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Abstract: The study examined influence of newspaper aesthetics on Uyo-based graduates’ patronage of online newspapers.
The objectives were to: examine the extent to which Uyo-based graduates were aware of newspaper aesthetic elements; identify the
specific aesthetic element that influenced the patronage of newspapers among them; identify the aesthetic element that they found
to be the most prominently used by newspapers that they read; and examine any other aesthetic related elements that positively
influenced readers’ patronage of newspapers. While the survey research design was adopted for the study, using the questionnaire
as the instrument for data collection; the population of the study was 1,393,000 respondents. The sample size was 368. The major
findings were that: graduate readers of newspaper in Uyo were not aware of newspaper aesthetic elements used by online
newspapers; graduate readers of newspapers in Uyo were not positively influenced by any aesthetic elements used by the select
newspapers; they had no idea of the most prominently used aesthetic elements in newspapers; and they patronized newspapers
mostly because of simplicity in the use of language. While concluding that there is a knowledge gap between graduate readers of
newspaper resident in Uyo and the newspaper aesthetics, it was mainly recommended that experts and teachers of print media
aesthetics should do more in the area of propagating the principles of print media aesthetics.
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Introduction

The role of newspapers in information dissemination
cannot be over-emphasized. Apart from provision of
information, newspapers are known for provision of
education and entertainment to their readers who cut
across ages, gender and other demographic
segmentations. When presented in a manner that
commands pleasurable reading, newspapers provide their
readers with what to think about and what to use in
forming opinions about events happening in society.
Through the provision of news, analysis of topical and
controversial issues, debates, and criticisms, newspapers
have today become an indispensable partner to people
who do not only love knowledge but also love how to
discuss such knowledge in public.

As visual media, and when presented either in their
hardcopy or online formats, newspapers can be read and
re-read. Repeating reading may become more
encouraging when newspaper contents are designed and
presented in an acceptable aesthetic principle. For
instance, a reader might decide to make cuttings of a
hardcopy newspaper or preserve clips of online copies of
a newspaper for several reasons. The reasons may range
from the elegant language used in presenting a writer’s
opinion to the writer’s obedience to the rules of concord,
punctuation and mechanics of writing. Another reason
could range from the front-page design to headline
placement across the pages of the newspaper. This means
that the major aim of any newspaper editor or publisher
should be that of devising any acceptable means of
ensuring that the readers find pleasure in what they are
reading. Therefore, in order to retain readership and stay
in business and avoid the fear expressed by Dennen
(2021) about loss of gross audience or readers by
newspapers, due to unprofessional handling of
newspaper contents, it becomes not only necessary for
newspapers to take the subject matter of aesthetics
seriously; but also for them to know that certain
categories of readers may take newspaper aesthetics
seriously.

Nigeria, generally, and Uyo, particularly, is witnessing a
rapid transition towards digitalization. As internet
connectivity becomes more widespread, Uyo residents are
increasingly turning to online newspapers for their daily
dose of news and information. However, in this

digital age, where information overload is a constant
concern, the role of newspaper aesthetic appeal in
shaping readers' preferences and engagement cannot be
overstated.

According to Udoh (2020), aesthetics, before now, was an
exclusive preserve of the broadcast media. Specifically,
any mentioning of the aesthetic concept was in the area
of the television, where Zettl (2009), explains how
television producers could manipulate certain aesthetic
elements such that the viewers are glued to the tube. The
interest then was in how the television producer or
director were able to combine sight, sound, color and
motion to command the serious attention of their
prospective audience. But today, the media aesthetic
horizon has widened to encompass print media
aesthetics. To Udoh (2020), the aesthetic aspects of
newspapers encompass a range of elements, including
balance, unity, contrast, dynamics and proportion. To
him, these elements could also be found in the online
versions of the newspapers collectively contribute to the
overall user experience and have the potential to influence
the readership patterns of individuals. Understanding
how Uyo-based graduate residents interact with these
visual elements and how these elements influence their
patronage of newspapers are not only apt as a study but
are also essential for the select media organizations that
may be seeking to optimize their platforms for enhanced
user satisfaction and increased readership.

Statement of the Problem

Newspaper reading is supposed to be a pleasurable
experience. This means that newspaper readers expect to
find pleasure with the way a newspaper designs its
content. Newspaper readers residing in Uyo, the capital of
Akwa Ibom State, are not an exception to this hedonistic
theory. From this premise, it becomes a concern whether
a certain class of newspaper readers in Uyo are either
exposed to or usually consider the established newspaper
aesthetic elements while they make their newspaper
choices. In other words, it becomes a concern to this
study, the extent to which Uyo-based graduate readers of
newspapers understand newspaper aesthetic elements to
the extent of not only identifying these elements while
reading newspapers; but also, whether these elements
influence their newspaper patronage. With these




concerns in mind, the question is: how does aesthetic
appeal influence the patronage of online newspapers by
graduate residents in Uyo, the Capital City of Akwa Ibom
State of Nigeria?

Objectives
The objectives of the study were to:

1. examine whether Uyo-based graduates were
aware of newspaper aesthetic elements.

2. identify the specific aesthetic element that
influenced the patronage of newspapers among
Uyo-based graduates.

3. identify the aesthetic element that Uyo-based
graduates found to be the most prominent
aesthetic element used by newspapers that they
read; and

4. examine other aesthetic related elements that
positively influenced Uyo-based graduates’
patronage of newspapers.

Literature

Different authors have defined the term, “newspaper”, in
different ways. For instance, while Okonofua (2021)
describes newspapers as the print media that can be
accessed in hardcopy or online; Mathew (2020) is specific
by simply describing the online newspaper version as a
web newspaper. However, following a popular definition,
Matthew (2020) also describes a newspaper as a
publication containing information and advertising,
usually printed on material, popularly known as the
newsprint. One thing that is common to Okonafua (2021)
and Matthew (2020), is that a hardcopy newspaper is
usually printed on a rather soft material, called the
newsprints.

Aniefiok (2019) notes that newspapers and magazines are
produced for readers and the readers are known as the
audience. He also explains that the mass media audience
is heterogeneous; that is, it is made up of people of
different classes. These classes could be described as
gender, educational, professional, peer, ethnic, religious,
cultural, etc. This position supports the ideology that
when people are different, there will be diversity in their
beliefs, and this has a way of influencing the way they
react to what they have read.

According to the BBC English Dictionary (1992), a
newspaper is number of large sheets of folded paper on
which news, articles, advertisements and other
information are printed. The same dictionary sees news
as something either recently made or is about to be made.
While Charles (2019) sees news as any important
information coming from North, East, West and South,
which deserves to be taken as ‘news’; and also sees news
as something that somebody somewhere does not want to
print, or wants to suppress; Elen (2019), from a different
angle, defines news as what people want to read about
themselves; specifically sees news as being essentially
about people and events surrounding people and places.

In terms of the concept of readership, many authors have
presented their related views and definitions. For
instance, Johnson (2019) divides reading into two types,
viz, reading aloud and silent reading. While reading aloud,
to him, involves audible vocalization, silent reading is the
opposite. To him, in silent reading, the reader visualizes
what they read, while the actual reading is done inside of
them.

Many authors and writers have also defined the concept
of aesthetics in various ways. While Shawn (2021) sees
aesthetics as the study of the beautiful and the ugly;
Dehnience (2019) sees aesthetics as the application of the
human artistic experience. In his own contribution,
Julius (2019) notes that aesthetic writing is not always
about creating a work of art, but rather about creating a
text that is enjoyable to read and that effectively uses
language.

While Baskette and Scissors (2019) view the newspaper
purely from the aesthetic and creative point of view, using
the principle of balance, contrast, proportion, and unity;
Udoh (2020) expatiates on these principles. He says that
balance is an important aesthetic field. To him, balance is
concerned with the spreading visual elements evenly on
the page, and this is facilitated by ensuring that visual
elements such as headlines and photographs are not
packed on one side of the news pages; contrast
differentiates elements on the newspaper pages; and
proportion is concerned with size-related relationships
between page contents. He lists other newspaper
aesthetic indices to include unity, dynamics, and
dynamics. The summary of it about aesthetics and its
principles is that for a newspaper to command the serious
attention of its reader, it must be packaged in such a way
that the reader has no issues following and
understanding every detail in the newspaper. Such
packaging could be achieved when certain aesthetic
elements are recognized and faithfully applied.

In terms of related studies, Shola (2020) examined the
influence of online newspaper readership on the
newspaper production process in Nigeria. The study
aimed to determine the impact of online newspaper
readership on newsgathering and editing in The Tide; to
examine the impact of online newspaper readership on
the number of hard copies of The Tide printed daily; and
to determine the impact of online newspaper readership
on operating revenue in The Tide.

The study found that online newspaper readership:
impacts the newsgathering stage of newspaper
production in Nigeria in that reporters in newspaper
organizations that publish both print and online versions
are not only cognizant of online news readers in the
course of newsgathering but also make use of user-
generated contents from online news readers as sources
of information.

The Uses and Gratifications Theory is relevant to this
work as it shows that residents of Uyo may choose what
they read in a newspaper based on certain uses and




gratifications they derive from the newspaper. It also
explains how residents of Uyo seek information in line
with their needs and interests. Similarly, Hedonism,
otherwise called, pleasure theory, is related to this study.
Hedonism treats an aesthetic experience as something
beautiful, especially in producing an outstanding feeling
of pleasure or satisfaction. In its application to the study,
Hedonism explains that graduate residents of Uyo may be
moved by the aesthetic nature of the newspaper either
seen online or printed copy. It also shows that graduate
residents of Uyo derive pleasure when they read such
newspapers. Hedonism theory is the idea that graduate
residents of Uyo are motivated by the pursuit of pleasure
and the avoidance of pain. In terms of the aesthetic appeal
of a newspaper, this theory would suggest that graduate
residents of Uyo are drawn to newspapers that are
visually pleasing, simple and easy to read.

Methodology

This was a survey study. Using the questionnaire as the
data gathering instrument, the study drew relevant
information from respondents. The survey research
design was adopted for this study because the study
involved the gathering of respondents’ opinions,
perceptions and reactions on issues to gain knowledge.
The population comprised 1, 000 respondents. The
sample size was 384, determined through the Philip
Meyer Guide. The purposive sampling technique was
adopted to assess the respondents. Here, it was Uyo-
based graduates alone, who were purposively sampled.
The purposive selection of graduate residents of the city
was justified by the assumption that an average graduate
is familiar with certain media concepts including media
aesthetics.

Data Presentation and Analysis

Three hundred and eighty-four sets of questionnaires
were distributed to the respondents to find out the
Influence Aesthetic Appeal has on readers of the select
Online newspapers. Out of these, 368 copies were
successfully retrieved from the respondents. The results
are presented and analyzed in the following tables.

Table 1: Level of respondent’s awareness of newspaper
aesthetic elements

Table 2: Aesthetic elements that mostly influence

newspaper patronage

Responses No. of Percentage
Respondents
Cover Design 46 13%
Balance 19 5%
Contrast 20 5%
Proportion 48 13%
Unity 15 4%
Typography 14 13%
Graphics 97 26%
None of the 109 30%
above
Total 368 100%

Majority of respondents, 109 (30%) said that none of the
listed aesthetic elements influenced the patronage of the

newspapers.

Table 3: Respondents identification of aesthetic
elements commonly used in newspapers

Responses No. of Percentage
Respondents
Cover 46 13%
Design
Balance 19 5%
Contrast 20 5%
Proportion 48 13%
Unity 15 4%
Typography 14 13%
Colour 97 26%
No idea 109 30%
Total 368 100%

The Table shows that a majority of respondents, 109
(30%) said that they had no idea of the most commonly
used aesthetic element in the newspapers.

Table 4: Other aesthetic-related elements that influence
patronage of Newspaper

Responses No. of Percentage
Respondents

High level 30 8%

Medium 38 10%

level

Average level 100 27%

Low level 200 54%

Total 368 100%

Responses No. of Percentage
Respondents

Picture quality 30 8%

Mechanics 100 27%

Grammar 38 10%

Simplicity of 201 54%

language

Total 368 100%

The Table shows that most respondents 200 (54%) said
that they had low awareness of newspaper aesthetic
elements.

Table 4: shows that 201 (54%) said that simplicity of
language used in the newspapers influenced them to read
the newspaper.




Discussions

In discussing our findings, we took a look at the study
objectives which sought to examine the level of awareness
of newspaper aesthetics by graduate readers of online
newspapers in Uyo; identify the specific aesthetic element
that influences the readership of the select newspapers in
Uyo; identify the most prominent aesthetic element
identified by the readers of the select newspapers in Uyo;
and examine any other aesthetic related element that
influences patronage of the select newspapers

The first objective was to examine the level of awareness
that the readers of newspapers had of newspaper
aesthetics as a media concept and practice. This objective
wa informed by the worry as to whether graduate media
audiences who may be generally familiar with media
aesthetics as it affects the broadcast media, are similarly
acquainted with print media aesthetics — a concept that is
gradually gaining popularity, especially among media
students and scholars.

From the analysis on Table 1, majority of the respondents
were not aware of the popular newspaper aesthetic
elements. According to the Table, 200 respondents (54%)
said that even though they were exposed to newspaper
content on a regular basis, they had low level of
awareness concerning newspaper aesthetics either as a
concept or as practice. The remaining 27%, 10%, and 8%
went for those respondents who had average, medium
and great levels of awareness respectively of newspaper
aesthetics. From this finding, it is safe to say that many
newspaper readers do not know much about the concept
of newspaper aesthetics; hence many of them cannot say
much about that subject matter.

Even though Baskette and Scissors (2019), he prints
media generally seeks to attract readers, our findings,
among other things, showed that the attraction is geared
towards only those who are aware of certain newspaper
aesthetic elements.

Whereas our first research objective stressed and sought
to know our respondents’ awareness of newspaper
aesthetic element as a factor in their patronage, Research
Objective 2 sought to identify the specific aesthetic
element that influences the patronage of the select
newspapers. From the Table of analysis, the majority
(109) of the respondents (30%) said there was no specific
newspaper aesthetic element that influenced their
patronage of the newspapers. From the Table, the other
response options showed that the respondents, once
again, could not identify any specific newspaper aesthetic
element that that influenced their patronage of the select
newspapers. This again shows that to the extent of the
listed newspaper aesthetic indices; the respondents were
not influenced by aesthetics in their patronage of the
newspapers.

Our research Objective 3 sought to identify the most
prominent aesthetic element identified by the readers of
the select newspapers in Uyo. In other words, the
objective was to enable us to find out the aesthetic

element which, to them, was rarely downplayed by the
three newspapers. The elements included balance,
contrast, unity and proportion, which are essential on
news pages. From the data on Table 3, majority of the
respondents (109) said they had no idea about the most
prominently used aesthetic element. This, like the
previous findings, showed the respondent low knowledge
of newspaper aesthetics, even with their relatively high
background as graduates.

The last Research Objective sought to examine any other
aesthetic-related factors that influence readership of the
select newspapers. The aesthetic elements which were
drawn from Udoh (2020) were text, picture and mechanics
based. They include picture quality, mechanics, grammar
and simplicity of language. From the data on Table 4, our
respondents said that a textual aesthetic element, known
as simplicity of language, is an important factor that
influenced their patronage of newspapers. This response
goes a long way in affirming the well-known principles of
good journalism — simplicity. According to this principle,
since news and other media contents are for the masses,
there is a need for the media to sound as simple as
practicable in output. This is because every newspaper
reader is expected to enjoy what is simple to understand;
and simplicity of language is qualified to be an aesthetic
element. What this means is that for a mass medium to
be able to capture, attract and sustain their audience, the
language used in communicating different contents must
be relatively simple.

Summary of Findings, Conclusion and
Recommendations

The major findings of the study showed that majority of
graduate readers of newspapers in Uyo are not aware of
newspaper aesthetic elements. Similarly, they are not
influenced by any of the listed newspaper aesthetic
elements in their patronage of newspapers. Also, while
most of the newspaper readers could not identify the most
used aesthetic index in the selected newspapers, the same
readers were mainly influenced to read the newspapers
because of simplicity of language used in the newspapers.

From the summary presented above, it is obvious that the
newspaper readers patronize newspapers not because of
the listed popular newspaper aesthetic elements; but
because of a type of textual aesthetic element known as
“simplicity of language”. We, therefore, conclude that
aesthetic factors such as balance, contrast, unity,
dynamics, and proportion are not what determine the
patronage of newspaper patronage among Uyo-based
graduates.

From the foregoing, we recommend the need for scholars
and experts in media aesthetics to do more around
making print media aesthetics popular and broadcast
media aesthetics. Also, graduate residents in Uyo Capital
City should familiarise themselves with newspaper
aesthetic elements as this could help them in criticizing
newspaper production techniques of some of the
newspapers in the city; all aimed at ensuring aesthetic




improvements among newspaper publishers, journalists
and editors in the State.
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