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) are civil
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froduction :
sides different Materials like factya] news, feature stories, News analysis, and
mmentarjeg journalists and columnists write, editorials also feature prominently in

- This is done to meet the varying needs of Numerous

keeping abreast with the social, economic and political issyes of
e day. " B
Editorial as a genre of writing traces jts Origin in 1841 when the New York Tribune
=mery and Agee, 1960, P-99) debuted it in the United States of America at the instance
Hibertarianism, As countries acrogg the world co

pied the form of journalism, Nigeria
Fhich felt shoulq not be left behind hag Incorporated editorial in Newspapers and
Bagazines. Frontline Newspapers like the Guardian, the Punch, Daily Trust, Vanguarq
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ind bring results that no number of arguments, logically and carefully presented,
id achieve.
ditorial of argumentation,
sue. Therefore, the writer

,
y the writer having a dominant
= in his writing. The tone could be that of anger, disappointment, sincerity, or
our. The reason must be logical and judgments supported.” ;
Historically, certain factors led t
e factors is the com

lars who came together in 1947 under the auspi
onsider the role of the press in modern society.
other factor attributed to the development of the editorial pageis the dismantling

he print media monopoly of mass production by the broadcast mediaji.e. radio and
vision. Broadcast media are generally known for immediacy of reportage as issues
d incidents happen. The emergence of the broadcast media was more or less a threat
the print media known of relative long time involved in the production of news.
US as a measure to command attention and sustain readership, newspapers had to
Welop editorial page where they could bring to the reader at least the “mostest” not
€ “firstest,” '

#inion permeated the publication, mixing inextricably with the news.

¥ did indeed report news, but the
rticular party or policy. In that way they were like most present-day newsletters.
arly in the nineteenth century, however, Americans began to develop the notion of
mirnalistic objectivity. It was not only possible, but perhaps advantageous, to separate
& news from the editor's opinion. :

Ossai (2002, P.222) adds that the newer Development Media and Democratic
“rlicipation Media theories also gave rise to the evolution of the editoria] page. He
reues that the objective of the Development Media theory, for instance, is the need to
#e the media to support development. In this way, the Development Media theory
"ovides a strong reason for persuading people through editorijals to Support national
Evelopment. .
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educates

: government by holdj
cred duty editorialists watch multitude events, select &

i nts, clarify and interpret those even
any whom some of the events would mean very little,
merous advantages offered by editorial, there Seems to |

Nigerians who read editorial

Objectives of the Study

The objectives are to determine the:

9, tegory of people that read editoria] most.

% Number of people that read editorig] in Nigeria,
# Reasons people read editoria] in Nigeria.

¢ Type of editorial that interestg readers most,

Research Questions
¢ What category of

Theoretical Framework ‘

Thestudy finds relevance in the selectivity theory. "Selectivity" describes audjence
in the direction of 4 al extent with the communicator's stand g
issue relevant to th icati ens, Weigold and Arens (2008, P.149) aptly

and ignore others, Perhaps the most gern

64) about human be av

status, interest and invol
indeod, an ¥ way of cha
The selectivity theory

media content Consumption; selective €Xposure,

fetention. The selective eXposure process is what s of benefit i
foundation of this study,

As Teiler, Jacob and Lee
to refer to the chojce of an
Option one prefers ig the

at (2006, p-1) aver, we wi] use th
information Source that coyld po i
best alternative when another i

Readershig:
jnforn.la[ioh i
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aximize expected payoffs. The notion of selective exposure, according to Anaeto,
abanjo and Osifeso (2008, p.68) follows nicely from Leon Festinger’s theory of
enitive dissonance which suggests that one way to reduce dissonance after making
Secision is to seek out information that is consonant with that decision.
Consequently, selective exposurewhichis anintegral aspect of the theory holds that
dividuals have the tendency to expose themselves to those communications that are
agreement with their existing attitudes and avoid those that are not (Klapper, 1960;
\affee, Nichols, Graf, sandvig, and Hahn, (2001); Schiffman and Kanuk, 2007:182).
svarsfeldet al (1948)cited in Sears and Freedman (1967:196)put it this way: “Exposure
always selective; in other words, a positive relationship exists between people’s
sinions and what they choose to listen to or read.” This affirms Childs’ (1965)
snclusion:” Innumerable studies show thatreaders tend toread what they agree with,
sorove, or like” These are simply descriptive statements: they only assert that
nunication audiences usually share, to an extraordinary degree, the viewpoints
f the communicator. In her contribution to the theory Capra (2002) argues that media
sumers consciously or unconsciously choose the media content to €xpose
emselves to so as to reduce mental discomfort as a result of contradictory
formation. Hovland (1993) extends this notion by saying that the selectivity process
elps achieve mental consonance in media consumers.

In our case, despite the fact that audience are fed with several articles in form of
ews, columns, features, analysis and cditorials among others, they are naturally
Jective on what to read and ignore others based on what is congruent with their
eliof and expectations. This decision is in harmony with what Frey (1986) observes
hat perceived usefulness of information, perceived norm of fairness, and curiosity of
- luable information are three factors that can counteract selective exposure.

“onceptual Framework
“ditorial:Hoffman (2007, p.113) defines editorial as a statement of opinion from an
itor or publisher about you and your business. Similarly, Akpan (2000, p.66) asserts:
t simply, an oditorial is an article that expresses the opinion of the editors or
publishers. By implication, an oditorial is the corporate voice and soul of themedia. The
ditorial is described as the newspaper’s conscience because it gives the newspaper’s
‘oinion about something, rather than objective reporting which is based on facts. This
- made visible from Akpan's definition that an editorial is a subjective article that
»flects a newspaper’s official opinion about an issue, event, person, institution and so
in. In attempt to meaningfully express the corporate position of the newspaper on an
ssue of public interest, Okoro and Agbo (2003, p.125) are of the opinion that editorial
eritically evaluates, interprets and presents significant, contemporary eventsinsucha
way as to inform, educate, entertain and influence the reader.

Readership: Readership is the part of the general public interested in a source of
ormation or entertainment. The Macmillan Dictionary (2009) looks at readership as
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ssed buildings and plane crash. If editorials in the Nigerian newspapers ignore
local issues but cover similar incidents in different countries of the world, one

i conclude with every sense of responsibility that the editorials have Afghanistan
ar or undertone. And this can discourage readership. In any case, the bottom line

it people generally read editorials.

aderstandably, the magnitude of readership is polarised along some demographic
psychographic considerations. Giving perspective on this Ossai (2002, p. 221)

5

Readership surveys done in various countries of the world show that
many people (more men than women) read editorials. Research also
shows that older, more enterprising people tend to read editorials, more
than the youngsters. It has also been shown that in time of crisis,
readership of editorials is higher...

§ positionis maintained by Hallock (2007, p.23), who writes that in a survey, despite
fact that nearly half of weekday readers read the editorial page, readers tend to be
n older, more affluent, and better educated than the average reader. He buttresses
S point adding, in a 1994 study of editorial page readership, 79 per cent of adult
lv newspaper readers read or look at the editorial page. On the basis of income,
flock (2007, p.23) admits, “the percentages by income of those who generally read
feditorial range from 81 per cent to 78 per cent.”
Interestingly, the Readership Institute (2000) completed one of the most ambitious
alysis of U.S. daily newspaper content in decades. This study looked at 75,000 stories
100 different newspaper titles spread across the country. The Impact study aimed
exploring ways to increase reader satisfaction with editorial found that improving
e quality of editorial content - and promoting this content more effectively - has a
eat potential for increasing readership. Against this background, editorial writers
Bopt different strategies to attract readers to the editorial page.
One of the devices is the use of editorial cartoons. Asan-Ate (2007, p.54) defines
fitorial cartoons as caricatures that reveal the editorial dimension or direction of a
spaper. Editorial cartoons inform, educate and entertain readers. These cartoons
pntain sketches of comic relief for greater impact. Ossai (2002, p.234) posits that the
power of editorial cartoons derive from the fact that ours is a computer age as well as
' picture-minded age, and many readers who feel they lack the time to read a
Bnventional editorial will gladly pause long enough to glance at the cartoon and catch
§s editorial meaning.
~ Alsois letters to the editor. This is the platform for readers to express their opinions.
ikpan (2000, p.75) finds justification in this when he attests that on the modern
dditorial it is fashionable to see the readers “talking back” to the editors. And this really
@liracts readers to the editorial page. Apparently, wider columns in editorials, as
wpposed to what we have in conventional newspaper column facilitate reading. Such
‘tolumns mark the editorial page as unique and distinct.
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Esc responses, the subsequent tables capture responses of only the 120 (81%)
sndents who admitted that they read editorial.
£sponse pertaining frequency respondentread editorial revealed that respondents
ead editorial daily were 67 (56%) and those who read it two times in a week were
¢ ). Respondents who read editorial weekly were 22 (18%) while 17 (17%) admitted
they read editorial once in a while. ;
#n the various reasonsrespondent read editorial, 105 (88%) admitted that they read
order to get information or to be educated. Six (5%) said they read editorial for fun
ke 9 (7%) attributed their editorial readership to habit.
able 5 (see appendix) is explicit on type of editorial that interests respondent most.
fy-three (35.5%) of them answered in the affirmative that attack or editorial of
icism interest them most while 14 (11.6%) opted for entertainment editorial. On the
er hand, 47 (38.8%) and 16 (14%) respondents said editorial that interest them most
sucation/interpretation and tribute/praise respectively.

scussion of Findings

e first two of the four research questions posed are what category of people read
itorial most and what number of people read editorial in Nigeria respectively?
alysis of respondents’ responses in table 2 indicates that most respondents (81%)
ad editorials. This portends that the editorial section is well read. This is in accord
ith the 1993 Simons Market Research Bureau cited in Hallock (2007, p.23) which
cludes thateditorial page readershipis second only to general news particularly for
dult readers at every educational level and ranks ahead of newspaper categories that
aclude sports, business, entertainment, food and home. Rationale for editorial
sadership could be tied to its placement and treatment. This finds expression in the
fords of Baker and Macdonald (1961) who posit that “Giving an editorial the lead
sosition, or preferred typographical treatment, will gainitreaders. Editorial pages fare

well in readership by a breed of readers who like effective writing”.

There is also a general indication that respondent from all spheres of human
endeavour read editorial. Table 1 is explicit about this. But in answer to the first
research question as regard the category of respondents that read editorial most, data
show that more male (59%) read editorial than female (41%), insignificant as the
difference may be. Within these categories civil servants read editorial most (39%)
followed by students (27%). Even businessmen and women, who one would expect
should constitute a larger percentage of readership record 22 percent just as those in
public service were 12 per cent. Perhaps the category that reads editorial most can be
said Lo constitute those who generally read newspapers as findings of John Harper's
(1992) research cited in Hallock (2007, p.23) buttresses that 60 per cent of regular
newspaper readers read editorials.

llifty-three per cent of respondents whose educational qualificationis HND/Degree
and above have an edge over the rest in editorial readership. Holders of NCE/ND
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with WASSCE and equivalent is 9 per cent. The
hat the higher the level of respondent’s educational attainment the mon
enthusiastic he or she is disposed to reading editorial.
Research question three seeks to find
Basically, three options were availed
information/ education, entertainment an

ad editorial for the purpose of entertainment. The far-reaching interest demonstrage
by respondents is consistent with the general interest of people to satisfy their que
for diverse information to be informed.

On regularity of readership, some 56 per cent agreed that they read editorial da |
This is remotely followed by those who read it either weekly (18%) or once in a wh
(17%).

The final research question refers toth
Responses

criticism/ attack. It
their responses. H

intelligence. This

private and government newspapers are overwhelmingly and equally (10
unfavourable in their editorials on the NLC/FG friction over increase in price
petroleum products.” However, certain people have vested interest in editoriz
tribute or praise which was next on the ladder (14 %), and that of entertainment w
came last (12%).

Conclusion L : .
=T ¥ X s ‘-"-H‘
The Paper seeks to determine the category of people that read editorial most arn Ecna
what reason. Having illuminated on the different types of editorial which inck Male
editorials of argumentation, interpretaﬁon/ explanation, education, info 2 Female
entertainment, commendation or praise, the paperalso highlights factors thatled § Wotat
development of the editorial page. o -5
cCu t]“
Based on data obtained via survey, Pass

| Schoolj
is high. Reasons people read o

Civil Servige:
Public Serygimn
Business Pe




Male

Total

Total

Female

88ae > Opphy

Table 1: Demg
Gender

Occupation
Schooling
Civil Service
Public Service
Business Person
Others (specify)

*ommendatiopg

graphics of responde

Appendix
nts
Frequency
88
60
148
Frequency
40
58
18
32
0
148

Percentage
59

41

100
Percentage
27

39

12

22

0
100
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