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ABSTRACT
This study examined the effect of social media on the use of traditional mass media among youths. The study was carried out to understand how the growing popularity of social media platforms influences the consumption patterns, preferences, and attitudes of young people toward traditional media such as newspapers, radio, and television. A survey research design was adopted, and data were collected through structured questionnaires administered to 100 respondents, mainly students within the youth age bracket. The findings revealed that most respondents spend several hours daily on social media and prefer it to traditional media due to its speed, convenience, interactivity, and accessibility. The study also showed that social media has significantly reduced youths’ interest in reading newspapers, watching television, and listening to radio, as they now rely more on social platforms for breaking news, entertainment, and information. Furthermore, the study found that while some respondents believe traditional media is still more reliable, the majority expressed greater trust in social media content. The study concludes that social media has become the dominant source of news and entertainment among youths, thereby diminishing the relevance of traditional mass media. It recommends that traditional media organisations should adopt digital strategies, create youth-oriented content, and integrate social media platforms into their operations to remain competitive and relevant in the digital age.













Table of Contents
Title Page
Certification
Dedication
Acknowledgements
Abstract
Table of Contents
Chapter One: Introduction
1.1 Background to the Study
1.2 Statement of the Problem
1.3 Objectives of the Study
1.4 Research Questions
1.5 Significance of the Study
1.6 Scope of the Study
1.7 Operational Definition of Terms
Chapter Two: Literature Review
2.1 Introduction
2.2 Concept of Social Media
2.3 Concept of Traditional Mass Media
2.4 Patterns of Social Media Use among Youths
2.5 Influence of Social Media on the Use of Traditional Media
2.6 Theoretical Framework
2.7 Empirical Review
Chapter Three: Research Methodology
3.1 Research Design
3.2 Population of the Study
3.3 Sample Size and Sampling Technique
3.4 Research Instrument
3.5 Validity and Reliability of the Instrument
3.6 Method of Data Collection
3.7 Method of Data Analysis
Chapter Four: Data Presentation, Analysis and Discussion of Findings
4.1 Demographic Information of Respondents
4.2 Analysis of Responses on Social Media Usage
4.3 Analysis of Responses on the Effect of Social Media on Traditional Mass Media
4.4 Discussion of Findings
Chapter Five: Summary, Conclusion and Recommendations
5.1 Summary of Findings
5.2 Conclusion
5.3 Recommendations
References
Appendix (Questionnaire)















15

CHAPTER ONE
1.1	BACKGROUND OF THE STUDY
	Social media as sources of communication and connection across the world. It tends to improve the psychology of human being. It helps to ensure that the update of event and motivational traits swings among every socialized individual. This is implemented through communication.
	Communication is a basic human need and for that reason, man has always found a means of meeting those needs. The media which is an umbrella term for various means of communication had been show case as an integral part of human around and across the world. The weakness of not being able to communicate to large audience led to the development of mass media in Nigeria such as writing the earliest forms of personal media, speech and gestures has the benefits of being easy to use and did not necessarily need complex technology.
	TGHE development of communication technologies have profound the role of the media in the society has being more significant. Also in relevant to cultural and civilized education. According to “John Dewey” the role of media is to educate. “James Ages and Walter” also highlighted the function of the media as a source of trapping information around the globe and as a means of entertainment.
 	However, it’s a form of electronic communication which facilitates interaction based on certain intervals and characteristics. Social media is a medium for social interaction using highly accessible and scalable publishing techniques. Social media uses water base technologies to transform and broadcast media monologues and social dialogues.
It supports the democratization of knowledge and information and transforms people from content consumer to content producers. Social media are element o of new media and according to “Dammy Shea” in the Huffington post accessed 20th June 2012 social media have become the highest activity on the internet. The rapid growth of social media activities that has been observed over the last two to three years as in distractive of its entry into main stream culture and its integration on the daily lives of many individuals.  
	In parallel with this, social media have also gained considerable attention form the academic and business world. The new technology has led the types of media and their ability to use diverse forms of the media in relation to the world demanding means of the communication and connection. Also gratification and crowd sourcing as engagement techniques for human right organization.
	Mass media have become part of the society even as much as the additional media in all parts of the world. In few years the term “new media” might not be very suitable because these forms are becoming part of our daily lives and the fusion with traditional media could be referred to have alternative media some theories which applicable to traditional media might be apply to new media as well, humanity has always lived through times of great change. Every age it has passed through has been on beliefs and new technologies, responding to the needs of individuals anxious to adjust to new forms of socialization.
	In view of this, there is ever-continuing convergence between the social media which are believed to be changing how people use the mainstreaming media and roles ascribed to them by their users. Based on this the research is aimed at investigating how the social media are interacting with the traditional ones and the possible nurture of influence they have on the media consumer.
 1.2	OBJECTIVES OF THE STUDY	
 	The main objective of this study is to examine the effect of social media on the use of traditional mass media among youth. Specifically, the study seeks to:
1. To know the function of social media adopted by Nigeria youth
2. Determine the extent to which youth use social media as compared to traditional mass media.
3. Identify the factors influencing youth preference for social media over traditional mass media.
4. Assess whether social media use has reduced youth engagement with newspapers, radio, and television.
5. Explore the perceived credibility of social media versus traditional mass media among youth.
1.3	RESEARCH QUESTION
	For the purpose of this study, the following research questions are formulated.
i. How frequently do youths use social media compared to traditional mass media?
ii. What factors make social media more attractive to youths than traditional mass media?
iii. Has the use of social media reduced the consumption of newspapers, radio, and television among youths?
iv. How do youths perceive the credibility of social media compared to traditional mass media?
v. What is the function (s) of the social media Adopted by Nigeria youths?
vi. What influence does the advent of social media have on the lives of youths?
vii. Does the social media serves as substitute to the traditional mass media?
viii. What measure should be put in place to ensure responsible usage of social media among Nigerian youths?
1.4	SIGNIFICANCE OF THE STUDY
	Traditional mass media play more significant roles in the society before the advent of social media. It generates motivational previews of events and its attractiveness to the consumer, so as to stipulate the theme of the story effectively. The use of television, newspaper, magazines and other mass media terms, has helped the public in notifying the intent of the government, public and societal opinion in the country.
	However, it pictures real cultural Value to the audience and analyzes it to the viewer’s perspective in the society. Traditional mass media generates possible dilution of facts and fictions among the government and their subordinates. Also it presents good proximity to informative materials to the users	 that is, audiences have access to the media without technical contributions, such as community orientation and collectivism.
	Obviously, the traditional mass media harness the government policies through democratic processes. Also they create ideology and uniqueness in the conveying news worthy events. The political parties contribute to the society through the mass media also they visualize their activities with the modest of the mass media.
	In addition, mass media give room for locally made products advertisement through their medium such as newspapers, magazines, radio, and television without any governmental interference. The public is being granted privilege to display their talents and opinion in the vacuum of the mass media within the outreach.
1.5	SCOPE OF THE STUDY
	This study’s intent is to clarify the use of social media among youths in references to the modest of its relevance and the effect of it on the traditional mass media. 
	However, it focuses specifically on the usage habits of the youths of Nigeria towards social media thus the investigation suggests more moderate effects of the media in generating information form a network of relations and influences and with the individual’s interpretations and evaluation of the information provided within the globes. 
	In this regard, only the Nigerian youths and students shall be studied leaving the previous access of other members of the society as time constraint may not permit much intensive and comprehensive study on those left out. Also this study will be restricted to Kwara State youth majority the student of tertiary institutions and training centres. 
1.6	STATEMENT OF THE PROBLEM
 	As it is recognized that there is no life without communication, millions of people who exist, long for all societal information even at times the grass root. Mostly one million, seven hundred and fourteen Nigerians are on social network pages, with large numbers of them being youth.
	However, there is no comprehensive knowledge of their activities as well as how these forms of media can impact on various aspects of life. The advent of social media reduces the conversant relationship between the mass media and the youths of Nigeria. The study specifically focuses on the usage habits of young Nigerians and how social media has affected their communication and socialization habits. Social media which develops the communication activities among masses as demoted the level of mass media outreach across the country. It automations deals directly with the users and their sources of tapping information’s without any influence of the mass media. It has thus increased the speed of its effort drastically. The future of communication has been predicted to depend to a great degree on electronic modes with the tags! Technological development. Academics, business men of social media of new media generally had abandon the initial modes of tapping, revealing, and encouraging suitable information.
	Obviously, the advent of social media attracts many users which limits the effort of the mass media on the use of their appliances in conveying their information and aborted their ways of notification in the country. It reduces the commitment of the audience to the mass media offers. Social media gives no rooms for community orientation and collectivism among the youths of Nigeria since it advent. Most youths spend much of their time relax activities on social networks which they derive pleasure in. Also limited time is being committed to social networks materials than initiative explorers. This has changed the interest of the public in the arbitrary things of the country and shifted their attention to the foreign developmental efforts.
	Thus the use of social media has restricted the sources of generating fame to the mass media. Many users of social media find it easy to sort from the internet rather than purchasing a print copy or listen to the broadcast stations. The mass media visualized activities are being restrained due to commercial activities that generates income for mass media such as advertisement, public awareness which is now been transferred to the social media services.
1.7	DEFINITION OF TERMS
     For easier understanding and impartation of the study, the terms that are technically used in this chapter are as defined below:
i. Effect: - A change which is a result or consequence of an action or other cause.
ii. Traditional mass media: These are diversified media technologies that are intended to reach a large audience at once by mass. Also it is a communication means, whether written, broadcasted or spoken, which is meant to satisfy the audience with rich informative events. Examples are television, newspaper, radio, magazines; “James Ages and Walter Leppmann” also highlighted the functions of mass media for entertainment and information.
iii.    Technology: It refers to the making, modification usage and knowledge of tools, machines, techniques, and craft for latest advancement in the society. According to “Jonathan Abrams” the creator of friend star concocted a perfect mix of popular features from easier social networking procedures which led to this opinion on technology. He analyzed it as the web blogs, games gadgets, instrumental devices and which brought about advancement across the globe.
iv. Social media: It refers to the making, modification usage and knowledge of tools which was implemented above to interact among people in which they create share and exchange information. Also “Danny Shea” in the Huffington post defined social media as a means of speeding up access to knowledge and a form of electronic communication which facilitates interaction based on certain interests and characteristics.
v. Communication: It is applicable to both social and mass media. It deals with the act of conveying information with the motion of receiving response or reactions.
According to John O Bold win, in 2000 communication is a living strategy that gives the mass and the media ability to evoke paths: invention and discoveries of heralding revolution connectively, communication cycles creates mutual relationship among the world. Also it plays prominent role in the growth and development of the study.













CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
This chapter reviews existing literature and theoretical perspectives related to the effect of social media on the use of traditional mass media among youth. It examines the conceptual framework, empirical studies, relevant theories, and the research gap this study aims to fill. The review is structured to highlight the evolution of media consumption, the emergence of social media platforms, the current role of traditional mass media, and the comparative influence of both media types on youth behavior and preferences.
2.1 Conceptual Framework
2.1.1 Social Media
Social media refers to interactive, internet-based platforms that allow individuals to create, share, and exchange content in real time. Examples include Facebook, Twitter (X), Instagram, TikTok, Snapchat, and YouTube. According to Kaplan and Haenlein (2010), social media combines web-based technologies and user-generated content to create a participatory environment where users are both consumers and producers of information.
2.1.2 Traditional Mass Media
Traditional mass media encompasses conventional forms of communication such as newspapers, magazines, radio, and television. These media channels are typically one-way in communication, with professionally produced content disseminated to a large audience. McQuail (2010) describes traditional media as a centralized and professionally controlled system of mass communication with limited audience interactivity.


2.1.3 MASS MEDIA AND SOCIETY
         Most social scientist defines our current society as a mass society and believes it was formed at the end of the 19th century mainly by industrialization, urbanization and modernization. The median role in this society is both reflective and fundamentally a function of how this society chooses to use the media. Furthermore, the media simultaneously affects and is affected by mass society and varied.
    Theoretical literature in psychology, communication theory and sociology, media influence or media effects refers to the theories about the ways the mass media affects how their audience reason and react.
Mass medial plays a crucial role in forming and reflecting public opinion, connecting the world to individuals and reproducing the self-image of the society.
However, critiques in the early to mid-twenties capacity suggested that media weaken or delimit the capacity of individual to act autonomously sometimes being ascribed and influenced reminiscent of the telescreens of the dystopia novel 1984. Mid-20th century empirical studies, suggested more moderate effect of the media in the society. Current scholarship presents a more complex interaction between the media and the society, with the media on generating information from a network or relations and influence and with the individual interpretations and evaluations of the information provided, as well as generating information outside of media contexts.
The consequences and ramifications of the mass media relates not merely to the way news worthy events are perceived and the mode of conveying it evenly. Also to a multitude of cultural influence that operate through the media. The media have a strong social and cultural impact on the society. This is predicted upon their ability to reach a wide audience with a strong and influenced message.
2.1.4	SOCIAL MEDIA
	According to Kaplan and Haenlein, there are six different types of social media: collaborative projects, blogs and micro loge contents community, social networking sites, virtual game worlds, virtual worlds. Technologies include: blogs, picture-sharing, vlogs, wall posting emails instant messaging, music-sharing, crowd sourcing and voice over IP, to name a few various forms of social media as stated above have been used as learning tools in some institutions and have proven to be of good use in assisting teaching techniques social media have also been use as vehicles for political and humanitarian causes where the progression in interaction aids the recruitment of supporters. Also social media is addictive in nature, thereby eliminating interpersonal communication in the most original form. The Nigerian youth and social networks, the face book demographic data, as of July 2010 indicates that there are about one million users. It is among the top there most visited social sites by Nigerian is on facebook and most popular age demographic globally. International Telecommunication Union (ITU) provides sourceful information. This data places Nigeria as Africa’s biggest internet market (audience) dwarfing South Africa and Egypt.
	This growth rate suggests that there exists some form of value of meaning derived by the users, most of the youth’s socialization and communication is the process by which children and adults learn form other.
	Weldman, Twale and Stein (2001) defined socialization in a broad sense as the process by which persons acquired the knowledge, skills and disposition that makes them more or less effective member of the society. The socialization types can also have an effect in turn on the person’s ability to fit into the society and perform optimally as a member of the society.
	Natural socialization is easily seen when looking at the young of almost any mammalian species (some birds) planned socialization is mostly a human phenomenon; all through history people have been making plans for teaching or training others through social media which will implement the development of the society formally.
	Marshall MCLuhan use the phrase “the medium is the message” as a means of explaining how the distribution of the message can often be more important than the content of the message itself. It is through the persuasiveness of media such as television, radio, and print media that message reach their target audience. These have been influential media as they have been largely responsible for structuring people daily lives and routines. Television broadcast has a large amount of control over the content society watches and times in which it is viewed. This is a distinguishing feature of traditional media which social media have challenged by altering the participation habits of the publics.
	The internet creates space for more diverse political opinion, social and cultural view points and a heightened level of the audience participation. Notable information presentations have been suggested through the advent of social media. A theory which places emphasis on audience reception, which is a major features of the social media in the uses and gratification model. The previous resent outlined in the model is the need to reinforce ones own behaviours trait by identifying with roles values and gender identities presented in the media. Also the need for security when disclosing identify by the interest audience. Because during the process of interaction with other people which is offered by text such as soap opera or a life style magazine. Social media offers window to the world through their services that enhance educative activities and acquisition of information.
	The final intent is the need for entertainment through escapism, and the needs for emotional release, such as comedy. One major strength of the uses and gratifications theory is the emphasis on the audience as active in the reception of the social media.
2.1.5	RELATIONSHIP BETWEEN MASS MEDIA AND SOCIAL MEDIA
	Mass media and social media serve as a medium of disseminating information to the public primarily. Both penetrate through the central authority into the daily consciousness of the masses. According to James Agee and Walter Lippmann media function is to serve as entertainment and informative source. That is the motive of any medium is broadcast the detail of an event and its purpose at currency to the public.
	Positively, it is enhancing socialization and emphasis on gallant informative materials use in coping with any stipulated challenges relating to public issues. That is it creates awareness of socialized activities and solution in tacking with difficulty in the society respectively.  Also the media existence breaks the chain of illiteracy among the people with the attributions and promotional influence on the society at whole.
	However, mass media and social media generate accessible means of communication among people, due to the availability of data and informative report to helpk reach the society at every state and level irrespective of their ethnic and cultural norms. According to Janices Baldwin’s opinion on behavioral trait on everyday life says communication and the ability to learn from one another promote development in the society.   
	Also, they both serve as source of entertainment to the public and generate mode of advert of product and services to the arouser of the public interest. That is it serves as the mean of marketing product and service with the possible motive of create awareness of business importance to the public. Walter Lippmann also highlighted the function of the media for entertainment and information while James Agee supported his motion with the clarification of pronouncing media has intermediaries between the society and the events or changes that occur.  
2.1.6	DIFFERENCES BETWEEN SOCIAL MEDIA AND MASS MEDIA
	Both median are medium of communication which intends to reach the audience or outstretch information and activities of the society to the public. The major difference between the social media and mass media is the mode of reaching the public with the services. The mass media publicized their information to the heterogeneous audience through print and broadcast mode, such as the newspaper, magazines, radio, and television respectively.
     Also, mass media has been the medium of conveying information to the public before the advent of social media which gives the mass media regard has the traditional media in recent world. It accessibility varies due to their mode of disseminating information. The mass media is affordable and at reach of all interested audience irrespective of their standard, while social media services can only reach internet user. According to Danny Shea in the Huffington post across 20th June 2010 social media are element of the new media which integrate into the daily live of many people due to the advancement in technology.
	Obviously, the mass media product and services attract permanence, ones created, cannot be altered that is the print copy or any broadcast information that is being dashed out cannot be reversed or correct due to it nature of conveyance. While social media product or services can be altered instantaneously by comments or editing of errors or falseful information. Page could be wiped off in case of mis-presentation of information. In a mass media services evidence could be shown and notified while social media page could be deniable.
	However, the media requires literate personnel who are journalist or who has the trait and experiences of the media production. And specialized skills and training is require but the ability to handle computer or technological devices in the update of informative data and activities make the difference between the mass media and the social media. Social media deals with online update with addition skills that differ from major mass media skill. Also this prompts the time duration of conveying news to the public. That is the time log between communication produced by the mass media can be long due to it processes and requirement of materials and human effort to be employ. While the social media is capable of virtually instantaneous responses and release of information. The immediacy of event is certain through social media without any specialized effort in conveying the information. According to Jonathan Abrams creator of friendster con-cocted a perfect mix of popular features from social media that reveals t ability to convey event in its order of preferences and immediacy.
2.1.7	EFFECT OF SOCIAL MEDIA ON YOUTH BEHAVIOUR
	Social media which is a means of communication serves it purpose among the people. It also has it effect among youth which determine their behaviour in the society. Social media increase the level of social interaction among the youth and connect them more to other youth across the globe. It employs socialization in its process to enlighten the youth on the social culture and activities which could be adopted in the society. Andrew Keen pronounces the advent of social media has a means of manipulation of youth behaviour with its usage, also analysis it implication on the behaviour of the youth in its process.
	Also, social media serve as medium of creating and transferring of document of the World Wide Web (www) at a minimal rate and time which hasten the youth behaviour in tacking with difficulty which mass media alone cannot solve. It thereby eliminates interpersonal communication in its most original form. That is the youth of now a day no longer relate with their immediate environment through “face to face” communication, order than social network pages.   
	Obviously, social media in its various forms serve as learning tools in institution and assist teaching techniques which limits the rate of reasoning among youth. According to Dark Twale, social media users are being influence by the mode of activities they carry out through internet. That is social media advent influence the youth behaviour due to their negligence in personal meditation on optimal issue order than their dependent on social media.
	However, in the realm of time usage social media consume larger hours of the youth time due to the social networks activities that interest the youth. That is the youth abuse the usage of social networking through interaction online and addiction to 0bsence images and activities online which influence the youth behaviour negatively. Also social media increase the volume of information but reduce the average length of communication. Youth do not really communicate in recent days on societal activities.
2.1.8	USES OR FUNCTION OF SOCIAL MEDIA
	Social media serve as communication means among the public in a technological order. It serves as a mode of conveying information to the public with the use of digital devices that entails the internet which is the prominent social media means. The level of social interaction might also suggest that social media have been used as learning tools in some institutions. And have also proven to be of good use in assisting teaching techniques.
	Also, social media have been used as vehicles for political and humanitarian causes where the progression  in interaction aids the recruitment of supporters for a certain cause. These benefits do not erase the fear associated with the usage of social media but positively implement and notifies the societal issues and action to the public.      
	However, social media generate familiarity among the youth. It enhances connectivity across the globe with the use of (ITU) International Telecommunication Union. Also, it implements socialization in its advance forum Weidman, Twale and Stein (2001) acknowledges the uses of social media which serve as a sense broader and release of knowledge to the public without abnormal effort. Though its process it create and transfer document over the World Wide Web (www) at minimal rate and scheduled time.
	Obviously, social media plays the role of increasing the speed of communication manifold among youth and help to tap accessible knowledge, follow up information and unfamiliar concept and notification of worldwide event and changes across the world. Also, through this it aids fast run of business transactions and awareness of product and service among users in a wide range or outreach of the world.
	Social media also broadcast audience commodity, media accumulation strategies, chalectical theatre, aura technological rationality and all others. According to Emile Durkheim and ferdinard Tannies social networks theory states that the attribute of individual are less important than their relationship and ties with other actors within the network.
2.2	THEORETICAL FRAMEWORK
2.2.1	SOCIAL MEDIA THEORY
	Social media theory is also the new media theory. It investigates both the mass media and social media activities as a complex ecological and rhetorical context. The 
Merger of social media and mass media creates a global social sphere that is the advent of social media modifies the social activities and interaction among the people. This theory motivates and orientates the nation on the mode of interaction, relating and update of technological advancement. Social media theory evoked the new context operations that normalize various difficulty being encountered in the mass media.
	Obviously, the theory gives guide to the control of digital life. According to Bandura’s (1986) social cognitive theory, states that “Structural equation modeling techniques were used to test and enhance media in which active influence and self-efficiency join habitual behaviour and deficient self-regulation as determinants of mass media behaviour”.
	Mass media is slowly metamorphosing into social media; the initial theory is only updated and upgraded with research approach integration. Also the social media theory implies the mass media compete against other information sources for the viewer’s gratification.
2.2.2	THE EMERGENCE OF SOCIAL MEDIA
	Social media is not really “new” while it has only recently become part of main stream culture and the world interesting activity; people have been using digital media for networking, socializing and information gathering. Almost exactly like now-for over “30years”. Sean carton in his July 2009 blog posting; defines social media in clicks social media begins as a concept many years ago but has evolved into sophisticated technology. The concept of social media can be dated back to the use of analog telephone for social media was through innovations application, an online dialogue framework, created by “word Christensen” a frame IBM employee and randy suess.
Initially, they envisioned a place where they could immediately contact their co-employers for announcements, i.e. meeting, report and other confidential affairs, rather than making multiple phone called, distributing memos and the likes. They were looking into creating a computerized bulletin board, which is why the named the programme CBBS (Computer Bulletin Board System). Soon enough more and more employee contributed their ideas and comments in the online community. That event was a momentous episode in the history of computer and internet. It was the advent of online social networking. The CBBS platform was made known to other companies and has been use for specific purposes. The Bulletin Board System expanded largely and began breaking into the rising of the internet service provider in the early 1990’s when social networking sites began to flourish. Along with the availability of internet service to people, many people rummaged to have themselves acquainted with the social media.
However, with quick response of people to the budding internet community, the bulletin boards which were usually used by companies have started to expand their roles by offering their services to more people around the globe. Creator of friendster unfortunately got out of hand and suffered from too many glitches in the server. The conception of my space.com opened the internet users to vast opportunities of self expressions which includes wide control over a user’s profile content practically different people from all works of life have dedicated pages in my space. And additional features like mobile applications in order to keep up with the latest trends in the online community which was created by Myspace.
Facebook started as a local social network made for the student of Harvard. It was developed by sophomore, mark Zuckerberg. Facebook was actually made by hacking Harvard’s database containing identification images of student. The initial idea was actually made to compare the outlook of student with that of animal, for entertainment purposes. However, due to the potentially damaging contents of the school authority, in 2006, facebook.com ultimately offers the opportunity to the rest of the world. As at 2007 approach, the registrants reached an overwhelming digit-roughly a million dozen.
Other social networking sites continued to appear in the scene blogging site like Bebo, multiple and many more comes into view micro-blogging partners with social networking became popularly known with the lunch of twitter.
On twitter, online users can post the tweets, basically 140 character phrase or line about what they have in mind. With the help of API (Application Program interface). Micro blogging sites like twitter and tumble and other dedicated sites like Flickr, photo bucket and many other were able to connect with popular social networking sites, making an unending link of information in the World Wide Web. A way on the internet was the low of digital Darwinism, the survival of the loudest and the most opinionated.
Under these rules, the only way to intellectually prevail is by “infinite filibustering” social media can take many different forms, including internet forums, weblogs social blogs, micro blogging wikis, podcasts, pictures, video rating and social booking or book marking.
2.2.3	USES AND GRATIFICATION THEORY
	The uses and gratification theory recent research explain internet usage has both extended and challenged the uses and gratification approach to understand media. Theory is a limited effect theory which tends to popularize researchers traits of mass communication. This theory placed more focuses on the audience or users, instead of the actual message itself by asking “what people do with media?” rather than “What media does to the people?”. it assumes members of the audience are not passive but takes an active role in interpreting and integrating media into their own lives. Also, the theory holds audiences responsible for choosing media to choose its needs. This theory would then implies that the media compete against other information sources for the viewers gratification take a non-predictive and non-prescriptive on media effect, but to its suggestion that people use media to fulfill specific gratifications.
	Obviously, uses and gratification theory opines that media users play an active role in choosing and using the media. Users take an active part in the communication process and are goal oriented in their media use. The theorist say that a media user seeks out a media source that best fulfill the needs of the user “users and gratification theory assume that users has alternate choices of satisfy their needs. Interest in the gratification provided by media goes back to the beginning of empirical mass communication research, but each attempts to press towards a greater systematization of what is involved in conducting research in this field, each major pieces of uses and gratification research has  yielded it own classification scheme of  audience function. When placed side by side, they reveal a mixture of shared gratification categories and notions peculiar to individual research teams.
	The differences are due in part of the fact that investigators have focused on difference levels of study such as medium of content, and different materials such as different programs or program types on television in different cultures.
	Instead of depicting the media as severely circumscribed by audience expectation, the uses and gratification theory highlighted the audience expectation as a source of challenges to producers to cater more richly to the multiplicity of requirements and roles that it has discovered. The uses and gratification research (Herzog 1944; MC Guire 1974) has been useful in understanding audiences motivations and concern in the context of the traditional mass media such as radio and television.
	However, only a few researchers have explored uses and gratification application in the internet context (Chem. and Wells 1999; Enigma and McCord 1998; Korgonkar and wolin 1999) noted that research participate who browsed five commercial websites show uses and gratification behaviour similar to those reported in studies of traditional mass media like television stations.
2.2.4	MARSHALL MCLUHAN’S THEORY OF GLOBALIZATION
	The solid media extends the democratization of the production and distribution of media context to a degree that far exceeds that of previous media (i.e. mass media). Rather than being limited to the confines of linear visual space as are books, magazines, newspaper, film reels, tapes, CDs. The social media allows storage and distribution of media content through “Cyberspace” on acoustic, non-linear space without a fixed centre. The tremendous expression of data, and the simple transmission thereof that the social media allows, greatly reduces the physical limitations placed upon it compares to mass media or linear medium such as magazines, newspaper.
	Thus McLuhan’s concept of acoustic space helps us see and important distinction between electronic media which is the mass media and the social media at whole. A mass media form is limited to physical, linear space. In air emotional connectivity to other we are no longer limited to the confine of physical presence. By analyzing the social media through the use of McLuhan’s four laws of media which are as follows.
i.  What human trait or experiences does the medium enhance of the production and distribution of media content? Increase the amount to information available to people, and extends social connectivity across a greater distance. The growth of social media since the mid 1990’s has been astounded. The social media is superior because its subsumes all previous media form the traditional mass media to the main mass media, providing a worldwide distribution and presentation platform for texts, images, graphics sound and video. Yochal Benkler in the wealth of networks has described how the internet has vastly increased the dissemination of information and distribution of product activities while decreasing it cost. 
ii. What pre-existing technology, method ore medium is obsolete seed: The social media is making obsolete mass media forms such as print journalism and the monopolies of the traditional television, films and media industries. Mass media will not cease to exist but their modes and ways of distributing their content are all being disrupted and obsolesced by the social media.
iii. What technology or system does the new medium retrieve? The social media retrieves the tribal story teller/show and but now on a global and more democratic scale as we all can become story tellers, film makers and journalists through our won websites, blogs, tweets internet etc.
iv. When pushed to the extreme what will the medium reverse to? We are still in the early internet era, but so far. The internet has caused decrease n personal privacy as the rise of powerful companies such as facebook and Google. On which we have become increasingly reliant, gather more and more personal information about individuals. We have also become more dependent on the internet itself for our connections to other and our knowledge about the world. So it could reverse into opposite intention.
So his theory articulate personal and social consequences of any medium that is, any extension of ourselves result form the new scale that is introduced into our affairs by any new technology.          
2.3 Empirical Review
2.3.1 Global Evidence on Youth News Habits
Reuters Institute’s Digital News Report 2025 shows that social media use for news has overtaken TV among youth in several countries, with TikTok, Instagram, and YouTube dominating news discovery. Traditional media remains important for verification and live events, but its share of routine exposure among youth is declining (Reuters Institute, 2025).
2.3.2 Country-Specific Findings (Nigeria)
Nigeria’s news ecosystem reflects rapid mobile and social uptake. Younger audiences rely more on social platforms and online creators for updates, while traditional media competes by repurposing content for mobile consumption (Reuters Institute, 2025).
2.3.3 U.S. Trends
Pew Research Center (2024) found that over half of U.S. adults, and an even higher proportion of under-30s, get news from social media. TikTok’s news audience among young adults grew fivefold between 2020 and 2024, underscoring the rapid shift in platform preference.
2.3.4 Children and Teen Preferences
Ofcom’s Children and Parents: Media Use & Attitudes 2024 revealed that most children prefer watching video on social platforms, with short-form clips often replacing scheduled TV viewing. Longitudinal data from Children’s Media Lives shows that social media now accounts for 6–8 hours of daily screen time for many youth, limiting traditional media exposure.
2.3.5 Nigerian Empirical Studies
Edogor, Jonah, and Ojo (2014) found that social media reduces youths’ dependence on traditional channels, though many still access traditional media content through social networks. An open-access Nigerian study confirmed this dual trend of substitution and digital redistribution of traditional content.
2.3.6 Cross-Study Patterns
The studies collectively reveal two major trends:
Displacement: Social media dominates everyday news and entertainment consumption among youth, reducing the time and loyalty given to traditional mass media.
Complementarity: In moments of major national or global events, traditional media remains a go-to source for credibility, depth, and live coverage.







CHAPTER THREE
3.0	METHODOLOGY
	This study deals with social scientific research focused on the youth of Nigeria. It is a study that combines both quantitative and qualitative methods of revealing the empirical al data which will be interpreted to draw conclusions. Although there are many media stations and means, but this study deals with the influence of social media on the use of mass media among youth of Nigeria due to the popularity of internet usage at the moment in Nigeria among the youths. the scope of the study is therefore limited tot the attitude of the youth since the advent of social media. The quantitative data should provide unbiased, objectives empirical data which will support the quantitative analysis if the usage online. According to Aborisade (1997) scientific research is often used to imply the formalized procedures for problem solving which include:
1. Identifying and defining the problem
2. Reviewing existing literature
3. Formulating appropriate research question 
4. Collecting relevant to answer your research question 
5. Analyzing  the data to answer your research question or test of hypothesis
6. Drawing necessary inference or conclusion based on the outcome of the analysis.
Also, there are several types of research designs of which five of it is majorly in use which are:
1. Historical research
2. Case study research
3. Casual- comparative or export factor research
4. Experimental research
5. Survey research
According to Aborisade (ibid), a case study research is a type of research where the researcher carries out an in-depth study of a given social unit an individual or group of individuals, a community  or an institution. Case studies cover limited unit and often involve only one unit. This research being scientific and academic in nature, however, borrowed from basic principles that differentiate it form other types of research. This research is designed to use observation and questionnaires which are under demographic differences such as age, genders, occupation. All these were given strong considerations.
A pilot test with 200 questionnaires will be administered too ensure a high degree of comprehension by the respondents form which adjustment can be made on the necessary questions.  
3.1	POPULATION AND SAMPLING PROCEDURE
POPULATION OF THE STUDY
The population of young Nigeria on social network according to Neilson in one million, seven hundred and fourteen thousand recently. The numbers of users between the age range of eighteen to thirty-four is 1, 240. 120. Using a confidence interval of 10 and a confidence level of 95%, the sample size to be assessed was 96. Therefore, 200 questionnaires would be distributed for sample chosen to represent a typical population it had the following characteristics.
a. Male : That is men and boys
b. Female: That is women and girls
c. By occupation that is employed, self-employees, unemployed and student.
The research question formal from the research questionnaire was demographical in form.
Specifically, variable base on uses and gratification theory are considered the antecedents of attitude towards the web. Due to the time scheduled for this project and insufficient avenue of carrying out this research it will be restricted to a minimal level of population in its implementation.
3.2	INSTRUMENTATION
	A research instrument is a device used in collecting data (ibid 1994). This study will make use of questionnaires and observations. A questionnaire is a research instrument conducted such that respondents answer questions about their opinion, attitudes, and preferences activities in a written form. A questionnaire is basically conducted on ability to obtain quantitative analysis. Questionnaire could be open-ended or closer ended.
	While observation is the act studying individual, events or situation, behaviours and other steadily, the way they occur in nature in order to collect data.  
	However, Femi Aborisade (1997) stated that having clearly defined the two instruments to be use in the course of the study, it is pertinent to point out that the questionnaire was distributed to users online and offline. The observation participation needs rating scale to analyze the study. Also Jenson and Jan Kwoski (1991), note that data collection in qualitative research involves a variety of techniques in-depth interviewing, document analysis and unstructured observation.
3.2.1	VALIDITY AND RELIABILITY OF INSTRUMENTS
	The instrument to be employed was designed to cover the area addressed by the research question and objective highlighted at the beginning of this report. The instrument was also designed to cover other area which will support the responses of the main study. Also the observation and questionnaire method is valid enough to generate actual solution for the research.
3.3	DATA ANALYSIS PROCEDURES
	The data was collected form primary sources and the results of the observation that was created; conclusions would be drawn based on the reported results on the findings and related to the research question. Therefore correlations between the responses would be highlight. A total number of 200 questionnaires would be distributed to friend and colleagues in mass communication department of Kwara State Polytechnic to be answered appropriately and other student of other institute in Kwara Poly.   
	The secondary data would be done by assessing the activities and status of the student toward social media. This secondary data would be analyzed by using the rating scale, particularly the summated rating scale. The various activities would be in assigned numerical value and will be weight accordingly. The responds degree of each activity will then be measured according to each response. The result will be sum up to determine the most prominent activities over the period and also to reinforce the finding form the questionnaire. The questionnaire responses would be analyzed using basic statically tools which produce descriptive tables, and other descriptive data.

3.4	DATA COLLECTED BENEFIT
	The data collected is the data of the profiles of the users whose profile is accessible on social network through the use of social media and therefore whose activities will be access to primary data which is prominent while the secondary data is the data gathered form the questionnaire based on the various attitude and usage patterns of the social media.



      












CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF RESULTS
4.1 Demographic Information of Respondents
Table 4.1: Gender Distribution of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	58
	58%

	Female
	42
	42%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
The table reveals that 58% of the respondents are male while 42% are female. This indicates that more males participated in the study than females. The slight dominance of male respondents suggests that male youths may be more willing or available to participate in surveys about media usage, or possibly more active users of social media platforms within the sampled population. However, the female representation (42%) is also significant enough to provide balanced perspectives, ensuring that the study captures gender-diverse opinions on the effect of social media on the use of traditional mass media.



Table 4.2: Age Distribution of Respondents
	Options
	Frequency
	Percentage (%)

	15–20 years
	28
	28%

	21–25 years
	52
	52%

	26–30 years
	15
	15%

	Above 30 years
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
The highest number of respondents (52%) fall within the age group of 21–25 years. This shows that most of the respondents are young adults who are active social media users. This age group typically represents students and early career individuals who are technologically savvy and spend a considerable amount of time online. Their heavy engagement with social media makes them more likely to be influenced by new media trends compared to older age groups. The relatively lower representation of respondents above 30 years (5%) further emphasizes that social media use is predominantly concentrated among younger demographics, making them a vital target group when studying the impact of social media on traditional mass media consumption.





Table 4.3: Educational Level of Respondents
	Options
	Frequency
	Percentage (%)

	Secondary School
	12
	12%

	Polytechnic/College of Education
	45
	45%

	University Undergraduate
	38
	38%

	Postgraduate
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
Majority of respondents are Polytechnic/College of Education students (45%), followed by University undergraduates (38%). This shows that the study mainly involved youths in tertiary institutions. This is significant because students in higher institutions are generally more exposed to digital technologies and have greater access to the internet and social media platforms, which can influence their media consumption patterns. Their academic environment also encourages regular use of media for educational and research purposes, increasing their likelihood of substituting or complementing traditional mass media with social media. The lower percentages of respondents from secondary schools (12%) and postgraduate levels (5%) suggest that while social media use cuts across all educational levels, it is most prevalent among those currently in tertiary education where digital literacy is high.



Table 4.4: Occupation Distribution of Respondents
	Options
	Frequency
	Percentage (%)

	Student
	80
	80%

	Self-employed
	10
	10%

	Civil Servant
	7
	7%

	Others
	3
	3%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
The majority (80%) of the respondents are students. This aligns with the focus of the study on youths. Their dominance in the sample is important because students are typically heavy users of social media for communication, learning, entertainment, and staying updated with current events. This high level of exposure positions them as a key group for understanding how social media affects the consumption of traditional mass media. The smaller proportions of self-employed individuals (10%), civil servants (7%), and others (3%) show that while social media use spans different occupational groups, it is most prevalent among students who often have more time and interest in exploring online platforms compared to older working-class individuals with busier schedules.4.2 Social Media Usage
Table 4.5: Most Frequently Used Social Media Platforms
	Options
	Frequency
	Percentage (%)

	Facebook
	18
	18%

	WhatsApp
	32
	32%

	Instagram
	20
	20%

	Twitter (X)
	10
	10%

	TikTok
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
WhatsApp is the most used platform (32%), showing its popularity for communication among youths, while Twitter (10%) is the least used among the sampled respondents. This indicates that youths prefer instant messaging platforms that support fast, direct, and private communication with peers, friends, and family. The relatively high use of Instagram (20%) and TikTok (20%) also reflects the growing interest of youths in visual and short-form video content, which are highly engaging and entertaining. Meanwhile, the lower usage of Twitter may be due to its text-heavy format and more formal content style, which may not appeal as strongly to younger audiences. This trend highlights how youths prioritize social media platforms that are interactive, visually appealing, and easy to use for daily social connections.
Table 4.6: Hours Spent Daily on Social Media
	Options
	Frequency
	Percentage (%)

	Less than 1 hour
	8
	8%

	1–3 hours
	28
	28%

	4–6 hours
	40
	40%

	More than 6 hours
	24
	24%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
Most respondents (40%) spend 4–6 hours daily on social media, showing a relatively high level of usage. This suggests that social media has become a major part of their daily routine and a primary source of information, entertainment, and social interaction. Spending several hours online each day can influence their media consumption habits, often reducing the time and attention given to traditional mass media such as television, radio, and newspapers. The fact that an additional 24% spend more than 6 hours daily further emphasizes the strong attachment and dependency on social media among youths. Such prolonged usage may also shape their attitudes, lifestyles, and preferences, making social media their first point of contact for news and other content.
Table 4.7: Main Purpose of Using Social Media
	Options
	Frequency
	Percentage (%)

	News/Information
	25
	25%

	Entertainment
	30
	30%

	Education/Research
	18
	18%

	Communication/Networking
	25
	25%

	Others
	2
	2%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Entertainment (30%) is the leading purpose, followed by News/Information and Communication/Networking (25% each). This indicates that youths use social media mostly for leisure and information.
4.3 Effect of Social Media on Traditional Mass Media
Scale:
SA = Strongly Agree
A = Agree
U = Undecided
D = Disagree
SD = Strongly Disagree
Table 4.8: Preference for Social Media over Traditional Mass Media
	Options
	Frequency
	Percentage (%)

	SA
	50
	50%

	A
	30
	30%

	U
	5
	5%

	D
	10
	10%

	SD
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025

Analysis:
A majority (80%) either strongly agree or agree that they prefer social media to traditional mass media. This highlights social media’s growing dominance among youths. The preference may be attributed to social media’s speed, convenience, interactivity, and ability to provide real-time updates compared to the often scheduled and slower nature of traditional mass media like television, radio, and newspapers. This shift also reflects changing consumption habits, where youths favor platforms that allow them to access diverse content on demand and engage actively through likes, comments, and shares. The lower percentage of those who disagree (15%) or are undecided (5%) indicates that only a small minority still value traditional media as their primary source, confirming a significant transition in how young people consume information.
Table 4.9: Social Media Provides Faster Access to News
	Options
	Frequency
	Percentage (%)

	SA
	60
	60%

	A
	25
	25%

	U
	5
	5%

	D
	6
	6%

	SD
	4
	4%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
85% agree that social media provides faster access to news, showing its edge over traditional platforms in immediacy. This suggests that youths rely heavily on social media to stay updated with real-time events as they unfold, unlike traditional mass media which often require longer production, editing, and broadcasting processes. The ability of social media platforms to deliver breaking news within seconds through user-generated content, live streams, and instant sharing makes them highly attractive to young users who value speed and convenience. This trend also indicates a shift in news consumption habits, as audiences are no longer willing to wait for scheduled news bulletins or printed newspapers when they can get instant updates on their mobile devices.
Table 4.10: Time Spent on Social Media vs Traditional Media
	Options
	Frequency
	Percentage (%)

	SA
	55
	55%

	A
	25
	25%

	U
	5
	5%

	D
	10
	10%

	SD
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
80% admit they spend more time on social media than traditional media, showing how social media captures more attention. This demonstrates that social media has become the dominant channel through which youths access information, entertainment, and communication, often at the expense of traditional outlets like television, radio, and newspapers. The interactive and personalized nature of social media content encourages longer engagement periods, while traditional media tends to be more one-way and less flexible. This shift in attention also implies that youths are gradually replacing traditional media with digital alternatives, which may contribute to the declining relevance and audience base of traditional mass media among younger generations.
Table 4.11: Reduced Interest in Reading Newspapers
	Options
	Frequency
	Percentage (%)

	SA
	45
	45%

	A
	30
	30%

	U
	8
	8%

	D
	12
	12%

	SD
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
75% agree that social media has reduced their interest in reading newspapers. This shows a significant decline in the appeal of print media among youths, who now prefer the speed, convenience, and interactive nature of online platforms. Unlike newspapers, which require physical purchase and have fixed publication schedules, social media delivers news instantly and continuously throughout the day. This shift reflects changing media consumption habits, where youths prioritize quick access to breaking news and multimedia content over long-form printed articles. The decline in newspaper readership among young people also signals challenges for the print industry, which must adopt digital strategies and engage audiences online to remain relevant in the rapidly evolving media landscape.


Table 4.12: Reduced Interest in Watching Television
	Options
	Frequency
	Percentage (%)

	SA
	40
	40%

	A
	28
	28%

	U
	10
	10%

	D
	15
	15%

	SD
	7
	7%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
68% say social media has reduced their interest in watching TV, showing a decline in youth television consumption. This indicates that many young people now prefer the flexibility and on-demand nature of social media content over the fixed programming schedules of television. Social media platforms offer short, engaging, and personalized content that better suits the fast-paced lifestyles of youths, whereas television often requires longer attention spans and passive viewing. The decline in television viewership among youths also suggests that traditional broadcasters may need to adapt by integrating digital strategies—such as streaming services and social media engagement—to retain younger audiences. This trend reflects the growing dominance of digital media over traditional broadcast media among the youth population.




Table 4.13: Reliance on Social Media over Radio
	Options
	Frequency
	Percentage (%)

	SA
	52
	52%

	A
	30
	30%

	U
	6
	6%

	D
	8
	8%

	SD
	4
	4%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
82% rely on social media more than radio for breaking news, indicating traditional audio media is losing ground. This shows that youths prefer the immediacy and visual richness of social media platforms, which can deliver live updates, images, and videos far faster than radio broadcasts. While radio is limited to audio and scheduled programming, social media offers real-time, on-demand content accessible anytime on mobile devices. This preference suggests a generational shift where younger audiences consider radio less relevant for urgent news, using it mainly for entertainment or background listening rather than as a primary news source. The declining reliance on radio underscores the need for traditional audio media to adopt digital strategies, such as online streaming and social media integration, to remain appealing to younger audiences.



Table 4.14: Traditional Media is More Reliable
	Options
	Frequency
	Percentage (%)

	SA
	15
	15%

	A
	20
	20%

	U
	10
	10%

	D
	35
	35%

	SD
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
Only 35% agree traditional media is more reliable, while 55% disagree. This reveals low trust in traditional outlets among youths. This could be due to the perception that traditional media are often slow to report breaking news and sometimes influenced by censorship or editorial bias, making them seem less transparent or objective. In contrast, social media provides instant, diverse, and user-generated content from multiple sources, giving youths a sense of immediacy and control over the information they consume. However, this declining trust in traditional media may also expose youths to misinformation on social platforms, which often lack strict editorial oversight. The result reflects a shifting credibility landscape, where youths prioritize speed and accessibility over the perceived formal credibility of traditional news sources.



Table 4.15: Social Media Influences Consumption of News & Entertainment
	Options
	Frequency
	Percentage (%)

	SA
	48
	48%

	A
	35
	35%

	U
	5
	5%

	D
	7
	7%

	SD
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
A majority (83%) agree social media influences how they consume news and entertainment, showing its strong impact on behaviour. This suggests that social media platforms shape not just what youths watch or read, but also when and how they access media content. The personalized algorithms of platforms like TikTok, Instagram, and YouTube expose users to content tailored to their interests, which can gradually shift their preferences away from traditional media formats. This influence also encourages shorter attention spans and a preference for visually engaging, fast-paced content over the longer and more structured formats often found in traditional media. Consequently, social media is redefining youths’ media habits, making them more dependent on digital sources for both information and entertainment.



Table 4.16: Social Media Makes Traditional Media Less Relevant
	Options
	Frequency
	Percentage (%)

	SA
	50
	50%

	A
	28
	28%

	U
	7
	7%

	D
	10
	10%

	SD
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
78% believe social media has made traditional media less relevant among youths. This indicates a clear shift in preference and consumption patterns, where young people now depend more on digital platforms for information, entertainment, and social interaction than on conventional media channels. The ease of access, speed, and interactive nature of social media make it more appealing, while traditional media such as newspapers, radio, and television are increasingly seen as slow, rigid, and outdated. This trend suggests that traditional media risk losing their influence and relevance among younger audiences unless they adapt to the digital landscape by integrating social media strategies, offering online content, and creating more interactive experiences to re-engage the youth demographic.



Table 4.17: Social Media and Traditional Media Complement Each Other
	Options
	Frequency
	Percentage (%)

	SA
	20
	20%

	A
	30
	30%

	U
	10
	10%

	D
	25
	25%

	SD
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:
While 50% agree that both media complement each other, 40% disagree, showing mixed opinions. This indicates that a significant number of youths see value in using both social and traditional media together—for instance, using social media for instant updates and traditional media for in-depth analysis or verification. However, the large portion who disagree suggests that many youths view social media as a replacement rather than a supplement to traditional platforms. This split opinion reflects an ongoing transition in media consumption patterns, where some young people are adopting a hybrid approach, while others are abandoning traditional media entirely. The result highlights the need for traditional media to integrate with social media platforms to remain relevant and appeal to youths who expect fast, interactive, and multi-channel information delivery.


4.4 Discussion of Findings
The findings of this study have provided valuable insights into how social media has affected the use of traditional mass media among youths. The demographic data revealed that the majority of respondents were male (58%) and fell mostly within the 21–25 years age group (52%), which reflects the youthful population that is most active on social media. This is consistent with previous studies that have identified young adults as the dominant users of digital platforms due to their technological exposure and lifestyle. Most respondents were students (80%) currently in tertiary institutions, showing that the study population is digitally literate and highly connected.
The study also found that WhatsApp is the most frequently used social media platform (32%), followed by Instagram and TikTok (20% each), while Twitter was the least used (10%). This suggests that youths prefer platforms that support visual content, instant messaging, and social interaction. Additionally, a large proportion of respondents (40%) reported spending between 4–6 hours daily on social media, while another 24% spend more than 6 hours, indicating that social media has become deeply integrated into their daily lives. This high usage likely reduces the time spent on traditional media.
Regarding the effect of social media on traditional mass media, the findings show a clear shift in preference. A majority (80%) of respondents said they prefer social media to traditional media, and 85% agreed that social media provides faster access to news. Similarly, 80% admitted they spend more time on social media than on traditional media, which supports the argument that social media captures more attention from young people. Furthermore, 75% and 68% of respondents stated that social media has reduced their interest in newspapers and television respectively, while 82% rely on social media more than radio for breaking news. This pattern reflects the declining consumption of traditional mass media among youths as social media becomes their primary source of information and entertainment.
Interestingly, when asked about reliability, only 35% of respondents believed traditional media is more reliable than social media, while 55% disagreed. This shows a growing trust in social media content despite the risk of misinformation it sometimes carries. Also, 83% agreed that social media influences how they consume news and entertainment, showing its strong behavioural impact. A large portion (78%) also felt that social media has made traditional media less relevant among youths. However, opinions were divided on whether both media complement each other—while 50% agreed, 40% disagreed—indicating that while some youths still use both sources, others have largely abandoned traditional platforms.
Overall, the findings show that social media has significantly reshaped media consumption patterns among youths by offering speed, convenience, interactivity, and personalized content that traditional mass media struggle to match. These results align with earlier research that has highlighted the decline in traditional media consumption and the rising dominance of social media among younger audiences. The findings imply that for traditional media to remain relevant, they must integrate digital strategies, embrace social platforms, and create more interactive and youth-oriented content.
















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of Findings
This study investigated the effect of social media on the use of traditional mass media among youths. A total of 100 respondents participated, comprising mostly males (58%) and females (42%), with the majority (52%) aged between 21–25 years. Most respondents were students (80%), particularly from tertiary institutions, reflecting the youthful and technologically inclined target population.
The findings revealed that WhatsApp is the most frequently used social media platform (32%), followed by Instagram and TikTok (20% each), while Twitter (10%) was the least used. Most respondents (40%) spend between 4–6 hours daily on social media, and another 24% spend more than 6 hours, indicating high levels of engagement.
In terms of the effect on traditional mass media, the study showed that 80% of respondents prefer social media to traditional media, and 85% believe it provides faster access to news. Similarly, 80% admitted spending more time on social media than on traditional media. Social media has significantly reduced their interest in newspapers (75%), television (68%), and radio (82% rely more on social media than radio for breaking news).
The study further found that only 35% believe traditional media is more reliable than social media, indicating declining trust in conventional outlets. Additionally, 83% of respondents agreed that social media influences how they consume news and entertainment, and 78% believe it has made traditional media less relevant among youths. However, opinions were divided on whether both media complement each other, with 50% agreeing and 40% disagreeing.
Overall, the findings show a strong shift in preference, consumption habits, and trust from traditional mass media to social media among young people.
5.2 Conclusion
Based on the findings, it can be concluded that social media has become the dominant source of information, entertainment, and communication among youths, thereby significantly reducing their reliance on traditional mass media such as newspapers, radio, and television. The convenience, speed, interactivity, and personalized content offered by social media make it more appealing to young audiences than the one-way, slower, and less flexible nature of traditional media.
This shift has led to a decline in youth engagement with traditional mass media, signalling a need for traditional outlets to adapt to changing trends. The study concludes that while traditional media still hold some relevance, their influence is rapidly diminishing among youths who prefer the immediacy and participatory nature of social media platforms.
5.3 Recommendations
Based on these findings, the study recommends that traditional media organisations should embrace social media as an extension of their operations in order to reach and engage younger audiences where they are most active. They should focus on producing more interactive, engaging, and youth-oriented content that aligns with the tastes of digital-savvy audiences. Media organisations are also encouraged to invest in digital technologies, mobile applications, and online streaming services that offer on-demand access similar to social media platforms. In addition, schools and tertiary institutions should promote media literacy education to help young people critically evaluate information from both social and traditional media, thereby reducing the risk of misinformation. There is also a need for collaboration between traditional and social media platforms, where social media can be used to promote and drive traffic to the more detailed and analytical content provided by traditional outlets. Finally, media stakeholders should continually conduct research to monitor changing youth media habits and adjust their strategies accordingly to remain competitive in the evolving media landscape.
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