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ABSTRACT

This study, new media and political communication takes into
consideration the performances of the new media in the creation of an
enduring political setting through political communication. The study
adopts survey method of research with questionnaire as the research
instrument. The population for the study constitute new media users in
Ikot Ekpene metropolis. Purposive sampling technique was adopted to
select 250 participants for the study. Investigations reveal that the new
media made significant contributions in political communication but
mor e needs to be done to make such communi cation stand out distinctively
among other forms of communi cation. The work recommends among other
things the education of new media manpower and adequate funding in
order to achieve more political coverage.
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INTRODUCTION

Political communication isnot divorcefrom communication becauseitisrelated to
information dissemination that haspoalitica colouration and undertone. Tsebee (2010)
linkspolitical communication to culture. According to him, componentsof culture
arebeliefs, values and emotional attitudes about how government ought to be
conducted and what acitizen should do. Theseareequally part of communication
becauseit must takethe belief, valuesand emotiond attitudesof the audienceinto
consideration. Hence, political communication providesatypeof communication
that ‘involvesaset of attitudes, beliefsand sentimentswhich giveorder and meaning
toapolitical processand which providesthe underlying assumptionsand rulesthat
govern behaviour. Political communication tendsto affect peopl€ sorientation,
political ided sand normsof apality. Itinvolvesthesharing and exchangeof palitica
idea, political objectsand political processes.

If communication isseen astransmission and reception of messages, the
giving and taking of meaning, political communication as a unique aspect of
communication with such other formsasreligious communi cation, devel opment
communication and variousother types, invol vesthe sending of symbolic meanings
which elevates man abovethe status of lower animals (Asak and Ohiagu, 2013).
Political communication is an instrument of social interaction through which
relationships are established, extended and maintainedin all spheresof lifeand
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human activitiesbecauseit isoccas oned by the need to interact with fellow man.
Arising fromtheabove, thekey e ementswhich congtitute political communication
aspostulated by Babawa e (2005) arethedegreeof socid trust or mistrust prevailing
inthe society; genera attitude of toleranceand interpersona cooperativesamong
people; attachment of loyalty, peopl€ s attitude towards authority and people’s
senseof their powersand obligations. Hence, the new mediaplay somevital roles
asavehideof trangporting thepolitical messagesresultingin politica communication.
Thenew mediahave crucial rolesto play in reaction to the challenges of nation
building especidly in moul ding aformidableand sustainable political system. The
mediawhich include print and el ectronic encompasses more than just news but
include advocacy, entertainment and public service.. Themediaisacollectiveterm
whichreferstotheuse, for masscommunication, of dl technologica channe sintended
to reach alargeaudience. Asak and Ohiagu (2013) categorizethe mediainto seven
inorder of their inventions. Theseare:

@ Print

(b) Recordings— (gramophonerecords, magnetic tapes, cassettes, CDsetc)
(© Cinema

(d) Radio
) Televison
M Internet

(0) Mobile Phones.

Fromtheabove, itisbdieved that through the use of technol ogy, old technologies
employed inthe massmediaare being replaced by new digital technologies. For
instance, analogue mediasystemsare being replaced by digital mediawhich are
being referred to asnew media

New mediaaccording to PC magazine online encyclopediaas quoted by
Asak and Ohiagu (2013) refersto (a) theformsof communicating in thedigital
world, whichincludespublishing on CDs, DV Dsand most significantly, over the
internet. Thisimpliesthat the user obtainsthe material viadesk tops computers,
tablet phones (b) The concept that new methods of communicating inthedigital
world alow smaller groupsof peopleto congregate onlineand share, sell and swap
goodsandinformetion. It dso alowsmore peopleto haveavoiceintheir community
inparticular and theworldingeneral.

New mediathereforeincludesspecia audio-visud effects; treaming video
and streaming audio; virtud redlity environmentsand effects; highly interactiveuser
interface; mobile presentation and computation capabilities, any kind of
communication requiring high-bandwidth; CD and DV D media; tel ephoneand digital
dataintegration; on-line communities; micro devices; Person - to - person visual
communication aswel | asone- to- many visua communication. New mediafestures
havethe capability of changing the participation of audiencesinabit to educate,
inform and influence opinions because what is described asthe new mediaare
digital and havethe characteristicsof networkability, compressible, interactiveand
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impartid. Inpolitical communication, new mediawill enable peopleto bepoliticaly
conscious because accessibility will beamatter of linking' up to the network. New
mediawill create, publish, and distribute political messagesfor consumption and
thismeanseverybody isfreeto take part in these activities unlike the traditional
activities. Thissupportsthefact that with thenew mediatechnol ogies, communication
iscommunication; anindividua with gppropriate technol ogiescan now producehis
or her digital messageswhich can shapeour political consciousness. Thenew media
have crucia rolesto play inreaction to the challenges of building anintervenein
promoting the desired political messagesin mobilizing and educating the audience.
Thisstudy usesthe socia responsibility theory asapoint of reference. Nkwocha
(1999) asquoted by Tsebee (2010) believesthat the press should beresponsible
to the wishes, yearnings and feelings of the people to create a better society.
According to thetheory, themediatasksinclude:
€) providing entertainment
(b) maintaining self-serviceto befreefrom the pressure of socia interests.
(© servicing political and other systems within the society by providing

information for discussion and debate
(d) safeguarding therightsof individuas
(e enlightenment of the publicfor self government

From theabove, theimportance of thistheory cannot be over-emphasized
especidly with theuse of new mediain political communication.

The Place of New Media in Political Communication

Elaigwu (2005) believesthat the new mediahave pivoted rolesto play inreaction
to the chalengesof nation building whichinvolvespolitical communication. This
could bedonewiththenew mediaability todisseminateinformeationwith highrelative
objectivity. Here, the new mediaeducate the audience on current issueswith regards
topolitics. Thiswill inturn changetheideol ogical and socio-palitical thinking of the
society. Taking cognisanceof themassilliteracy and low political culturein Nigeria,
the new mediabecomescrucial because the unpoliticized masses|ook up to the
new mediato championtheir interest.

Equdlly, thenew mediahavearoleof providing historical contextstothe
masses. Thiseducation servicewill helpin building up asenseof nationhood thereby
eliminating apathy and frustration. The new mediacan a so promote homogeneity.
Instead of promoting theinterest of sub-ethnic cultures, itwill embark onthefunctions
of providing greater and nationd politica vaues. Thenew mediacan dsore-orientate
and expose the people on sometrendsthat are negative [ such as assassinations,
kidnapping, god-fatherism, violence etc] to the progress of the country. With
adequate political communication, thenew mediajust asinthewordsof Afgukwu
(2010) should takethebull by thehorn, investigateall that should beinvestigated,
exposewhat should be exposed in order to create the needed political will inthe
country.
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PARTICIPANTSAND PROCEDURE

This study adopts the survey research method because of its peculiarity. The
population for the study constitute new mediausersin Ikot Ekpene metropolis.
Theseincludeworkers(public servantsonly), students, politiciansand other resdents
of the areawho are of voting age of 18 years and above. Purposive sampling
technique was adopted to sel ect the participantsfor thisstudy. Theinstrumentsthat
wereused for datacollectionweresructured questionnaireand observation schedule.
Two hundred and fifty copiesof questionnairewereadministered to therespondents.
Eighty copiesof the questionnaire were administered public servantsand students
respectively, while 90 copiesweregivento paliticianssincethestudy isbasically on
new mediaand political communication. Completed questionnairewere collected
back immediately whilethe researcher observed some users of the new mediain
thisneighbourhood. Data collated were analysed using the frequency count and
smplepercentage.

RESULTSAND DISCUSSION

Table one showsthat out of 250 total respondents, those exposed to new media
were 183 representing 73.2% while 67 representing 26.8% were exposureto other
formsof media. With referencetotable 2, theanalysisreveal sthat out of the 250
respondents exposed to the new media, 60% have adequate exposure and usage
of New Mediawhile 34% havefair exposure/usage and 7% havefair exposure
and no usageto the new media. Since only 7% of the respondents had exposure
but no usageof thenew media, it thereforeimpliesthat thereissignificant relaionship
between exposureand usage of new nediaand political communication. Findings
as show on table 3 reveal that out of 250 respondents, 32% were exposed to
socia messages; 16% to economic messages; political messages exposure had
30%, whilereligious messages exposure stood at 10% and others have 14%.

From thosethat were exposed to political messages and usage of the new
media, 40% weresaid to adhere completely to the political messagesfromthenew
media; 34% had partial adherence while 26% had no adherenceto all (table4).
Table5 reved sthat 52% of the respondentsadmit that the new mediafor political
communication isgood whileavery close proportion of the respondents 48%
believethat the new mediaispoor. Thisposition notwithstanding, majority of the
respondents especially those with knowledge (exposure and usage) of the new
mediabelievethat the new mediaisadequatefor politica communication. Thisis
seen from the 73% of the respondent who agreethat the new mediaisadequatefor
political communication, while 27% believethat the new mediaisnot adequatefor
political communication. Thisanalys stherefore concludesbased onthe abovethat
thenew mediaisgood for political communication because of itsconvenienceand
without exposureto political hazardsand problems. Based on thefindings, itisnot
out of placeto statethat with the help of new media, political campaign arenow
digitaized.
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Table 1: Knowledge of new media

Variables No of Respondents
Knowledge of new media 183
Knowledge of other media 67

Total 20

Source: Field survey, 2014

Table 2: Exposure and Usage of New Media

Variables No of Respondents
Adequate Exposure and Usage 150

Fair Exposure and Usage 8

Fair Exposure and no Usage 17

Total 20

Source: Field survey 2014

Table 3: Types of messages on the New Media

Variables No of Respondents
Socia messages
Economic messages
Palitical messages
Religious messages
Others

Total

Source: Field survey 2014

BeBISS

Table 4: Adherence to Political Messages
Variables

Complete adherence

Partial adherence

Non adherence

Total

Source: Field survey 2014

No of Respondents

BRAEY

Table5: Adequacy of New Mediafor Political Communicate

Variables No of Respondents
Very good/Good/Fair 183
Very poor/Poor 67
Total 20
Source: Field survey 2014
CONCLUSION

Many peoplein Nigeriabdievethat votesdo not count because paliticsisnot good
for adecent person. But the new mediacan changethisperception by continuing
coverageand presentation of political messageswhichwill penetratethe audiences
intheir variousplacesat any time. Fromthefindings, new mediaasafacilitator can
set pacefor the promotion of peace and mobilization to foster the spirit of national
pride and unity through political communication. Through good manpower, funds
and adequate education, the masses can accessthe new mediain order to satisfy

their palitica needsthrough politica communication.
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