalize or alter facts to make a story more compelling, which compromises objectivity. Striking a balance between ethical considerations and the desire to provide objective, factual reporting can be one of the most challenging aspects of journalism.
2.1.8 Historical Overview of Arise TV
Arise TV is a Nigerian news and television network that was established to provide comprehensive news coverage and programming, with a focus on both local and global events. The network was officially launched in 2009 by Arise Broadcasting Limited, a company founded by Nduka Obaigbena, a prominent Nigerian media mogul. Arise TV is part of the broader media enterprise that includes ThisDay, a leading Nigerian newspaper, also owned by Obaigbena.
Origins and Ownership:
The inception of Arise TV was part of a broader vision to create a modern, pan-African media outlet that would cater to the growing demand for 24-hour news coverage in Nigeria and Africa at large. The network was designed to be a satellite TV station with global reach, with a strong emphasis on presenting a Nigerian and African perspective on international issues. Nduka Obaigbena, through his ownership of Arise Broadcasting, was instrumental in shaping the direction and content of the channel.
Programming and Coverage:
Arise TV’s programming focuses on a range of topics, including breaking news, politics, business, entertainment, and sports, with a distinct emphasis on African stories and perspectives. The network provides in-depth analysis of events, particularly those that have a significant impact on the African continent. Arise TV is known for its coverage of major events, such as elections, political developments, and international summits, offering viewers comprehensive reports and live coverage.
Arise TV also developed a reputation for hosting debates, talk shows, and interviews with key figures in politics, business, and the arts. Notably, the network has been recognized for its emphasis on addressing issues of governance, corruption, and development within Nigeria and other African nations.
Expansion and Reach:
Initially, Arise TV aimed to compete with other global news networks, such as CNN and BBC, by offering international news with a focus on Africa. It began broadcasting in 2010, with the goal of becoming a leading source of African news. Over time, Arise TV expanded its reach through satellite and cable television, ensuring that its signal could be accessed across Nigeria, Africa, and beyond. The channel gained significant viewership from African diaspora communities around the world.
The network’s programming Is available to a global audience, with particular attention to African issues and events, thus providing a platform for African voices in the global media landscape.
Challenges and Developments
Like many African media ventures, Arise TV faced several challenges in its early years, including competition from established global news outlets and the need for robust infrastructure to support its programming. However, it overcame many of these hurdles by leveraging its local knowledge and focusing on issues that resonate with African audiences.
Over the years, Arise TV has grown in terms of both viewership and influence. It has been instrumental in providing African perspectives on major global events, distinguishing itself from other international networks that are often criticized for offering a Western-centered viewpoint.
2.2 Theoretical Framework
This research draws on the Framing Theory, Political Economy of Media Theory, and Media Dependency Theory to examine the impact of political sponsorship on broadcast media objectivity, specifically focusing on Arise TV. These theories provide a comprehensive lens for understanding how political forces influence media content, audience perception, and the role of media in shaping political narratives.
2.2.1 Framing Theory
Framing Theory, introduced by Erving Goffman (1974) and later expanded by Robert Entman (1993), argues that media does not merely reflect reality but shapes the way audiences perceive it. This theory suggests that media organizations influence public opinion not just through what they report but also by how they present the news. The media, by selecting and organizing information, creates a specific frame that influences the audience’s understanding of an issue, event, or individual. This is especially important in the context of political news coverage, where framing can significantly impact the way the public perceives political issues, parties, and candidates.
For instance, when a broadcast media outlet such as Arise TV receives political sponsorship, the way it frames political issues or figures might be affected. A political party or sponsor might influence the language, tone, and emphasis given to particular news stories, thereby guiding the audience’s perception. For example, if a political party sponsors a program on Arise TV, the station might highlight the party’s achievements or policies while downplaying the opposition’s shortcomings. This selective framing helps shape how viewers perceive the political landscape, which may not reflect the objective reality of the situation.
Framing also operates through the selection of sources and the types of voices that are given prominence. A media outlet might choose to feature more experts or representatives from a particular political side while minimizing opposition viewpoints. This selective representation influences the audience’s perception of what is important or relevant in the political discourse. Through this process, media outlets like Arise TV can subtly but powerfully guide public understanding and interpretation of political events, making framing a critical element in assessing media bias.
The framing process Is not always overtly manipulative but is often subtle and ingrained in the editorial choices that media organizations make. This is why political sponsorship can be a powerful force in influencing media content. If the sponsoring party has an agenda, it could subtly influence the framing of political news to align with their interests. This type of media bias can affect the objectivity of news coverage, potentially distorting the public’s understanding of political events and issues.
A key concept within Framing Theory Is the idea of “issue framing,” where the media emphasizes certain aspects of a story to highlight particular viewpoints. For example, Arise TV might choose to frame a particular political scandal as a matter of public interest and concern, focusing on the moral implications, rather than as a legal issue that should be decided in court. By framing the issue this way, the media can direct the audience’s emotions and understanding, potentially influencing their judgment of the political figures involved.
Framing Theory also highlights the impact of media frames on the collective public consciousness. In the context of political sponsorship, media outlets like Arise TV, if influenced by political sponsors, may reinforce particular frames that align with the interests of the sponsoring party. This results in the public receiving a skewed version of the political events or issues, which may not fully represent the complexity or diversity of perspectives involved. Over time, this can lead to the normalization of biased perspectives within the public discourse, further entrenching political polarization.
Through the application of Framing Theory, it becomes clear that media outlets do not just passively reflect events but actively shape how the audience interprets these events. In politically sponsored broadcasts, these frames are shaped by the interests and agendas of the sponsors. This is a powerful reminder that the media’s role in democracy is not neutral, as framing decisions can heavily influence political outcomes by guiding public opinion toward specific narratives and interpretations.
Finally, in the case of Arise TV, the role of framing becomes even more significant because it shapes the way audiences engage with politics. When a media outlet frames political issues, it provides a framework for the public to discuss and understand those issues. Political sponsorship can distort this framework, leading the public to adopt a skewed understanding of political matters. Thus, analyzing the framing mechanisms used by Arise TV in political reporting offers important insights into the potential impact of political sponsorship on the media’s objectivity.
2.2.2 Political Economy of Media Theory
The Political Economy of Media Theory, developed by scholars such as Dallas Smythe (1977) and Herbert Schiller (1989), emphasizes the influence of economic and political interests on media content. This theory suggests that the media is not a neutral space for the free exchange of information; rather, it is shaped by the economic and political powers that own and sponsor it. In the context of broadcast media like Arise TV, political sponsorship plays a significant role in influencing media content, as media outlets often depend on funding from political parties or advertisers who have their own agendas.
Political sponsorship, in particular, is an essential concept within the Political Economy of Media Theory because it highlights the financial and ideological pressures that shape media content. When a political party or individual sponsor contributes financially to a media outlet like Arise TV, there is a risk that the media’s objectivity may be compromised. The content produced by the outlet could become skewed in favor of the sponsor’s political interests, with certain topics receiving more coverage or being portrayed more favorably, while others are marginalized. This results in media that reflects the interests of powerful political sponsors rather than providing balanced, unbiased reporting.
Furthermore, the Political Economy of Media Theory suggests that media organizations operate within a capitalist framework where profit motives often guide editorial choices. In this context, political sponsorship is not just about supporting a media outlet, but about gaining influence over the content that is broadcast. Political sponsors may use their financial power to ensure that their political views are represented, shaping how political events and issues are reported. This can undermine the media’s role as a democratic institution that provides diverse viewpoints and objective information.
In the case of Arise TV, political sponsorship could influence both the selection of political stories and the framing of those stories. A political party providing sponsorship might expect positive coverage or at least an impartial representation of its policies and candidates. This relationship could lead to a situation where certain political figures or parties are given more prominence, while others are overlooked or criticized. Over time, this type of bias can distort the public’s understanding of political issues, which has significant implications for democracy and the free flow of information.
The theory also emphasizes the power of media owners and advertisers In shaping content. In a politically charged environment like Nigeria, where media outlets often rely on political advertisements and sponsorships to survive, the potential for bias becomes even more pronounced. The media outlet, in this case, Arise TV, may prioritize content that aligns with the interests of its political sponsors, thus compromising its editorial independence. The result is a media environment where the truth is shaped by economic interests rather than journalistic integrity.
Another critical component of the Political Economy of Media Theory is the concept of media concentration, which refers to the ownership of media outlets by a small group of individuals or organizations. This concentration can limit the diversity of viewpoints presented in the media. In Nigeria, where a few political elites and media owners control large swathes of media outlets, political sponsorship can have an even greater impact on media content. This type of media concentration risks creating a media landscape where the voices of ordinary citizens and opposition parties are marginalized.
The Political Economy of Media Theory also stresses the Importance of understanding the role of external forces—such as government regulation and corporate sponsorship—on the media. These forces often push media outlets like Arise TV to align their content with the goals of those in power. As a result, the independence of the media is compromised, and its ability to serve the public interest is diminished. Political sponsorship, in this context, becomes a tool for influencing the editorial direction of the media, thus threatening the objectivity of political reporting.
By examining Arise TV through the lens of Political Economy of Media Theory, this study will highlight the ways in which political sponsorship impacts not only the content of political coverage but also the broader media ecosystem. The interplay between political sponsorship, media ownership, and audience expectations can shape the media’s role in society, often leading to content that reflects the interests of the powerful rather than providing an unbiased, comprehensive view of political events.
2.2.3 Media Dependency Theory
The Media Dependency Theory, proposed by Sandra Ball-Rokeach and Melvin DeFleur (1976), suggests that the more dependent individuals are on the media for information, the more the media will influence their perceptions of reality. This theory underscores the relationship between media consumption and the influence media outlets have on the audience. In a politically charged environment, such as in Nigeria, where access to diverse news sources may be limited, media outlets like Arise TV become crucial sources of information for the public. As a result, the influence of media, particularly broadcast media, on political opinions and behaviors becomes more pronounced.
For audiences who rely heavily on Arise TV for political news, the content presented by the station plays a pivotal role in shaping their understanding of political events. If Arise TV’s content is influenced by political sponsorship, it has the potential to shape the audience’s political attitudes and beliefs in a way that reflects the interests of the sponsors. This means that political bias, whether intentional or not, can have a lasting impact on the way the public perceives political issues, candidates, and parties. The more dependent the audience is on the media, the more susceptible they become to the influence of political sponsorship on news content.
In this context, Media Dependency Theory suggests that the more individuals are dependent on a single media outlet like Arise TV, the greater the potential for the station’s political bias to affect their perceptions and behaviors. If political sponsorship affects the objectivity of the content, this dependency can amplify the impact of biased coverage on the audience’s political attitudes. This is particularly concerning in a democracy, where access to diverse viewpoints is crucial for informed political decision-making.
The theory also highlights how the media’s power Is contingent upon the degree to which people depend on it for information. In politically turbulent societies where access to reliable and diverse sources of information is limited, media outlets become central in shaping public opinion. Arise TV’s influence
2.3 Empirical Review
The issue of media bias, particularly in the context of political sponsorship, has been a subject of growing concern in the realm of broadcast media. This section reviews studies that address the impact of political sponsorship on the objectivity of broadcast media, with a particular focus on Arise TV, a prominent Nigerian media outlet known for its political coverage and analysis.
One relevant study by Ilesanmi (2019) explored the role of political sponsorship in shaping media content, specifically within Nigerian broadcast media. Ilesanmi’s research found that political sponsorship often influences the editorial stance of media houses, leading to biased reporting in favor of political interests. The study highlighted that media outlets like Arise TV, which are often financially supported by political figures or political groups, may find themselves inadvertently or deliberately shaping their narratives to align with the interests of their sponsors. This trend was found to undermine the objectivity of broadcast media, as political biases can distort public perception and hinder balanced discourse on political matters.
A similar study by Nwankwo (2020) ”xamined the impact of political sponsorship on news coverage in Nigerian media. Nwankwo’s research revealed that political sponsorship could result in selective reporting, where certain political narratives are amplified while others are underreported. This selective approach is particularly evident during election periods, where media houses, including Arise TV, may give disproportionate coverage to the political parties or candidates that align with their sponsors’ interests. The study further argued that such bias can significantly impact voters’ perceptions, influencing their choices based on incomplete or skewed information.
In a more specific context, Akinyemi and Olatunji (2021) focused on the relationship between political sponsorship and media objectivity during Nigeria’s general elections. Their study found that media organizations like Arise TV, which receive funding or support from political actors, may face pressures to present news in a way that favors their benefactors. Akinyemi and Olatunji concluded that while political sponsorship might provide financial stability to media houses, it also compromises the credibility and independence of their reporting, leading to a reduction in objectivity.
A study by Olowu (2022) explored how political sponsorship affects media ethics In Nigeria, specifically analyzing the practice of political bias in broadcast journalism. Olowu’s research suggested that media organizations often engage in biased reporting by framing news to benefit their political sponsors, thus prioritizing partisan interests over journalistic integrity. In the case of Arise TV, Olowu noted that political figures with close ties to the station may use their influence to shape coverage, especially in election-related discussions. The research emphasized that such practices undermine the role of the media as the “fourth estate” and its ability to hold the government accountable.
Further supporting these findings, Eze (2020) examined the influence of political sponsorship on news content in Nigerian media. Eze’s research highlighted that political sponsorship leads to a distortion of news narratives, particularly on sensitive issues such as corruption, governance, and electoral integrity. For Arise TV, which often engages in in-depth political analysis and commentary, this bias is visible in the way certain politicians or political parties are portrayed more favorably than others. Eze argued that media outlets must work to maintain their editorial independence in order to safeguard the public’s trust and ensure fair political discourse.
In addition, a comparative study by Anigboro and Obasi (2021) analyzed the impact of political sponsorship on media objectivity in both public and private broadcast media in Nigeria. The study found that while public media outlets may be subject to government influence, private media organizations like Arise TV often face more direct pressures from political sponsors seeking favorable coverage. The research suggested that Arise TV, despite being a privately-owned station, was not immune to political biases, especially when its programming aligns with the interests of its sponsors.
A comprehensive study by Okoye (2022) explored the ethical dilemmas faced by Nigerian broadcasters in maintaining objectivity amidst political pressures. Okoye’s research revealed that political sponsorship not only affects news coverage but also the selection of interviewees, with politicians or public figures with strong ties to sponsors often being given more airtime. This practice can skew the public’s understanding of political issues and hinder the media’s ability to provide impartial, fact-based reporting. Okoye’s study suggested that to restore media integrity, there is a need for greater transparency and regulation in the relationship between media organizations and their political sponsors.
Lastly, in a study by Bello and Odunsi (2023), the researchers investigated the public’s perception of bias in political reporting on Arise TV. The study concluded that viewers often perceive the station’s coverage of political events as biased, particularly during election periods. Bello and Odunsi argued that the perception of bias is linked to Arise TV’s ties with political sponsors, which impacts the station’s ability to present news objectively. This perception of bias can erode the public’s trust in the station, especially among viewers who expect impartial and balanced reporting.
In conclusion, the reviewed studies consistently highlight the challenges that political sponsorship presents to the objectivity of broadcast media, particularly in Nigeria. The findings suggest that media outlets like Arise TV, while providing valuable political coverage, may face pressures that influence their editorial stance, leading to biased reporting. These biases can distort public perception, limit critical discourse, and undermine the credibility of the media. Therefore, it is essential for media organizations to strive for greater editorial independence and adhere to ethical journalism standards to maintain their role as a trusted source of information.




CHAPTER THREE
METHODOLOGY
3.0 Introduction
This chapter outlines the research methodology employed in this study, which focuses on investigating the impact of political sponsorship on the objectivity of broadcast media, specifically examining Arise TV. It presents the research design, population, sample size, sampling techniques, instruments used for data collection, and the methods of analysis to ensure a systematic approach to answering the research questions.
3.1 Research Design
The study adopts a quantitative research design, which allows for the collection and analysis of numerical data to explore the relationship between political sponsorship and broadcast media objectivity. According to Creswell (2014), quantitative research enables the researcher to test hypotheses and examine the cause-effect relationships between variables. In this study, the research seeks to measure the extent of media bias resulting from political sponsorship, using structured surveys to collect data that can be analyzed statistically. The use of a quantitative approach ensures that the results are generalizable to a broader population.
3.2 Population of the Study
The population for this study consists of the viewers and staff of Arise TV, a popular broadcast station in Nigeria. Based on projections from media industry reports, it is estimated that Arise TV has a viewership spanning urban and rural areas, especially in the southwestern and northern parts of Nigeria. The total viewership of Arise TV is approximately 5 million, but for the purpose of this study, the target population will consist of those who regularly consume news from the station and can provide informed opinions on the station’s perceived objectivity.
3.3 Sample and Sampling Techniques
A simple random sampling technique will be employed to select the sample for this study. This technique is chosen because it ensures that each individual in the population has an equal chance of being selected, thus minimizing selection bias. The sample size for this study is determined to be 100 respondents, which is considered sufficient to provide a reliable and valid representation of the viewership of Arise TV. A survey will be conducted to collect data on the perceived objectivity of Arise TV’s broadcasts, especially in relation to the influence of political sponsorship.
3.4 Research Instrument
The main instrument for data collection in this study will be a structured questionnaire designed to gather quantitative data from the respondents. The questionnaire will consist of closed-ended questions with Likert-scale items, allowing respondents to rate their level of agreement or disagreement with statements regarding Arise TV’s objectivity, political influence, and media bias. The questionnaire will be distributed using Google Forms to ensure efficiency in data collection. The design of the questionnaire will be validated through a pilot study conducted on a smaller sample before the main survey.
3.5 Validity and Reliability of the Instrument
To ensure the validity of the research instrument, the questionnaire will undergo an expert review, where professionals in the fields of media and communication will assess its relevance, clarity, and ability to measure the intended variables. Additionally, the pilot study will help in fine-tuning the instrument to ensure it captures the necessary data effectively.
Reliability refers to the consistency of the instrument in producing similar results when administered under similar conditions. To ensure the reliability of the instrument, the questionnaire will be pre-tested, and the results will be analyzed for internal consistency using Cronbach’s Alpha. A reliability coefficient of 0.7 or higher will be considered acceptable for this study.
3.6 Method of Administration of the Instrument
The survey will be administered using Google Forms to the selected respondents. The link to the survey will be sent to the participants via email, social media, and other online platforms commonly used by Arise TV’s audience. The researcher will ensure that the instructions for completing the survey are clear, and the survey will be available for completion over a two-week period. Participants will be assured of the confidentiality of their responses to encourage honest and unbiased answers.
3.7 Method of Data Analysis
Once the data has been collected, it will be analyzed using descriptive statistics. The responses will be coded and processed using statistical software like SPSS or Excel. The data will be presented in tabular form with frequency distributions and percentages to provide an overview of the respondents’ perceptions of political bias and its impact on the objectivity of Arise TV. Inferential statistics, such as Chi-square tests, will be used to examine the relationships between political sponsorship and media bias, helping to determine whether there is a significant association between these factors.
The findings from the data analysis will be presented in clear, accessible formats, including charts and graphs, to make the results easy to interpret and understand.


















CHAPTER FOUR
4.0. Data Analysis 
 Data analysis is the most crucial part of any research. Data analysis summaries collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights. 
 In this chapter data are organized into tables so that statically and logical conclusion can be gotten frills the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and vetted comprehension The researcher presents all the questionnaire items that would provide answers to the researchers identified problem and all presentations and analysis shall be in conformity with questionnaire items and responses.
4.1. Analysis of Research Instrument  
Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts etc. However, the organization and presentation of data shall be according to questionnaire items and responses, in the (20) twenty questionnaire items developed from the three framed researcher questions, the researcher aimed at using them to provide an answer to his topic problem. 
 A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace. All presentations are done in simple percentage tabular mode, while simple descriptive analysis technique was used to describe what items were contained in the tables.
Distribution Table
	Respondent 
Number of questionnaire distributed
	FREQUENCY 
100

	Number of questionnaire returned
Number of discard
Number of questionnaire not returned 
	100
Nil
Nil 

	Number of questionnaire presented and analyzed
	Nil


 From the above table it can be seen that the respondents were people of Ilorin. Number of questionnaire distributed were 100, the percentage was 100%, number of questionnaire returned was 100, no of discard was Nil, number of questionnaire not returned Nil and number of questionnaire presented and analyzed are 20
4.2 Analysis of the Demographic Segment
Section A
QUESTION 1: Distribution of the gender of respondents 
     Table I 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Male
	39
	39%

	Female
	61
	61%

	Prefer not to say
	0
	0%

	Total
	100
	100


        GOOGLE FORM SURVEY, 2025 
This table shows that a majority of respondents are female (61%), while 39% are male, and no respondent selected “Prefer not to say.”
QUESTION 2: Distribution of the age of respondents 
    Table II
	RESPONSES
	FREQUENCY
	PERCENTAGE

	18-25
	9
	9%

	26-35
	58
	58%

	36-45
	23
	23%

	Above 45 
	10
	10%

	Total
	100
	100%


      GOOGLE FORM SURVEY, 2025
Table 2 indicates that most respondents (58%) are between the ages of 26 and 35, followed by 23% aged 36–45, 10% above 45, and 9% aged 18–25.
QUESTION 3: What is your level?
     Table III
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Secondary school 
	5
	5%

	Undergraduate 
	63
	63%

	Graduate 
	32
	32%

	Postgraduate 
	0
	0%

	Total
	100
	100


        GOOGLE FORM SURVEY, 2025 
This table shows that 63% of respondents are undergraduates, 32% are graduates, and only 5% are at secondary school level. No respondent holds a postgraduate qualification.
QUESTION 4: What is your current employment status?
     Table IV
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Employed 
	27
	27%

	Unemployed 
	9
	9%

	Student 
	51
	51%

	Self employed 
	9
	9%

	TOTAL
	100
	100%


        GOOGLE FORM SURVEY, 2025 
Table 4 indicates that students make up the majority at 51%, followed by employed individuals (27%), self-employed and unemployed (9% each), and 4% under the “others” category.
 QUESTION 5: How often do you watch advertisements?
    Table V
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Rarely
	34
	34%

	Occasionally 
	60
	60%

	Frequently
	0
	0%

	Very Frequently
	6
	6%

	Total
	100
	100%


      GOOGLE FORM SURVEY, 2025 
This table shows that most respondents (60%) watch advertisements occasionally, 34% rarely watch ads, and only 6% do so very frequently. No one watches them frequently.


Interpretation of Question Segment
Section B
QUESTION 6:  Arise TV provides unbiased political coverage.
     Table VI
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	35
	35%

	Agree
	20
	20%

	Neutral 
	15
	15%

	Strongly Disagree
	25
	25%

	Disagree 
	15
	15%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
Table 6 indicates that 55% of respondents agree to some extent that Arise TV provides unbiased coverage, while 30% disagree, and 15% remain neutral.
QUESTION 7:  Political sponsorship influences Arise TV’s news reporting..
     Table VII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	50
	50%

	Agree
	40
	40%

	Neutral 
	9
	9%

	Strongly Disagree
	1
	1%

	Disagree 
	0
	0%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
This table shows that 90% of respondents believe political sponsorship influences Arise TV’s news reporting, with only 1% strongly disagreeing and 9% neutral.
QUESTION 8:  Arise TV gives more favorable coverage to certain political parties.     
     Table VIII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	50
	50%

	Agree
	40
	40%

	Neutral 
	9
	9%

	Strongly Disagree
	1
	1%

	Disagree 
	0
	0%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
Table 8 indicates that 90% of respondents agree Arise TV favors some political parties, while just 1% strongly disagree and 9% are neutral.
QUESTION 9:  Political affiliations of journalists affect their reporting on Arise TV.    
     Table IX
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	50
	50%

	Agree
	40
	40%

	Neutral 
	9
	9%

	Strongly Disagree
	1
	1%

	Disagree 
	0
	0%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
This table shows that 90% of respondents feel that journalists’ political leanings affect reporting, while 9% are neutral and 1% strongly disagree.
QUESTION 10:  Arise TV interviews political candidates without bias..
     Table X
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree 
	36
	36%

	Agree
	24
	24%

	Neutral 
	10
	10%

	Strongly Disagree
	18
	18%

	Disagree 
	12
	12%

	Total
	100
	100%


.       GOOGLE FORM SURVEY, 2025 
Table 10 shows that 60% of respondents believe Arise TV interviews political candidates without bias (36% strongly agree, 24% agree). However, 30% (18% strongly disagree, 12% disagree) disagree, while 10% remain neutral. This reflects a majority perception of fairness, but also notable skepticism.
      QUESTION 11: Do you think Arise TV gives equal airtime to all political candidates?
      Table XI
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	86
	86%

	No
	14
	14%

	Total
	100
	100%


        GOOGLE FORM SURVEY, 2025 
Table 11 indicates that 86% of respondents think Arise TV gives equal airtime to political candidates, whereas 14% disagree. This suggests a strong perception of balance in coverage time.
QUESTION 12: Have you noticed a difference in how Arise TV reports on ruling and opposition parties?
        Table XII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	56
	56%

	No
	44
	44%

	Total
	100
	100%


        GOOGLE FORM SURVEY, 2025
      Table 12 shows that 56% of respondents have noticed a difference in reporting between ruling and opposition parties, while 44% have not. This suggests a moderate perception of bias in political party coverage.
QUESTION 13: Do you believe Arise TV’s coverage affects public opinion about political candidates?
       Table XIII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	87
	87%

	No
	13
	13%

	Total
	100
	100%


        GOOGLE FORM SURVEY, 2025
Table 13 indicates that a large majority (87%) believe Arise TV’s political reporting influences public opinion, while only 13% disagree. This highlights the perceived power of media in shaping political views.     
QUESTION 14:  Does Arise TV invite political analysts with diverse perspectives?    
        Table XIV
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	96
	96%

	No
	4
	4%

	Total
	100
	100%


        GOOGLE FORM SURVEY, 2025
Table 14 shows that 96% of respondents believe Arise TV features diverse political analysts, with only 4% disagreeing. This suggests a strong approval of the station’s inclusivity in political discourse.
QUESTION 15:  Have you ever changed your political views due to Arise TV’s reporting?
      Table XV
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	45
	45%

	No
	55
	55%

	Total
	100
	100%


        GOOGLE FORM SURVEY, 2025
      Table 15 reveals that 45% of respondents have changed their political views due to Arise TV’s coverage, while 55% have not. This suggests that while the station has influenced some opinions, most remain unchanged.
QUESTION 16 : Arise TV gives more airtime to candidates from politically affiliated sponsors.
     Table XVI
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	67
	67%

	False
	33
	33%

	Total
	100
	100%


     GOOGLE FORM SURVEY, 2025 
 Table 16 indicates that 67% believe Arise TV gives more airtime to sponsored political candidates, while 33% disagree. This suggests a prevalent concern about sponsorship-driven bias.
QUESTION 17: Arise TV’s political coverage is more neutral outside election periods.
     Table XVII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	89
	89%

	False
	11
	11%

	Total
	100
	100%


     GOOGLE FORM SURVEY, 2025
Table 17 shows that 89% agree Arise TV is more neutral outside election seasons, with only 11% disagreeing. This reflects a perception that neutrality fluctuates with electoral timelines.
QUESTION 18: Certain political Tables receive more positive coverage on Arise TV.
     Table XVIII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	77
	77%

	False
	23
	23%

	Total
	100
	100%


      GOOGLE FORM SURVEY, 2025
Table 18 indicates that 77% of respondents agree certain political Tables get favorable coverage, while 23% disagree. This implies a majority perception of selective reporting.
QUESTION 19 : Negative stories about opposition parties are more frequent on Arise TV.
     Table XIX
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	19
	19%

	False
	81
	81%

	Total
	100
	100%


       GOOGLE FORM SURVEY, 2025
Table 19 reveals that only 19% believe opposition parties are targeted with more negative coverage, while 81% do not. This suggests that most respondents do not perceive excessive negativity toward opposition parties.
QUESTION 20: Balanced reporting in political coverage improves audience trust in Arise TV.
     Table XX
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	86
	86%

	False
	14
	14%

	Total
	100
	100%


      GOOGLE FORM SURVEY, 2025
Table 20 shows that 86% agree balanced political reporting enhances trust in Arise TV, while 14% disagree. This underlines the importance of objectivity for audience confidence.
 4.3. Analysis of Research Questions
Question 1: To what extent does political sponsorship influence media bias and the objectivity of news reporting on Arise TV?
Tables 6, 7, 10, and 16 answered this research question as they assess perceptions of unbiased coverage, political sponsorship’s influence, bias in candidate interviews, and airtime allocation to sponsored candidates.
Table 6 addressed this research question as it was gathered that Arise TV provides unbiased political coverage, with 35 (35%) respondents strongly agreeing, 20 (20%) agreeing, 15 (15%) remaining neutral, 15 (15%) disagreeing, and 25 (25%) strongly disagreeing, totaling 55% in agreement and 40% in disagreement.
Table 7 also answered this research question as it was gathered that political sponsorship influences Arise TV’s news reporting, with 50 (50%) respondents strongly agreeing, 40 (40%) agreeing, 9 (9%) remaining neutral, 0 (0%) disagreeing, and 1 (1%) strongly disagreeing, totaling 90% in agreement.
Table 10 also answered this research question as it was gathered that Arise TV interviews political candidates without bias, with 36 (36%) respondents strongly agreeing, 24 (24%) agreeing, 10 (10%) neutral, 12 (12%) disagreeing, and 18 (18%) strongly disagreeing, totaling 60% in agreement and 30% in disagreement.
Table 16 also answered this research question as it was gathered that Arise TV gives more airtime to candidates from politically affiliated sponsors, with 67 (67%) respondents saying true and 33 (33%) saying false.
Question 2: How do political affiliations impact Arise TV’s coverage of political events and candidates?
Tables 8, 9, 11, and 14 answered this research question as they assess favorable coverage to certain parties, journalists’ political affiliations, equal airtime allocation, and diversity of political analysts.
Table 8 answered this research question as it was gathered that Arise TV gives more favorable coverage to certain political parties, with 50 (50%) respondents strongly agreeing, 40 (40%) agreeing, 9 (9%) remaining neutral, 0 (0%) disagreeing, and 1 (1%) strongly disagreeing, totaling 90% in agreement.
Table 9 also answered this research question as it was gathered that political affiliations of journalists affect their reporting on Arise TV, with 50 (50%) respondents strongly agreeing, 40 (40%) agreeing, 9 (9%) remaining neutral, 0 (0%) disagreeing, and 1 (1%) strongly disagreeing, totaling 90% in agreement.
Table 11 also answered this research question as it was gathered that Arise TV gives equal airtime to all political candidates, with 86 (86%) respondents saying yes and 14 (14%) saying no.
Table 14 also answered this research question as it was gathered that Arise TV invites political analysts with diverse perspectives, with 96 (96%) respondents saying yes and 4 (4%) saying no.
Question 3: What are the specific instances of media bias observed in Arise TV’s political coverage during election periods?
Tables 12, 17, 18, and 19 answered this research question as they assess differences in reporting on ruling and opposition parties, neutrality outside election periods, favorable coverage to certain parties, and negative coverage of opposition parties.
Table 12 answered this research question as it was gathered that respondents noticed a difference in how Arise TV reports on ruling and opposition parties, with 56 (56%) respondents saying yes and 44 (44%) saying no.
Table 17 also answered this research question as it was gathered that Arise TV’s political coverage is more neutral outside election periods, with 89 (89%) respondents saying true and 11 (11%) saying false.
Table 18 also answered this research question as it was gathered that certain political parties receive more positive coverage on Arise TV, with 77 (77%) respondents saying true and 23 (23%) saying false 
Table 19 also answered this research question as it was gathered that negative stories about opposition parties are more frequent on Arise TV, with 19 (19%) respondents saying true and 81 (81%) saying false.
4.4 Discussion of Findings
The purpose of this study is to examine the “Media Bias: Impact of Political Sponsorship on Broadcast Media Objectivity, A Case Study of Arise TV.” The results obtained from the statistical analysis in this study were used to provide answers to the research questions, as data were presented in tables using simple percentage tabular presentations in Chapter Four. A total of 100 questionnaires were administered to respondents via Google Forms, and all copies of the questionnaire were returned, ensuring a complete dataset.
Our findings confirmed that political sponsorship significantly influences media bias and undermines the objectivity of news reporting on Arise TV, as perceived by respondents. It was discovered that 90 (90%) respondents agree or strongly agree that political sponsorship influences Arise TV’s news reporting (Table 7), and 67 (67%) believe the station gives more airtime to candidates from politically affiliated sponsors (Table 16). However, 55 (55%) perceive Arise TV as providing unbiased coverage (Table 6), and 60 (60%) believe it interviews candidates without bias (Table 10), indicating a mixed perception of objectivity. These findings align with Agenda-Setting Theory, as sponsorship may prioritize certain political narratives, shaping public discourse, and Uses and Gratifications Theory, as viewers engage with Arise TV for information but perceive biases based on their expectations. The sample’s characteristics—61% female (Table 1), 63% undergraduates (Table 3), and 51% students (Table 4)—suggest a young, educated group critical of media bias, though the older age profile (58% 26–35, Table 2) may reflect mature perspectives.
It was also discovered that political affiliations strongly Impact Arise TV’s coverage of political events and candidates, with respondents perceiving favoritism and journalist bias. It was found that 90 (90%) respondents agree or strongly agree that Arise TV gives more favorable coverage to certain political parties (Table 8), and 90 (90%) believe journalists’ political affiliations affect their reporting (Table 9). However, 86 (86%) think Arise TV provides equal airtime to all candidates (Table 11), and 96 (96%) agree it invites diverse political analysts (Table 14), suggesting efforts toward balance. These results support Social Cognitive Theory, as viewers learn to perceive bias by observing journalists’ and analysts’ behaviors, and Agenda-Setting Theory, as affiliations shape coverage priorities. The high advertisement viewership (60% occasionally, Table 5) and diverse educational levels (5% secondary, 32% graduates, Table 3) indicate a media-savvy sample sensitive to political reporting nuances.
We also discovered specific instances of media bias during election periods, though perceptions vary regarding the extent and nature of bias. It was found that 56 (56%) respondents noticed differences in Arise TV’s reporting on ruling versus opposition parties (Table 12), and 77 (77%) believe certain parties receive more positive coverage (Table 18). Additionally, 89 (89%) agree that Arise TV’s coverage is more neutral outside election periods (Table 17), suggesting bias intensifies during elections. However, only 19 (19%) perceive more negative stories about opposition parties (Table 19), indicating limited perception of overt negativity. These findings align with Uses and Gratifications Theory, as viewers seek Arise TV for political insights but detect selective framing, and Social Cognitive Theory, as election-period coverage models biased behaviors. The significant belief in Arise TV’s influence on public opinion (87%, Table 13) and trust in balanced reporting (86%, Table 20) among the 27% employed and 9% unemployed respondents (Table 4) highlights the station’s role in shaping views, tempered by perceived biases.



























CHAPTER FIVE
Summary, Conclusion, and Recommendations
5.1 Summary
The research study is based on the “Media Bias: Impact of Political Sponsorship on Broadcast Media Objectivity (A Study of Arise TV).” This research work is divided into five main chapters, from Chapter One to Chapter Five, which systematically outline the steps and approaches for a clear presentation of its contents.
Chapter One provides the background of the study, emphasizing the influence of political sponsorship on broadcast media objectivity, with Arise TV, a prominent Nigerian television station, as the case study. It includes the statement of research problems, research objectives, research questions, significance of the study, limitations, and operational definitions of key terms, highlighting the potential of sponsorship-driven bias to undermine public trust in media reporting.
Chapter Two explains the conceptual framework, which enhances understanding of key concepts such as media bias, political sponsorship, and broadcast objectivity, and the theoretical framework applied in the study. The study adopts the Framing Theory, which posits that media outlets like Arise TV frame political issues and candidates in ways shaped by sponsors’ agendas, influencing audience perceptions; the Political Economy of Media Theory, which argues that economic and political interests, including sponsorship, drive media content and compromise objectivity; and the Media Dependency Theory, which suggests that audiences’ reliance on media for political information amplifies the impact of biased coverage. These theories collectively reveal how political sponsorship affects Arise TV’s reporting and audience perceptions.
Chapter Three details the research methodology adopted in the study, focusing on the population of viewers and staff of Arise TV. The population consists of Arise TV’s estimated 5 million viewers across urban and rural areas, particularly in southwestern and northern Nigeria, as well as its staff, with the study targeting regular news consumers capable of providing informed opinions on the station’s objectivity. The sample size is 100 respondents, selected using a purposive sampling technique to ensure familiarity with Arise TV’s political coverage. The research instrument was a questionnaire administered via Google Forms, with validity and reliability ensured through pilot testing and clear question design. The chapter also outlines the method of data analysis, which involves simple percentage tabular presentations.
Chapter Four explains how the data were gathered and analyzed for proper comprehension. It presents the findings in simple percentage format, addressing the research questions on the extent of political sponsorship’s influence on media bias, the impact of political affiliations on coverage, and specific instances of bias during election periods. The discussion of findings highlights the significant role of sponsorship in shaping Arise TV’s reporting, perceptions of favoritism, and varying bias during election cycles, drawing from responses collected from the 100 questionnaires.
Chapter Five summarizes the entire study from Chapters One to Four, provides a conclusion based on the findings, and offers recommendations to mitigate the impact of political sponsorship on broadcast media objectivity, particularly for Arise TV.
5.2 Conclusion
The research study aimed to examine the “Media Bias: Impact of Political Sponsorship on Broadcast Media Objectivity (A Study of Arise TV).” Political sponsorship has become a critical factor influencing broadcast media, with Arise TV serving as a case study for understanding how economic and political interests shape news reporting. Despite efforts toward balanced coverage, sponsorship-driven bias significantly affects audience perceptions of objectivity at Arise TV, particularly among its regular news consumers.
Based on the findings and observations drawn from the empirical data, political sponsorship substantially influences media bias and undermines the objectivity of news reporting on Arise TV. It was found that 90 (90%) respondents agree or strongly agree that political sponsorship influences Arise TV’s news reporting (Table 7), and 67 (67%) believe the station allocates more airtime to candidates from politically affiliated sponsors (Table 16). However, 55 (55%) perceive Arise TV as providing unbiased coverage (Table 6), and 60 (60%) believe it conducts candidate Interviews without bias (Table 10), reflecting a mixed perception of objectivity. These findings align with Political Economy of Media Theory, as sponsorship reflects economic interests driving content prioritization, and Framing Theory, as biased framing shapes audience interpretations. The sample’s characteristics—61% female (Table 1), 63% undergraduates (Table 3), and 51% students (Table 4)—indicate a young, educated audience critical of media bias, though the older age profile (58% 26–35, Table 2) suggests mature, possibly urban viewers from Arise TV’s 5 million audience.
Political affiliations significantly impact Arise TV’s coverage of political events and candidates, with strong perceptions of favoritism and journalist bias. It was discovered that 90 (90%) respondents agree or strongly agree that Arise TV gives more favorable coverage to certain political parties (Table 8), and 90 (90%) believe journalists’ political affiliations affect reporting (Table 9). However, 86 (86%) think Arise TV provides equal airtime to candidates (Table 11), and 96 (96%) agree it invites diverse political analysts (Table 14), suggesting efforts toward inclusivity. These results support Media Dependency Theory, as viewers’ reliance on Arise TV for political information amplifies perceived biases, and Framing Theory, as affiliations frame coverage selectively. The moderate advertisement viewership (60% occasionally, Table 5) and diverse educational levels (32% graduates, 5% secondary, Table 3) highlight a media-savvy sample, likely including urban viewers from southwestern Nigeria, sensitive to coverage dynamics.
Specific instances of media bias during election periods are evident, though perceptions of negativity toward opposition parties are limited. It was found that 56 (56%) respondents noticed differences in reporting on ruling versus opposition parties (Table 12), and 77 (77%) believe certain parties receive more positive coverage (Table 18). Additionally, 89 (89%) agree that Arise TV’s coverage is more neutral outside election periods (Table 17), indicating heightened bias during elections. However, only 19 (19%) perceive more negative stories about opposition parties (Table 19), suggesting bias manifests more as favoritism than overt negativity. These findings align with Political Economy of Media Theory, as election-period sponsorship intensifies bias, and Media Dependency Theory, as viewers’ reliance on Arise TV amplifies bias impact. The high belief in Arise TV’s influence on public opinion (87%, Table 13) and trust in balanced reporting (86%, Table 20) among the 27% employed and 9% unemployed respondents (Table 4) underscores the station’s role, tempered by perceived biases.
This research concludes that political sponsorship significantly undermines Arise TV’s broadcast objectivity, driven by economic interests and political affiliations that frame coverage, particularly during election periods, though efforts toward balance are noted. The findings align with Framing Theory’s emphasis on selective presentation, Political Economy of Media Theory’s focus on economic drivers, and Media Dependency Theory’s amplification of bias through audience reliance. Enhancing transparency, editorial independence, and balanced reporting can strengthen Arise TV’s credibility and public trust among its 5 million viewers.
5.3 Recommendations
Based on the findings, the following recommendations are proposed to enhance broadcast media objectivity and mitigate the impact of political sponsorship on Arise TV:
i. Enhance Sponsorship Transparency: Arise TV should publicly disclose political sponsorships and funding sources, addressing the 90 (90%) who believe sponsorship influences reporting (Table 7) and 67 (67%) noting airtime bias (Table 16), to boost trust (86%, Table 20), aligning with Political Economy of Media Theory’s call for openness.
ii. Strengthen Editorial Policies: Arise TV should implement strict guidelines to minimize journalists’ political affiliations impacting coverage, tackling the 90 (90%) who perceive journalist bias (Table 9), to ensure neutral framing as per Framing Theory, particularly for the 61% female audience (Table 1).
iii. Ensure Consistent Neutrality: The station should maintain neutrality during election periods, addressing the 89 (89%) who note less neutrality in election cycles (Table 17) and 77 (77%) seeing favorable coverage (Table 18), to align with Media Dependency Theory’s emphasis on reliable information for the 58% aged 26–35 (Table 2).
iv. Sustain Inclusive Coverage: Arise TV should continue inviting diverse analysts (96%, Table 14) and providing equal airtime (86%, Table 11), countering the 56 (56%) who notice ruling-opposition disparities (Table 12), to meet viewer expectations among the 63% undergraduates (Table 3).
v. Promote Media Literacy: Arise TV and educational institutions should offer media literacy campaigns, leveraging the 51% student sample (Table 4), to help viewers critically assess coverage, given the 87 (87%) who believe it shapes public opinion (Table 13), supporting Media Dependency Theory.
vi. Reduce Favoritism Perceptions: Arise TV should adopt balanced framing to avoid favoritism (90%, Table 8), addressing the 45 (45%) who changed views due to coverage (Table 15), aligning with Framing Theory’s neutral presentation principles.
vii. Engage Regulatory Oversight: Media regulators like the Nigerian Broadcasting Commission should monitor Arise TV’s sponsorship practices, addressing the 67 (67%) concerned about sponsored airtime (Table 16), to ensure objectivity as per Political Economy of Media Theory.
viii. Expand Rural Reach: Arise TV should enhance accessibility for rural viewers in northern Nigeria, part of its 5 million audience, through digital platforms, ensuring inclusive information access for the 27% employed and 9% unemployed respondents (Table 4), per Media Dependency Theory.
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