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ABSTRACT 

The purpose of this qualitative exploratory case study was to explore how 

social media is influencing the operations (how reporters gather news 

information, how the editorial team is set up and how they operate and how 

news is distributed) and ethical tenets of journalism at Graphic 

Communications Group, a traditional print media firm in Ghana. The purpose 

of the proposed study was achieved through semi-structured interviews of 

twelve participants who are reporters, and editorial staff of the offline and 

online versions of the Graphic newspaper. Data analysis involved content 

analysis of interview data to generate themes for discussion using the NVivo 

12 software. The study revealed that social media is very integrated in the 

operations of Graphic newspaper and it is influencing its operations both 

positively in terms opportunity to reach out to many consumers of news and 

stories and speeding of its operations. Negatively in terms of challenges of 

ethics, content piracy, credibility and authenticity of content and focus on 

exclusive and comprehensive content. The company treats social media 

sources as unverified sources, which has to be verified, ensure that stories and 

news are sourced from verified social media sources and lastly the company 

has put in place a social media policy to ensure that standards and code of 

ethics are adhered to. Graphic should continue the process of retooling their 

journalists in the art of deploying more social media platforms to further 

expand their reach and take opportunity of the benefits of social media. 
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CHAPTER ONE 

INTRODUCTION 

This qualitative exploratory case study explored the impact of social 

media activities on the operations of print media companies in Africa with 

specific focus on Ghana.  It explored the influence of social media on how 

reporters gather news information, how the editorial team was set up and how 

they operate and how news is distributed at the Graphic Communications 

Group. It is important to know how social media is impacting the operations of 

traditional print media in a developing world context, because we are in the 

era where new media is taking over traditional media.  This study presents 

how the theoretical constructions of citizen journalism and participatory 

journalism play out in the operations of traditional print media in a developing 

country context.  Findings led to discovery of knowledge on how print media 

managers are leveraging social media in their operations to meet the demands 

of the new wave of up to date news and information and citizen participation 

in the process. This study made use of primary and secondary data. Primary 

data was collected from reporters and editorial staff of Graphic 

Communication Group (GCG) through semi-structured interviews. Chapter 

one captured the following thematic areas; background to the study, statement 

of the problem, purpose of the study, research objectives, research questions, 

significance of the study, delimitations, limitations, definition of terms and 

organisation of the study.  

Background to the Study 

The advent of new media has changed the way society communicates 

and absorbs information and news. At the same time, traditional media 
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remains an important part of society and it is still an effective means of 

communicating to consumers all over the world. New media space comprises 

of content published and accessed through different forms of digital platforms, 

such as websites, online streaming sites (radio and television) and social media 

- Facebook, LinkedIn, WhatsApp etc. Traditional media on the other hand 

comprises of television, radio, and print media like newspapers and magazines 

(Christian, 2014). 

Markozashvili (2017) stated that worldwide, it is clear that the internet 

and mobile phones are disrupting media systems. In particular, print 

newspapers are in decline, although traditional media outlets are still 

considered as valuable and trusted brands. Trying to understand the changing 

environment around news across countries, Reuters Institute for the Study of 

Journalism commissioned the “Digital News Report.” The latest Digital News 

Report 2016 found that across their entire sample, 51% of those interviewed 

(over 50,000 people in 26 countries) used social media as a source of news 

each week. For this group one in ten of theme used social media as their main 

source of news.  The digital news report 2016 confirms what many studies 

highlighted before: television news and online news are the most frequently 

accessed in most countries while readership of printed media newspapers has 

declined significantly. However, the new trend shows that the percentage of 

news accessed via social media is growing everywhere. A majority 51% said 

they use social media as a source of news each week, while the EU average 

(17 countries surveyed) reaches 46%. The study also shows that an increasing 

proportion depends on it for direct consumption. Within the EU, at least one in 

ten say social media are their main source of news with a high figure in 
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Greece (27%). Facebook (44%) is by far the most important network for 

finding, reading, watching and sharing news. According to this report, in 

Brazil, the growth of social media as a main source of news increased from 

10% to 18%, while in Denmark it doubled from 6% to 12%. Other selected 

countries also experienced significant increase. In Greece, 27% said social 

media was their main source of news more than TV (21%) and Print (3%). 

According to Moller (2012), as at November 2011, the popular social 

network, Facebook had more than 800 million active users, 75 % of which are 

based outside the United States. More than 50 % of those 800 million people 

log on to Facebook in any given day. At the same time, Internet and mobile 

technologies are at the centre of how people’s relationship to news is 

changing. The importance of social networks for news consumption is 

growing. People use their social networks and social networking technology to 

filter, assess and react to news. 

A 2010 study by the Pew Research Center (2018) showed that in the 

United States the Internet has surpassed newspapers and radio in popularity as 

a news platform on a typical day and now ranks just behind television. Six in 

10 Americans (59 %) get news from a combination of online and offline 

sources in a typical day. In the study, 75 % of U.S. online news consumers say 

they get news forwarded through e-mail or posts on social networking sites 

and 52 % say they share links to news with others via those means. A third of 

cell phone owners even access news on their cell phones. In another 2010 

study, about the news consumption and sharing habits of the international 

readership of CNN, 43 % of online news sharing occurs via social media 

networks and tools, such as Facebook, Twitter, YouTube and MySpace, 
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followed by e-mail (30 %), SMS (15 %) and instant messenger (12 %), 

(Moller, 2012). 

In Africa the picture is no different. Over at least the last half decade 

there has been mounting evidence that the technology is being used, to varying 

degrees, by citizens to contribute to news-making and information exchange in 

influential ways and although social media is making inroads, traditional 

media still plays a significant role in news in Africa (Mabweazara, 2011; 

Moyo, 2009; Moyo, 2011).  

Despite this challenge to the survival of traditional media by new 

media, Ahlers and Hessen (2012) believed that traditional media will survive 

because online and offline media sources complement each other and are not 

conflicting.  On the positive side Moller (2012) noted that social networks and 

social media offer a great tool for journalists for research and as a source for 

stories. Twitter, Facebook or YouTube offer coverage by other journalists and 

normal citizens of many events, including events to which there is limited 

access for journalists, e.g. for safety, financial or other reasons. However the 

use of Web 2.0 tools for this form of research – or ‘crowdsourcing’ – is still 

underdeveloped and journalists need to develop skills to check and verify 

sources in order to guarantee reliable and accurate information. Recent cases 

demonstrated a considerable lack of fact checking of social media sources by 

journalists. Awareness should be raised and tools for journalist training in the 

use of social media and social networks should be developed. Social networks 

and social media also enable journalists to collaborate with fellow journalists 

or citizens (mass collaboration) on the Internet, for examples in wikis or other 

tools of online collaboration, or through commenting on articles, fact checking 
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and making use of the “wisdom of the crowd.” Accountability is an issue, 

though when it comes to anonymous wikis and professional journalism ethics 

should be further developed in this field. 

Statement of the Problem 

In most African countries including Ghana, traditional media continues 

to be relevant and maintains a lead over social media (Dlamini, 2018 & 

Wasserman, 2018).   Social media is however making significant inroads as 

more and more people get access to digital gadgets especially smart phones. 

The traditional media hardest hit by the emergence of the new media in Ghana 

is the print media, which has witnessed decreasing trends in circulation 

numbers and type of audiences as well as appeal to advertisers who now seek 

alternative digital channels for their adverts (Afrifa, 2015). The new 

generation have now embraced new sources of information and news that is 

constantly generated in real time and up to date with easy access on digital 

channels.  Content generation, production and distribution processes are now 

real time and driven by new media. The traditional model of generating 

content by print media houses for production and distribution does not appear 

to yield results required by current consumers of news and information (Egol, 

Hawkes & Springs, 2009). This has made it difficult for the print media 

industry to continue to stay relevant in the era of social media without 

integrating social media into their operations so that they can take advantage 

of the positives of that social media brings to the media landscape in the form 

of real time content generation and dissemination. Another challenge with 

social media in the print media domain has to do with keeping of journalistic 

ethics and standards to news and information that changes constantly and 
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needs regular updates. The challenge facing the print media is how to reinvent 

their processes and adapt their business operations to enable them appeal to 

the new generation and how they consume news and information. 

A significant number of studies have looked at the influence of new 

media on traditional media. Most of them have focused on the impact on one 

type of traditional media- print or television or radio (Odun & Utulu, 2016; 

Rajendran & Thesinghraja, 2014). Another category of studies has used case 

study of traditional media organisations to examine the impact of new media 

on operations and business model (Muria, 2010; Shivarudrappa, 2014). Whilst 

there is a significant number concentration of studies carried out in the 

developed world, studies with focus on Africa and Ghana are scant. In Ghana, 

(Afrifa, 2015; Amegatcher, 2014), looked at how new media has impacted on 

the circulation numbers of traditional print media and explored how traditional 

media (radio, television and print) can leverage social media to reach new and 

existing customers online. There is therefore a gap in that, no study has 

focussed on how social media has influenced the entire operations of print 

media companies and how this is driving their quest to survive and stay 

relevant in the new media era.  This qualitative exploratory case study 

addressed the gap by seeking the views of employees (reporters and editorial 

staff) of a traditional print media operator on the influence of social media on 

operations and how they are leveraging it to survive the new media wave. This 

study explored how social media is influencing the operations of Graphic 

Communications Group, Publishers of the Daily Graphic, Ghana’s biggest 

circulating newspaper and how they are leveraging social media in their 

operations. The focus was on how Graphic Corporation is reinventing their 
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processes (collection, processing and distribution of information as well as 

feedback) and adapting their operational model to enable them appeal to the 

new generation and how they consume news and information and at the same 

time stick to high journalistic ethics. 

Purpose of the Study  

The purpose of this qualitative exploratory case study was to explore 

how social media is influencing the operations (how reporters gather news 

information, how the editorial team is set up and how they operate and how 

news is distributed) and ethical tenets of journalism at Graphic 

Communications Group, a traditional print media firm in Ghana. The aim was 

to put forward recommendations that might help the company maintain its 

relevance, popularity and effectiveness to stakeholders in the era of new media 

in Ghana. 

Research Objectives 

The following research objectives were developed from the purpose of 

the study to guide this study of exploring the influence of social media on 

traditional print media operations in Ghana using the case of the Graphic 

Communications Group 

1. To explore the extent to which Graphic Communications Group 

have integrated social media tools and technologies into its 

operations 

2. To explore how the advent of social media is influencing the mode 

of operations of the Graphic Communications Group. 

3. To find out how Graphic Communications Group ensures that 

social media integration adhere to the ethical tenets of journalism 
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Research Questions 

The following research questions (RQs) were developed from the 

research objectives to guide the study: 

1 How do participants perceive the extent to which social media  

tools and technologies have integrated into the print newspaper 

operations Graphic Communications Group? 

2 How do participants perceive the way social media is changing  

the operations of Graphic Communications Group? 

3 How do participants experiences align with how Graphic 

Communications Group ensures that social media integration 

adheres to the ethical tenets of journalism? 

Significance of the Study  

This qualitative study of exploring the influence of social media on 

traditional print media operations in Ghana using the case of the Graphic 

Communications Group contributed new knowledge on how social media is 

shaping the media landscape in the context of a developing country. The 

findings of this study also formed a basis for print media managers to better 

integrate or clearly define the role of social media in their operations to 

enhance efficiency and develop new business models from new media 

platforms. 

Delimitations  

This qualitative exploratory research was limited to the study of one 

case. Although this led to an in-depth study of the phenomenon, it affected 

generalisability of the results. With the case study organisation, the focus was 

on reporters and journalist in the newsroom (both online and offline) and how 
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social media influenced story origination, production and distribution. This 

study did not look at the impact of new media on the business model- revenues 

of print media as the focus was only on impact on operations. The print 

media’s focus for this study was newspapers (company associated with 

publishing journalistic information through newspapers) although the print 

media comprises of a wide range of products including magazines and 

periodicals. A key limitation of this study was that although Graphic has 

offices in all the regional capitals of Ghana, interviews for this study was 

conducted only in the Accra office of the Graphic Communications Group due 

to financial constraints, and only reporters and editorial team members in 

Accra were interviewed. Also all the key decision makers in the newspaper 

were based in the Accra office. Therefore employee views for the study were 

limited to those working in Accra only.  

Limitations  

This qualitative exploratory research faced some limitations in the 

course of data collection which included limited time and the sensitivity 

surrounding the phenomenon under investigation. This sensitivity influenced 

some respondents to feel reluctant to participate or to provide valuable 

information. The survey interview procedure was administered with the 

consent of research participants. The proposed sample size was originally 20, 

however, 12 participants were interviewed due to some participants who had 

initially indicated their participation cancelling their appointments because of 

unexpected assignments and busy schedules and the limited time available to 

conduct the interviews.  
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Creswell (2008) asserts that sample size of qualitative research method 

could be drawn within five to 20 respondents in order to achieve data 

saturation. The sample size of 12 though was relatively small, was suitable 

because data saturation was achieved to answer the research questions, as well 

as get the most out of what could be learned within the limited period 

available for the research (Stake, 1995). Data saturation is reached when no 

new insights or ideas emerged on the phenomenon understudy (Stake, 1995; 

Yin, 2009).  

 Also, access to research information on social media influence on 

print media was restricted and respondents in charge of official reports were 

not willing to share such information easily. Adequate data were however 

collected from the purposively selected participants who frankly shared their 

experiences with the researcher. Also tiresome hand writing of notes from 

personal observations, and secondary data available from official sources, 

complementing the one-on-one digitally recorded interviews that were 

conducted to contribute relevant knowledge and information towards 

addressing the challenge of social media influence on print media: case study 

of graphic communications group. Due to the qualitative nature of the 

proposed study, the study had limitations of rigor, trustworthiness, subjectivity 

of data collected and quality which was heavily dependent on the individual 

skills of the researcher and more easily influenced by the researcher's personal 

biases and idiosyncrasies. 
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Definition of Terms 

The study contains key concepts. Although these concepts were 

discussed in detail in Chapter 2, they were briefly introduced here. These 

concepts were print media and social media. 

New Media: New Media refers to all the online media publishing and 

distribution platforms from websites, news portals and platforms, blogs to 

social media platforms. It characterised by interactivity, almost free to use, 

viral nature, highly social and user driven environment that enables complete 

strangers to connect over common beliefs, desires or interests, (Kamp, 2016).  

Social Media: Social media are interactive computer-mediated 

technologies that facilitate the creation and sharing of information, ideas, 

career interests and other forms of expression via virtual communities and 

networks (Kietzmann & Hermkens, 2011). 

Print Media: Print Media refers to communication media in printed 

form and covers a wide range of products such as books, newspapers, 

magazines, periodicals and brochures and even product packaging, (Kipphan, 

2001). 

Organisation of the Study 

This dissertation is presented in five interrelated chapters. Chapter one 

includes introduction of the entire study, background of the study, statement of 

the problem, purpose of the study, research objectives, research questions, 

significance of the study, delimitation, limitation of the study and definition of 

terms as well as the organization of the study. Chapter two presents the 

theoretical framework and review of relevant literature on the subject matter 

under consideration. The research design and methods of data collection 
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procedures are detailed in chapter three. Findings and discussions are 

presented in chapter four. Finally, the conclusions followed by some 

recommendations are drawn in chapter five. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

The purpose of this qualitative exploratory case study was to explore 

how social media is influencing the operations (how reporters gather news 

information, how the editorial team is set up and how they operate and how 

news is distributed) and ethical tenets of journalism at Graphic 

Communications Group, a traditional print media firm in Ghana. The aim was 

to put forward recommendations that might help the company maintain its 

relevance, popularity and effectiveness to stakeholders in the era of new media 

in Ghana. The purpose of the study was achieved through semi-structured 

interviews of 12 participants who are reporters, and editorial staff of the 

offline and online versions of the Graphic newspaper to gain their 

understanding and insights on the influence of social media on how reporters 

gather news information, how the editorial team is set up and how they operate 

and how news is distributed at the Graphic Communications Group.  The 

objective was to gain understanding of the influence of social media on print 

media from the perspective of reporters, taking into account cognitive, 

affective, and behavioural elements as well as the way they have managed the 

situation and the outcomes in terms of perceived effects. 

The scope of chapter two covered discussions on: theoretical 

framework, literature search, review of seminal literature, review of recently 

published literature, gaps in the literature, and chapter summary.  
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Theoretical Framework 

Grant and Osanloo (2014) noted that theoretical framework comprises 

of the theoretical principles, concepts, constructs, and tenets of a theory that 

underpin the knowledge base of a phenomenon under investigation. The first 

part of the theoretical framework for the study defined and discussed the 

concepts of print media and social media which were associated with the 

study. This section discussed the theories through which the research 

questions and findings were evaluated. These theories included social media 

theories of social cognitive theory, social presence theory and media richness 

theory. Other theory discussed here relates to social media vs. Print media.  

Social Media Theories 

Social media is  any  platform  available on the  internet,  which 

provides a means for interaction and effective two way communication on 

websites;  social  networking  sites  including:  Facebook,  Twitter,  YouTube, 

Blogs,  LinkedIn, Google  Plus, smart  phone  applications,  as  well  as  news 

delivery  sites;  and  other  online  platforms.  The rise and success of social 

media was explained by several theories including, social cognitive theory and 

social presence theory. Media richness theory forms the latter part of the social 

media theories.  

Social Cognitive Theory (SCT)   

Social Cognitive Theory (SCT) provides a framework for 

understanding how people actively shape and are shaped by their environment. 

In particular, the theory details the processes of observational learning and 

modelling, and the influence of self-efficacy on the production of behaviour 

(Vinney, 2019). SCT is a learning theory stating that people learn by 
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observing and imitating others and by positive reinforcement. SCT posits that 

behavioural change is affected not only by personal factors and internal 

dispositions but also by environmental influences. Therefore, behavioural 

change is a complex process influenced by internal and external factors, 

(Stefanone, Lackaff, & Rosen, 2010). 

According to Yoon and Tourassi (2014) with social cognitive theory, 

self-efficacy is the most important characteristic that changes human 

behaviour. Self-efficacy is the extent or strength of one’s belief in his own 

willingness and ability to complete tasks and reach goals. Individuals with 

high self-efficacy have high expectation that the outcomes or consequences of 

the tasks they perform must be effective, valuable and beneficial to them, and 

they believe that they can exhibit such behaviour. People are self-organizing, 

proactive, self-reflecting, and self-regulating, not just reactive organisms 

shaped and shepherded by environmental events or inner forces. Social 

cognitive theory accords a central role to cognitive, vicarious, self-regulatory, 

and self-reflective processes 

SCT may be applied to the many dimensions of media selection 

behaviour. These include the initial adoption of media channels and media 

forms; selection of content within those options; continuing active media 

selection behaviour; habitual selection of media; the development of 

dysfunctional, “problematic” or even “addictive” media behaviour; and also 

the discontinuance of media behaviours that were previously selected SCT 

explicates how and why individuals acquire and maintain certain behaviours 

by engaging in modelling, which involves observing, interpreting, and 

adjusting their own behaviour in response to other observed behaviour, 
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(Khang, Ki, & Ye, 2014). As humans, as the SCT explains, whatever we do 

continuously become part of us. People develop preference for a particular 

media channel such as Joy News, City News and others because they always 

collect news from that channel to facilitate their work, also become abreast of 

the happenings around to guide their choices and most importantly the 

punctuality of that channel thus reporting right on time as the news happen. 

With time, watching that particular social media channel becomes part of the 

person and making the print media forsaken.  

Social Presence Theory (SPT)  

Social Presence theory (SPT) presents the idea that a medium’s social 

effects are mainly due to the degree of social presence it affords to its users. 

Social presence means the communicator’s sense of awareness in the presence 

of an interaction partner. It is therefore a flexible and multi-dimensional 

concept that identifies media depending on how personal, intimate, sensible, 

warm they are when aiding form personal interactions between individuals 

(Osei-Frimpong & McLean, 2018). Lowenthal (2009) notes that definitions of 

social presence tend to lie on a continuum where a focus on interpersonal 

emotional connection between communicators is on one end and a focus on if 

someone is perceived as being ‘present’, ‘there’ or ‘real’ at the other end.  

According to SPT it is a combination factors that interact in a way to produce 

greater intimacy within a group and subsequently produce a positive effect on 

the affective filters of individuals. These factors are intimacy and immediacy. 

Intimacy is the measure of communication involving eye contact, body 

language and proximity. Immediacy on the other hand is the psychological 

distance between two parties through verbal and non-verbal cues in speech, 
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(Osei-Frimpong & McLean, 2018). From this theory social media has a higher 

social presence compared to traditional print media and this can account for 

the shift in audience from print media towards social media. For instance 

when a person is outside his/her country, it is hard to come across print media 

that is giving information on the person’s country of origin except some 

relatively ‘top news’ with regard to that person’s country. However, with 

social media, irrespective of the country you find yourself, if you want news 

pertaining to your country of origin, it would be available. This confirms the 

higher social presence of social media over the print media.   

Media Richness Theory (MRT)   

Media Richness theory (MRT) posits that communication channels that 

are able to convey messages to others clearly and in a timely manner can be 

considered to have richness in communication channels (Sedigheh, 2014). 

From the theory the richness of a media is a function of the following: (i) 

ability to handle multiple information cues simultaneously, (ii) ability to 

utilise natural language, (iii) ability to establish personal focus, and (iv) ability 

to facilitate rapid feedback (Sedigheh, 2014). 

Therefore, with respect to these factors, digital media, like social 

media, is richer than traditional print media. It is able to deliver information in 

a more attractive, accurate and complete way utilising multimedia tools, in 

different forms and by various sources with different inputs (text, photo, 

video, emoji). It has the ability to create more personalised content. Social 

media also provides immediate and unprecedented way to gather feedbacks, 

allows users to publish, comment, share content and participate in discussions 

allowing users to present different points of view on different topics (Dabbous, 
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2017, Kessler, 2013, Yu, 2017). However, print media is disadvantaged in the 

aforementioned attributes of social media. For instance, when something is 

posted on social media, immediate discussion can be held but it is never so for 

print media. When an information is published in any print media, the user 

sometimes keep their comments to themselves except few who writes to the 

publishers to share their comments and even so, the publisher chooses to 

publish your comment before it comes to the public domain or ignores your 

comment. With social media, the user’s comment comes straight to the public 

domain. Hence, making social media more popular in our current time than the 

print media.     

Theories of Social Media vs. Print Media 

A key theory that explains the influence of social media on print media 

is the McLuhan refined displacement theory. This theory proposes four 

possible types of interaction among media: (i) amplification, (ii) displacement, 

(iii) retrieval, and (iv) reversal (Levinson, 1999). With respect to retrieval and 

reversal of information already published, social media is popular than print 

media. When a false information is published, immediately the publisher 

realises the information is false, for social media, a disclaimer could be 

attached to the information with an immediate effect or the publisher could 

edit the original version that was posted to suit the correct information. For 

print media, it will take time to publish a disclaimer to counter the already 

false information given and with time, the false information will keep 

spreading. Moreover, there are tendencies that, the disclaimer might not reach 

all the areas where the false information has gotten to. To search for decades 

old information that was published in print media can very tedious especially 
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when the exact year it was publish is also not known, but with social media, a 

keyword of the information needs to be entered in any search engine and all 

details of the decades old information would be available. Apart from the 

McLuhan refined displacement theory, the theory of Mass self-communication 

also explains the influence of social media on print media. Its emphasis is on 

the self-generated, self-directed, and self-focused character of internet-based 

social communication and draws attention to the possible effects of content 

produced by the sender on him or herself. Long before the advent of Web 2.0, 

observers noted that media users had become producers as well as consumers 

of information and entertainment. The operations of social media and print 

media are both guided by ethics.  

Literature Search 

Peer-reviewed works were obtained from Nyansapo virtual library and 

Google Scholar search engines  through browsing. Keywords of the 

researcher’s topic such as influences of social meida, print media, effects of 

social meida on print media  and graphic communication, were keyed in the 

search engines of the aforementioned databases and the relevant documents 

(i.e. journal aritcles, reports, published related research works, etc.) were 

selected for this qualitative exploratory case study. 

Review of seminal literature on social media influence on print media 

The review of seminal works on the influence of social media on print 

media looks at some studies that are of central importance because they report 

a major breakthrough, insight, or a new and generative synthesis of ideas. 

Review of these studies allow for a look at the history and evolution of the 

influence of social media on print media. The review focused on meta-analysis 
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of studies in the areas of conceptual clarity, theoretical ambiguity, print media, 

and social media. 

History and Evolution of Social Media and its Influence on Print Media 

The work in the African context is that carried out by Paterson (2013) 

who looked at journalism and social media in the African context. He 

examined the implications of social media for African journalism using desk 

review to build a body of research on the subject. He found that participatory 

journalism, in which narrowly defined ‘social media’ (blogging, tweeting and 

the like) play an integral role, was thriving around Africa and, with it, a 

significant body of research was emerging. New  forms  of  citizenship are 

emerging around Africa, as a result of widespread and innovative popular 

interaction  with  new  communications  technologies,  including  social  

media  and  the  adaptation of mainstream media to those trends. 

Douai, Auter, Wedlock, and Rudyk (2014) carried out a meta-analysis 

of the influence of social media in the early 21st century- 2001-2011. They 

focused their analysis on how existing research conceptualizes and theorizes 

social media effects. The analysis of several dozens of published peer-

reviewed research studies led them to conclude that social media research 

would benefit from an engagement with two issues:  

Conceptual Clarity 

Douai et al (2014) observed that fewer published studies researching 

the influence of social media have attempted to systematically conceptualize 

and measure social media influence. The number of studies lacking a clear 

conceptualization of social media influence should be a cause of concern to 

Internet researchers. They raised this concern because lack of conceptual 
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clarity does not advance our understanding of social media influence. From 

their data, they uncovered more than 30 unique definitions of social media. 

Conceptual clarity is of major importance when it comes the understanding of 

various forms of media (e.g. social media, new media, and traditional media). 

There are many variables in this area, especially with the growth of the 

Internet in the past few years. Research development in communication has 

led to the coinage of the terms “social media” and “new media.”  In the past 

both of these terms have been used interchangeably but it is not plausible to 

use two terms in research to mean the exact same thing. The lack of 

conceptual clarity on studied phenomena gives vagueness. Sama (2010) 

explained that the use of different concepts and concept systems can lead to 

confusion among scholars working in the same area of research. Given the 

variety of ways social scientists have defined and operationalization countless 

terms, it is extremely difficult to make sense of any empirical findings.  The 

absence of settlement regarding this construct limits the field’s impending 

growth in literature to a meaningful direction (Nathanson, 2001). There are 

some instances where different terms are used on purpose to explain the 

concept (e.g. social media, new media). Social media is a subset of new media, 

what sets social media apart as a distinct category in side new media is its 

interactive nature, the nature of the social network. Social media is different, 

in that, the value of social media is its network of connections. A social 

network without any connections is inherently useless. A person could set up a 

twitter account with zero friends or followers and tweet, but the content does 

not create any value because the whatever the user publishes would be shown 

to his/her followers for comments but unfortunately, the user has none and 
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hence what is being published will cause no effect. Similarly, this is not 

different with Facebook, LinkdIn, Snaptchat, WhatsApp and the others. 

However, a typical example of new media is Youtube, a person do not need to 

be a friend or a follower of another on Youtube before permitted to view 

whatever the latter posted on the platform and can also comment on what was 

published. With new media, without followers or friends, other users can view 

and comment on what you publish and the desired objectives could be 

achieved. The value of social media is first in the connections we have, and 

only then does the media we publish to it matter. Hence social media and new 

media are not currently interchangeable terms. One can create new media 

without being social, but one cannot create social media without also being 

new media. Hence Youtube is an example of new media and at the same time 

social media whereas twitter and the likes are social media but not new media.  

 Theoretical Ambiguity 

Douai et al (2014) also realised that, there was theoretical ambiguity in 

many published studies of social media influence. This concern is based on 

our view that basic research is theory-driven with predictions based on 

theoretical conceptualizations. Empirical research is performed to clarify, test, 

and develop these theories; however, theoretical ambiguity can exist on 

several levels within a research methodology. It can manifest in the inherent 

tension between what society and the individual believes to be norms, to the 

poorly explicated concepts, whose vagueness and misunderstandings blur the 

lines between different theoretical models (Chadha and Kavoori, 2009; Lee, 

2012). Good theories are always the foundation to empirical validation, they 



23 
 

can be falsified, but become robust over time the more empirical findings 

confirm predictions and assumptions (Frank and Riedl, 2004).  

Print Media  

The print industry is associated with the printing and distribution of 

news through newspapers and magazines. Print media dominated the media 

landscape pre internet era. Print media was very useful in the ages past in 

dissemination of information. In our current world, the story is changing, 

before a story is published in the newspapers, the story might have gone viral 

on social media hence, people do not see the need to buy the published 

newspapers. However, for official reasons, hotels, some universities and other 

institutions buy the print media and keep them in their libraries and archives.  

Print media is part of mass media, which refers to any channel carrying 

messages to a vast, widespread, general audience. Print media includes those 

media of communication which are controlled by space rather than time. It can 

be read at any available time and can be kept for record. Books, Newspapers, 

Magazines and newsletters are print medium of communications (Levinson, 

1999). The downtrodden of the print media is as result of the hype of social 

media.  

Social Media  

Social  media  provides  a platform  for  millions  of  people  in  

different  geographical  regions  and  time zones  to  share  information  that  is  

relevant  to  them. Due to social media’s nature (i.e. at the reach of billions of 

people in the world within a shortest possible time), it is more useful in our 

present time. People whose work demands they are abreast of the happenings 

in their state as well as other countries (which includes diplomats and peace 
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keepers) resort to social media instead of the print media because of the 

former is relatively faster and can give live coverage of news of which the 

latter cannot. Similar  to  social media, social  technologies are  technological  

products  and  services  that enable  the  formation  and  operations  of  online  

communities,  where participants  and  contributors  have  a  distributed  

access  to  content  and rights to create, add or edit content (Chui et al., 2012). 

The term social media refers to the use of web-based and mobile 

technologies to turn communication into an interactive dialogue. They can be 

defined as a group of Internet-based applications that build on the ideological 

and technological foundations of the so-called Web 2.0, and that allow the 

creation and exchange of user-generated content. Enabled by ubiquitously 

accessible and scalable communication techniques, social media substantially 

change the way of communicating among organizations, communities, as well 

as individuals and can take on many different forms, including magazines, 

Internet forums, weblogs, micro-blogging, wikis, podcasts, photographs or 

pictures, videos, rating, social bookmarking and social networking ( Moller, 

2012).  

Review of Recently Published Studies on Social Media and its Influence 

on Print Media 

The purpose of the review of recently published studies on the 

influence of social media on print media is to place each work in the context 

of its contribution to understanding the influence of social media on print 

media. Studies are reviewed in the areas types of social media platforms and 

current usage, social media in Ghana, and influence of social media on print 

media.   
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Types of Social Media platforms and Current Usage 

Scholars, notably (Kaplan and Haenlein, 2010), classify social media 

into six different types, which are:  (i) collaborative projects (e.g.  Wikipedia) 

(ii) blogs and micro blogs (e.g. Twitter) (iii) content communities (e.g. 

YouTube) (iv) social networking sites (e.g. MySpace, Facebook, Flickr, 

LinkedIn, Tumblr) (v) virtual game world (e.g. World of Warcraft) and (iv) 

virtual social worlds (e.g. Second Life). The most popular social media 

platforms in terms of number users are the following:  

Twitter 

Twitter was created in March 2006 by Jack Dorsey, Evan Williams, 

Biz Stone, and Noah Glass and launched in July 2006. It is a free social 

networking micro blogging service that allows registered members to 

broadcast short posts called tweets. Twitter members can broadcast tweets and 

follow other users' tweets by using multiple platforms and devices. Tweets and 

replies to tweets can be sent by cell phone text message, desktop client or by 

posting at the Twitter.com website. As of the fourth quarter of 2018, the 

micro-blogging service averaged at 321 million monthly active users (Statista, 

2018). There are 500 million Tweets sent each day. That’s 6,000 Tweets every 

second. 

Facebook  

Facebook was founded in 2004 and is currently the biggest social 

networking service based on global reach and total active users. It was 

launched by Harvard student Mark Zuckerberg and some of his 

contemporaries. As of the fourth quarter of 2018, Facebook had 2.32 billion 

monthly active users. In the third quarter of 2012, the number of active 
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Facebook users had surpassed one billion, making it the first social network 

ever to do so. Active users are those which have logged in to Facebook during 

the last 30 days. During the last reported quarter, the company stated that 2.7 

billion people were using at least one of the company's core products 

(Facebook, WhatsApp, Instagram, or Messenger) each month (Statistica, 

2018). Facebook generates revenue through user-based data generation, direct 

business payments and most importantly, its major revenue source is from 

advertisement which is estimated to constitute 85% of its total income 

(O’Connell, 2018). 

LinkedIn 

The platform is the “professional social networking site. LinkedIn has 

over 575+ million users, with more than 260 million monthly active users. On 

a daily basis 40% of users access it. Users only spend about 17 minutes on 

LinkedIn per month. According to the Pew Research Center (2018) Social 

Media Use study, LinkedIn is popular with college students. Further research 

into LinkedIn statistics revealed that 50% of college graduates in the US are 

LinkedIn users, while the site engages with only 9% of people whose 

education doesn’t surpass high school. Additionally, 44% of LinkedIn users 

take home more than $75,000 per year, which is above the national median in 

the US. Although the US has the most LinkedIn users at 133 million, 70% of 

LinkedIn users are from outside of the US.  LinkedIn is more popular with 

men, who comprise 57% of its user base, (Osman, 2019). 

YouTube  

YouTube was founded on February 2005. The social media website 

has total number of monthly active users of 1.9 billion. The number of 
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YouTube TV Paying Subscribers is 300,000 and the number of videos Shared 

to date is 5+ billion.  Number of users creating content shared to date has 

reached 50 million and average viewing session is 40 minutes, up 50% year-

over-year. In terms of views, the number of videos watched per day is now 5 

billion. In terms of user generated content, number of videos uploaded per 

minute is 300 hours.  YouTube demographics indicate that 62% of YouTube 

users are Males and 80% of YouTube users come from outside the U.S 

(Aslam, 2019). 

Social Media in Ghana 

According to the Reuters Institute Digital News Report (2018), Ghana 

currently has 5.6 million active social media users, 19.53 million mobile users 

and 4.90 active social media users - an increase of 22% (one million) on the 

January 2017 figure. With 5.60million active social media users representing 

(19%) of the total population, WhatsApp was found to be the dominant social 

media platform with 30% of the population using the popular text messaging 

application. WhatsApp was trailed by Facebook, YouTube, Facebook 

Messenger and Instagram with 28%, 15%, 15% and 12% respectively. 

 

Figure 1: Active Social Media Platforms in Ghana (2018) –  

Source: Digital in Report, 2018 
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The report found that males outnumbered females in the usage of the 

two most dominant social media platforms in the country. Of the 5.60 monthly 

active Facebook users, 36% had profiles declared as female and 64% had 

profiles declared as male with 88% (male and female) accessing the platform 

via mobile phones. Surprisingly of the 1.30m (4% of the total population) 

active monthly Instagram users 64% were male while 36% were female users. 

Influence of Social Media on Print Media  

The discussion of the influence of social media on print media is 

organised in three thematic areas. The first theme discusses the distinctions 

and complementarities between social media and print media. The second 

theme also discusses the challenges associated with both media. Again, the 

third theme however discusses how publishers can remain relevant in the era 

of social media. 

Distinctions and Complementarities 

The domination of the internet by social media has made news 

organisations incorporate online into their readership. However according to 

(Beighton, 2016), print will never be eradicated because it offers readers a 

completely different experience to social media. When a newspaper is 

purchased it remains the owners forever, and they are free to collect, hoard 

and share it as they see fit. Furthermore readers gain a sensory experience with 

newspapers and studies have shown that knowledge and experiences are 

retained better through physical interaction.  Beighton further noted that, 

although newspapers contain adverts they are easier on the eyes as they do not 

continuously pop up on an already cramped screen of a smartphone. In 

newspapers news is also presented clearly according to news importance. Page 
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one to six is where readers can find the most important news stories while 

features and sports results are found towards the back of the paper. 

However, compared to social media, newspapers cannot keep up with 

the 24 hours news cycle and breaking news. Nor can it offer instant features, 

infographics, visuals, videos and public opinion in the way social media does 

from the Twittersphere. Social media also offers a new level of interactivity 

and discussion as well as an audience with anyone who uses a social media 

platform. With social media you get readership feedback, user generated 

content, and social sharing as well as a means to read breaking news on the go. 

Print media outperforms social media on is credibility as with social 

media, anyone has the potential to be heard. Beighton observes that social 

media is a stronger platform for the distribution of news as it is cheaper, 

quicker and has a greater reach than print- but print media is stronger for the 

creation of news content, it is where the majority of news stories are 

originated, researched and written.  

Challenges 

Advertising was used to fund news gathering (Webb, 2017). Producers 

used to pay money for information to be gathered with the hope that, wherever 

the news will reach, their products would be known. Because, before and after 

news are disseminated, the sponsors and the usefulness of their products are 

spelt out to inform the public. The story is not the same now, advertising now 

funds social media because the intentions of the advert is to inform the public 

about the existence and usefulness of a product. Since everyone’s attention is 

on social media, it is very strategic on the side of producers to invest in social 

media than to pay for gathering of news. And the intense competition for 
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adverts from Facebook means that there is increased pressure to get a 

sensational story out first. This has made traditional media more error prone, 

as standards slowly erode in the face of economic shortfall (Webb, 2017). Due 

to the competition, publisher must be on top of their issues in order to remain 

relevant in the media.  

How Publishers Remain Relevant 

Publishers must remain relevant because, it is important to understand 

and leverage data through human insights. To effectively engage an audience 

in the current landscape, data must be used not only to serve or optimize 

content but also to assist in the process of content creation. By developing 

innovative ways to interpret and apply this data, media companies can use 

their understanding of consumers to create new products that meet or exceed 

the expectations of today’s readership. 

Secondly the digital transformation cannot be ignored. Instead, media 

enterprises must develop a clear strategy around mobile, video, social media, 

analytics, and the user experience. Lastly by devising agile operating models 

capable of leveraging the power of digital means for syncing content 

generation and delivery, the media industry can continue to thrive as consumer 

expectations shift. 

In a world where information is much more accessible but far less 

reliable than it used to be, the potential for print to thrive remains strong. And 

the human attachment to physical books, newspapers, and magazines is 

undeniable. At the same time, it appears clear that digital media is poised to 

dominate in the future, as the number of purely digital media offerings is 

multiplying. But always remember: technology isn’t going to kill print media. 
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When used effectively, technology can help digital and print in different ways, 

allowing both to thrive as we move forward in the ever-changing landscape of 

the media world (Bludov, 2018). In the battle of social media vs print media 

there may not be a majority winner, as both news platforms are still sought 

after by the public and together have arguably created a new golden era of 

news ( Beighton). 

Gaps in the Literature 

The review of related studies revealed that a significant number of 

studies have looked at the influence of new media on traditional media. Most 

of them have however focused on the impact on one type of traditional media, 

either print or television or radio, (Rajendran and Thesinghraja, 2014; Odun 

and Utulu, 2016). Other category of studies have used case study of traditional 

media organisations to examine the impact of new media on operations and 

business model (Muria, 2010; Shivarudrappa, 2014). Whilst there is 

significant focus on studies carried out in the developed world, studies with 

focus on Africa and specifically on Ghana are scant.  

In Ghana, (Afrifa, 2015) looked at how new media has impacted on the 

circulation numbers of traditional print media and (Amegatcher, 2014) 

explored how traditional media (radio, television and print) can leverage social 

media to reach new and existing customers online. There is therefore a gap in 

that, no study has focussed on how social media has influenced the entire 

operations of print media companies (their processes including collection, 

processing and distribution of information as well as feedback, news room 

operations and adapting their operational model to enable them appeal to the 

new generation and how they consume news and information and at the same 
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time stick to high journalistic ethics and how this is driving their quest to 

survive and stay relevant in the new media era.  To fill this gap this study 

investigated how social media is influencing the operations (how reporters 

gather news information, how the editorial team is set up and how they operate 

and how news is distributed) and ethical tenets of journalism at Graphic 

Communications Group, a traditional print media firm in Ghana. 

Chapter Summary  

Chapter two focussed on theoretical and empirical review of literature 

on the influence of social media on traditional print media. The chapter 

discussed the concept of social media and print media and the theories 

underpinning this new media phenomenon as well as the different types of 

social media. The theories discussed included social cognitive theory, social 

presence theory, medial richness theory, media displacement theory and the 

mass self-communication theory. 

 The discussion also focussed on how social media influences 

traditional media in the areas of ethics, distribution, operations and practices 

and shifting audience and reduced circulation, opportunities and challenges 

and distinctions and complementarities between the two media platforms. 

Next was a review of seminal and current related studies on how social media 

is influencing print media. The seminal review looked at the evolution of the 

influence of social media on print media as well as its current influence on 

different aspects of traditional print media especially newspapers. The review 

of literature on recently published works on the influence of social media on 

print media focussed on the areas of the relative importance of social media 

and traditional media, how social media is influencing print media operations 
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in terms of integrating social media in their operations and how social media is 

influencing journalistic practice, citizen engagement and consumption of 

news. The following themes were also discussed under the review of recently 

published literatures; types of social media platforms and their usage, 

opportunities, challenges, how publishers remain relevant, and distribution. 

The last section reviewed the gaps in literature that this study filled. Chapter 

three presented a review of research method and design for this qualitative 

exploratory study.  
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CHAPTER THREE 

RESEARCH METHODS 

Introduction  

The purpose of this qualitative exploratory case study was to explore 

how social media is influencing the operations (how reporters gather news 

information, how the editorial team is set up and how they operate and how 

news is distributed) and ethical tenets of journalism at Graphic 

Communications Group, a traditional print media firm in Ghana. The aim was 

to put forward recommendations that might help the company maintain its 

relevance, popularity and effectiveness to stakeholders in the era of new media 

in Ghana. The purpose of this study was achieved through semi-structured 

interviews of 12 participants who are reporters, and editorial staff of the 

offline and online versions of the Graphic newspaper to gain their 

understanding and insights on the influence of social media on how reporters 

gather news information, how the editorial team is set up and how they operate 

and how news is distributed at the Graphic Communications Group. The 

objective was to gain understanding of the influence of social media on print 

media from the perspective of reporters, taking into account cognitive, 

affective, and behavioural elements as well as the way they have managed the 

situation and the outcomes in terms of perceived effects. Chapter three 

presents discussion of the  research design, area of study, population, sampling 

procedure, data collection instruments, data collection procedures, data 

processing and analysis, and  chapter summary. 
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Research Design 

This study applied qualitative research approach to answer the research 

questions on how social media has brought about changes in the operations of 

print media companies in Africa with specific focus on Ghana and in terms of 

how reporters gather news information, how the editorial team is set up and 

how they operate and how news is distributed at the Graphic Communications 

Group.  Qualitative field research is an enquiry that examines the personal 

meanings of individuals' experiences and actions in the context of their social 

environment. This approach is used when there is little or no understanding of 

an issue being researched, or there has not been any research conducted, 

thereby allowing the researcher to analyze and interpret the behavior of the 

respondents (Creswell, 2014). Results obtained from qualitative research 

might aid in identifying concepts or variables that can be quantitatively tested 

later (Gray, 2009). Qualitative researchers also study people in their natural 

settings, to provide an in-depth understanding and interpretation of events 

based on facts, real conditions, reactions and the general behavior of 

participants. This approach leads to the discovery of new ideas and a better 

understanding of the topic of interest (Cooper and Schinder, 2006; Sarantakos, 

2005). The highly contextual nature of qualitative research allows information 

to be gathered in the natural setting hence it shows how and why things 

happen- incorporating the beliefs, emotions, perceptions of the people which 

quantitative method cannot depict (Gray). The study is also exploratory in 

nature. Collis and Hussey (2003) noted that exploratory research is undertaken 

when few or no previous studies exist. The aim is to look for patterns, 
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hypotheses or ideas that can be tested and will form the basis for further 

research. 

In terms of research paradigm an interpretive paradigm is adopted 

since the researcher is not only gathering data from participants but want to 

understand how they are dealing with the influence of social media on their 

work and operations of the Graphic newspaper. Interpretivism focuses on 

exploring the complexity of social phenomena with a view to gaining 

understanding.  The purpose of research in interpretivism is understanding and 

interpreting everyday happenings (events), experiences and social structures – 

as well as the values people attach to these phenomena (Collis & Hussey, 

2009; Rubin & Babbie, 2010).  Interpretivists believe that social reality is 

subjective and nuanced, because it is shaped by the perceptions of the 

participants, as well as the values and aims of the researcher. This approach is 

suitable for this study because the research wishes explore how employees of 

Graphic perceive and understand how social media has brought about changes 

in the operations of Graphic Newspaper. 

Case study research design is also adopted for this study because the 

research wishes to find out about a particular phenomenon (social media 

influence on operations of traditional print media) in a type of organisation- 

print media company. The case study approach will allow for a more in-depth 

study and detailed contextual analysis (Yin, 1984). Also the case study allows 

for generalisation to be made, that if it applies to this case then it applies to all 

other cases with in the same context. 
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Study Area  

The area of study is the editorial department of the Graphic 

Communications Group, publishers of the Daily Graphic Newspaper. The 

study focused on how reporters gather news information, how the editorial 

team is set up and how they operate, how news is distributed at the Graphic 

Communications Group and how social media is influencing this whole 

process. 

Population  

Yin (2009), posited that a study’s population is the aggregation of 

elements from which the sample is actually selected. For the research, topic-

specific experts in the field of study were chosen as participants –based on 

their specialized expertise and close involvement as reporters and editorial 

staff at the Graphic Newspaper. The population sampled were reporters and 

editorial team members at the Graphic Communications Group. The criterion 

for selecting a participant was based on being a part of the publishing and 

journalistic operations of the Graphic Communications Group. Interviewees 

consisted of reporters of Graphic who generate stories for the paper and the 

editorial staff of both the online and offline versions of the newspaper. 

Sampling Procedure 

 Scott & Morrison (2007) affirmed that sampling refers to the selection 

of a subset of persons or things from a larger population, also known as a 

sampling frame, with the intention of representing the particular population 

(Neuman, 2011). A non-probability sampling technique - purposive sampling 

method was employed to sample potentially twenty participants from 

reporters, and editorial staff of the offline and online versions of the 
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newspaper who are knowledgeable and have experienced the influence of 

social media on the operations of the Graphic Newspaper but only twelve were 

available due to unforeseen circumstances. This ensured data saturation 

maximisation of the collection of enough and relevant information within the 

limited period available for the study. The choice of sample participants 

depended on the discretion and judgment of the researcher in limiting the 

selection of subject participants to those who have been exposed to the 

phenomenon under investigation.   

Data Collection Instruments 

Research instruments are procedures and methods developed to help 

with the acquisition of data. Instruments for data collection provided the 

researcher with information on how to obtain necessary data from which 

results and conclusions were based. Primary data was employed for the study. 

Primary data was collected using semi- structured interview, where questions 

were predetermined, but allows interviewer to explore other areas with the 

respondent.  

Interviews 

Driscoll (2011) noted that interviews or question and answer sessions 

with one or more people, are a way to learn in-depth information from a 

person for primary research projects. The aim of using semi-structured 

interviews was to identify participant’s emotions, feelings, and opinions 

regarding a particular research subject. The main advantage of personal 

interviews was that they involved personal and direct contact between 

interviewers and interviewees, as well as eliminate non-response rates, but 

interviewers needed to have developed the necessary skills to successfully 
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carry out an interview (Fisher, 2005; Wilson, 2003). Driscoll (2011) noted that 

interviews are best used when you want to learn detailed information from a 

few specific people and also particularly useful if you want to interview 

experts about their opinions. 

The semi- structured interviews target potentially twenty reporters of 

Graphic Newspaper who generate stories for the paper and the editorial staff 

both for the online and offline versions of the paper but only twelve were 

available due to unexpected situation. Participants consent were sought to 

record interviews. Participants were required to answer six open-ended semi-

structured interview questions that allow for the collection of first-hand data 

on the influence of social media on how reporters gather news information, 

how the editorial team is set up and how they operate and how news is 

distributed at the Graphic Communications Group. The Interview Guide is 

found in appendix A. 

The researcher administered the interviews at the offices of the Graphic 

Newspaper which was convenient for participants and conducive for 

interviews devoid of distractions and noise. The researcher adopted an 

interview technique approach that ensured higher response rate and 

completion of the research assignment in a timeous manner. Each participant 

was required an average of 45 minutes in addressing all the 6 interview 

questions proposed. Included in the Interview Guide was a 13-step interview 

protocol that detailed out the steps followed throughout data collection. 

Pre-testing of Interview Questions 

A field test that involved three reporters, who were required to validate 

the 6 interview questions was conducted. Selection of the reporters was based 
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on their experiences and in-depth knowledge of the influence of social media 

on how reporters gather news information, how the editorial team is set up and 

how they operate and how news is distributed at the Graphic Communications 

Group. Pretesting of interview questions in qualitative studies ensures early 

resolution of challenges, such as comprehension problems, lack of common 

understanding of concepts used, and respondents’ difficulty in mental 

processing of information, (Oksenberg & Kalton, 1991)   

A field test, based on interviewing three reporters were conducted to 

validate the interview questions as well as to confirm the reliability of the 

instruments for data collection. Based on feedback received from the subject 

matter experts, some of the interview questions were reviewed for clarity. 

Data collected from these interviews was not included in the analysis of 

findings for this study. 

Data Collection Procedures 

Data collection technique enables access into the inner recesses of 

group life, organizational structure, bureaucratic processes as well as 

motivations for individual behaviour (Yin, 2011). This qualitative exploratory 

case study employed interview data collection instruments. Data for the work 

was collected through interviews of twelve purposively selected participants 

who expressed their opinions and experiences on the subject matter for this 

study. 

During data collection, the study incorporated an open and transparent 

research approach, where the aims and purpose of the research were shared 

with the participants. The details and objectives of the study were explained to 

participants thoroughly and they were allowed to give consent to participating 
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in the interview. Permission was sought from The Graphic Communications 

Group to allow their employees to participate in as well as make use of their 

premises for the interviews. Data collection was carried out in December of 

2019 at the Accra offices of the Graphic Communications Group. 

Data Processing and Analysis  

Data processing and analysis was viewed under three thematic areas; 

data processing, data analysis and ethical considerations. 

Data Processing 

Audio recordings and field notes were transcribed and translated word-

for-word. Afterwards, frequently emerging words and phrases were grouped 

into themes, which captured the main idea (Braun & Clarke, 2006). Themes 

emerging from the data were obtained using a coding process (Creswell, 

2014). NVivo 12 application software program was used to assist in data 

analysis. Also, data was evaluated and analysed to determine the adequacy of 

the information and credibility, usefulness, consistency and validity or non-

validity.  

Data Analysis 

Content analysis was used to analyse the data which was gathered from 

personal interviews. According to Moore & McCabe (2005), this is the type of 

research whereby data gathered is categorized in themes and sub-themes, so as 

to be able to be comparable. A main advantage of content analysis is that it 

helps in data collected being reduced and simplified, while at the same time 

producing results that may then be measured using quantitative techniques. 

Moreover, content analysis gives the ability to researchers to structure the 

qualitative data collected in a way that satisfies the accomplishment of 
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research objectives. However, human error is highly involved in content 

analysis, since there is the risk for researchers to misinterpret the data 

gathered, thereby generating false and unreliable conclusions (Krippendorff  & 

Bock, 2008). 

This study puts in strategies to ensure rigour and trustworthiness. 

There was openness, through adherence to the layout, thoroughness in 

collecting data and strict adherence to lay down protocols for this study (Burns 

& Grove, 2007).  A vivid descriptive account of the views and opinions of 

respondents were used when writing the report. The findings of the study were 

discussed and supported by the available literature. 

Ethical Considerations 

The most common considerations researchers need to consider during 

data collection is if there is any potential harm of participants, a risk of privacy 

invasion or any form of deception or lack of informed consent (Bryman & 

Bell, 2011). In the process of data collection, ethics were a major 

consideration. Gaining the trust of the participants who provided information 

about their personal information as well as ensuring confidentiality were 

paramount. During data collection, the study incorporated an open and 

transparent research approach, where the aims and purpose of the research 

were shared with the participants. The details and objectives of the study were 

explained to participants thoroughly and they were allowed to give consent to 

participate in the interview. They were also alerted about their right to 

withdraw from the interview at any time they so wish. 

The confidentiality of participants were safeguarded during and after 

the study. All information that were collected were kept strictly confidential 
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and never bared the name and address of participants.  Information was strictly 

used for the purpose of this research. Care was also taken such that, 

participants were not harmed or abused, both physically and psychologically, 

during the conducting of interviews. In contrast, the researcher created and 

maintained a climate of comfort. 

Chapter Summary 

Chapter three discussed merits and demerits of the choice of a 

qualitative exploratory case study design in assessing the the influence of 

social media on how reporters gather news information, how the editorial team 

is set up and how they operate and how news is distributed at the Graphic 

Communications Group. The chapter also focused on discussion of the use of 

a non-probability sampling technique-purposive sampling method to sample 

twelve participants from reporters, and editorial staff of the offline and online 

versions of the newspaper who are knowledgeable and have experienced the 

influence of social media on the operations of the Graphic Newspaper.  This 

was followed by a discussion of interviews as the instrument for data 

collection and pre-testing it to fine tune it and the how data was going to be 

collected, processed and analysed. This chapter ended with a discussion of the 

ethical considerations to safeguard the confidentiality of participants. 
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CHAPTER FOUR 

RESULTS AND DISCUSSION 

Introduction 

The purpose of this qualitative exploratory case study was to explore 

how social media is influencing the operations (how reporters gather news 

information, how the editorial team is set up and how they operate and how 

news is distributed) and ethical tenets of journalism at Graphic 

Communications Group, a traditional print media firm in Ghana. The aim was 

to put forward recommendations that might help the company maintain its 

relevance, popularity and effectiveness to stakeholders in the era of new media 

in Ghana. The purpose of the proposed study was achieved through semi-

structured interviews of 12 participants who are reporters, and editorial staff of 

the offline and online versions of the Graphic newspaper to gain their 

understanding and insights on the influence of social media on how reporters 

gather news information, how the editorial team is set up and how they operate 

and how news is distributed at the Graphic Communications Group.  The 

objective was to gain understanding of the influence of social media on print 

media from the perspective of reporters, taking into account cognitive, 

affective, and behavioural elements as well as the way they have managed the 

situation and the outcomes in terms of perceived effects.  

This chapter focused on the findings of the study and was organised 

into the following sections: data collection, participant demographics, findings 

from research interviews and chapter summary. The findings from the analysis 

of research interviews were organised into 13 themes as presented in Table 5. 
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Data Collection 

This qualitative exploratory case study employed interview data 

collection instruments. Data for this work was collected through interviews of 

12 purposively selected participants who expressed their opinions and 

experiences on the subject matter for this study. Participants were grouped into 

news editors, management, and news reporters. 

Audio recordings and field notes were transcribed and translated word-

for-word. Afterwards, frequently emerging words and phrases were grouped 

into themes, which captured the main idea (Braun & Clarke, 2006). Themes 

emerging from the data were obtained using a coding process (Creswell, 

2014). NVivo 12 application software program was used and assisted in data 

analysis. Also, data was evaluated and analysed to determine the adequacy of 

the information and credibility, usefulness, consistency and validity or non-

validity.  

The responses to the questions were then coded. Commonly occurring 

themes for each question were grouped under defined nodes. The results of 

this study were achieved through the analysis of emergent themes.  

Demographics of Participants 

Twelve participants were interviewed on a one-on-one basis and the 

interviews were digitally recorded. Participants’ consent was individually 

obtained and they were categorized into: management, news editors and 

reporters. Tables 1, 2, 3, and 4 illustrate the demographic data of participants 

which includes participants’ gender, age, role at graphic communications 

group and years that participants have worked at the company.  
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Table 1: Demographic Data of Participants by Gender 
Gender Frequency 

N=12 

Percentage 

Male 10 83% 

Female 2 17% 

  Source: Fieldwork (2019) 

Table 1, reflects the gender of participants who took part in the 

research. Majority of research participants were male – 83%. Female 

participants constituted only 17%. 

Table 2: Demographic Data of Participants by Age Category 
Gender Frequency 

N=12 

Percentage 

31-40 3 25% 

41-50 6 50% 

51+ 3 25% 

  Source: Fieldwork (2019) 

Table 2, reveals the age groups of participants, majority (50%) were in 

the age group 41-50 years. The remaining half were split into the age groups 

31-40 (25%) and above 51 (25%). 

Table 3: Demographic Data of Participants by Role 
Gender Frequency 

N=12 

Percentage 

Management 1 8% 

News Editors 5 42% 

Reporters 6 50% 

  Source: Fieldwork (2019) 
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Table 3, details out the role of participants at Graphic Communications 

Group. The table reveals that majority of participants were reporters 

constituting 50% of the sample. This was followed by new editors who were 

42% and management 8%. 

Table 4: Demographic Data of Participants by Years of Employment Category 

Gender Frequency 

N=12  

Percentage 

1-10 8 67% 

11-20 4 33% 

20+ 0 0% 

   Source: Fieldwork (2019) 

Table 4, shows the details of the number years participants had worked 

at Graphic Communications Group. Majority of respondents 67% had worked 

at the organization between 1-10 years. The remaining 33% had worked at 

Graphic between 11-20 years. 

Findings from Interview Data 

This section presents the summary of nodes and themes that emerged 

from interview data which are presented based on the objectives of this study. 

Thirteen themes were generated from the interview questions. Responses to 

the research questions were then coded at the nodes created for each theme. 
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Summary of Nodes and Themes 

NVivo 12, a qualitative research computer software program was 

utilized for the analyses of data collected from Graphic Communications 

Group via the coding of responses of participants and classifying the words 

and phrases into themes. The sources were the participants that responded to 

the study. The number of coding references refers to the number of times a 

source references a theme. 

The following research questions were developed from the research 

objectives to guide the study: 

1 How do participants perceive the extent to which social media  

tools and technologies have integrated into the print newspaper 

operations Graphic Communications Group? 

2 How do participants perceive the way social media is changing  

the operations of Graphic Communications Group? 

3 How do participants experiences align with how Graphic 

Communications Group ensures that social media integration 

adheres to the ethical tenets of journalism? 

The results of the qualitative exploratory case study analysis revealed 

12 major themes.  This is summarized in table 2 below. Themes 1 through 5 

addressed research question 1, regarding how participants perceived the extent 

to which social media tools and technologies have been integrated into the 

print newspaper operations at Graphic Communications Group. Theme 1, 

addressed how social media has been integrated into News Generation. Theme 

2, showed how social media is used for editing and creating stories. Theme 3, 

related to how social media is used for publishing news and stories. Theme 4, 
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showed how social media is used to enhance journalistic standards and ethics. 

Lastly Theme 5, exposed how social media is used in other areas of operations 

of Graphic newspaper. 

Themes 6 through to 11 addressed research question 2, which focused 

on how participants perceive the way social media is changing the operations 

of Graphic Communications Group. Theme 6, looked at how Graphic has 

migrated to online and digitized operations as a result of social media. Theme 

7, revealed how social media has driven Graphic to focus more on exclusive 

and more comprehensive content. Theme 8, presented how social media has 

moved Graphic to focus more on ethics and standards. Theme 9, showed how 

social media has influenced the speed of operations at Graphic. Theme 10, 

highlighted how social media has taken market share from Graphic 

newspaper. Theme 11, showed how social media has made it more difficult to 

control content authenticity and credibility. Theme 12, revealed how social 

media has brought about piracy of Graphic content by other media houses and 

citizen journalists. Theme 13, addresses research question 3 concerning how 

participants experiences align with how Graphic Communications Group 

ensures that social media integration adheres to the ethical tenets of journalism 

in area of treating Social media sources as social (unverified stories), which 

has to be verified and authenticated  
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Table 5: Summary of Themes from Interview Data 
Theme 

number 

Description of themes 

Theme 1 Social media has been integrated into News Generation 

Theme 2 Social media is used for editing and creating stories 

Theme 3 Social media is used for publishing news and stories 

Theme 4 Social media is used to enhance journalistic standards and 

ethics 

Theme 5 Social media is used in other areas of operations 

Theme 6 Online and Digitized operations 

Theme 7 More focus on exclusive and more comprehensive content 

Theme 8 More focus on ethics and standards 

Theme 9 Speed of Operations  

Theme 10 Social media has taken market share 

Theme 11 More difficult to control content authenticity and credibility 

Theme 12 Content piracy 

Theme 13 Treating Social media sources as social (unverified stories) 

which has to be verified and authenticated  

Source: Fieldwork (2019) 

 A list of key words was developed from the responses of participants 

to all of the interview questions. Tables 6 through 9 highlight the most 

relevant words used frequently by participants in their responses. The most 

frequently used word (f=185) was media followed by social (f=165) and 

stories (f=141).  
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Table 6: Word Frequency: Words over 20 Uses  

Word Length Count 
Weighted Percentage 

(%) 

Media 5 185 6.34 

Social 6 165 5.65 

Stories 7 141 4.83 

News 4 70 2.40 

Organization 12 49 1.68 

People 6 49 1.68 

operations 10 36 1.23 

standards 9 34 1.16 

Tools 5 34 1.16 

Print 5 29 0.99 

publication 11 29 0.99 

information 11 28 0.96 

journalistic 12 28 0.96 

Online 6 27 0.92 

technologies 12 27 0.92 

Areas 5 25 0.86 

Now 3 25 0.86 

Ways 4 24 0.82 

Content 7 23 0.79 

newspaper 9 22 0.75 

facebook 8 21 0.72 

   Source: Fieldwork (2019) 

An example of the use of the key words media and social is: “Social 

media tools and technologies are those media that enable us to monitor many 
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different social media platforms to find out what is trending around the world 

so it serves as source and lead for us to develop our stories”- Participant RS10 

Other words which appears more than 20 times included, stories, news and 

organisation- Table 6. Participant RS 02 for example responded that: “social 

media has been integrated as news sources monitoring tool via video streams, 

video interviews, monitoring social media trends on stories, developing 

stories”. Participant RS 04 noted that: “Social media technologies has 

increased options for generating news- move away from relying only on 

reporters to ability to Sample wider views on stories- Facebook and twitter 

through online polls and comments and other contributions from the public- 

pictures, video and audio, sample more views” 

Table 7, presents the keywords used between 12 and 19 times by 

participants, generation (f=19), medium (f=19) and publishing (f=19). 

Participants also mentioned keywords such as angles (f=11), examples (f=11) 

and reporters (f=11) as shown in Table 8: 
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Table 7: Word Frequency: Words used between 12 and 19 times  
Word Length Count Weighted Percentage (%) 

generation 10 19 0.65 

Medium 6 19 0.65 

publishing 10 19 0.65 

Video 5 19 0.65 

Changed 7 17 0.58 

Publish 7 17 0.58 

Views 5 17 0.58 

Editing 7 16 0.55 

New 3 16 0.55 

platforms 9 16 0.55 

Twitter 7 16 0.55 

Citizen 7 15 0.51 

Ethics 6 15 0.51 

Terms 5 15 0.51 

Creating 8 14 0.48 

Ensure 6 14 0.48 

Graphic 7 14 0.48 

journalist 10 14 0.48 

Sources 7 14 0.48 

Audio 5 13 0.45 

challenges 10 13 0.45 

Meet 4 13 0.45 

Move 4 13 0.45 

Pictures 8 13 0.45 

Relying 7 13 0.45 

Story 5 13 0.45 

Bear 4 12 0.41 

Brought 7 12 0.41 

Ethic 5 12 0.41 

following 9 12 0.41 

generations 11 12 0.41 

integrated 10 12 0.41 

Operates 8 12 0.41 

Public 6 12 0.41 

publications 12 12 0.41 

Text 4 12 0.41 

understanding 13 12 0.41 

verification 12 12 0.41 

Way 3 12 0.41 

    Source: Fieldwork (2019) 
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Table 8: Word Frequency: Words used between 8 and 11 times  
Word Length Count Weighted Percentage (%) 

Angles 6 11 0.38 

Examples 8 11 0.38 

Reporters 9 11 0.38 

Allow 5 10 0.34 

Codes 5 10 0.34 

Digital 7 10 0.34 

Monitoring 10 10 0.34 

Published 9 10 0.34 

Put 3 10 0.34 

Reaches 7 10 0.34 

Version 7 10 0.34 

Zone 4 10 0.34 

Just 4 9 0.31 

Taken 5 9 0.31 

Able 4 8 0.27 

App 3 8 0.27 

Away 4 8 0.27 

Check 5 8 0.27 

disseminating 13 8 0.27 

Faster 6 8 0.27 

Internet 8 8 0.27 

multimedia 10 8 0.27 

Previous 8 8 0.27 

Sample 6 8 0.27 

    Source: Fieldwork (2019) 
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Table 9 below, reveals words used between 5 and 7 times. Participants 

used words such as fake (f=7), authenticity (f=7) and comments (f=7). 

Table 9: Word Frequency: Words used between 5 and 7 times  
Word Length Count Weighted Percentage (%) 
across 6 7 0.24 
Also 4 7 0.24 
authenticity 12 7 0.24 
comments 8 7 0.24 
cross 5 7 0.24 
events 6 7 0.24 
fake 4 7 0.24 
generate 8 7 0.24 
links 5 7 0.24 
market 6 7 0.24 
part 4 7 0.24 
serves 6 7 0.24 
time 4 7 0.24 
timely 6 7 0.24 
Use 3 7 0.24 
Via 3 7 0.24 
work 4 7 0.24 
anywhere 8 6 0.21 
contents 8 6 0.21 
create 6 6 0.21 
developed 9 6 0.21 
edit 4 6 0.21 
gathering 9 6 0.21 
Get 3 6 0.21 
globe 5 6 0.21 
linked 6 6 0.21 
reach 5 6 0.21 
readers 7 6 0.21 
sampling 8 6 0.21 
share 5 6 0.21 
source 6 6 0.21 
within 6 6 0.21 
circulation 11 5 0.17 
come 4 5 0.17 
comfort 7 5 0.17 
feedback 8 5 0.17 
issue 5 5 0.17 
Lot 3 5 0.17 
Polls 5 5 0.17 
Reports 7 5 0.17 
Therefore 9 5 0.17 
Toes 4 5 0.17 
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Source: Fieldwork (2019) 

Theme 1: Social media has been integrated into News Generation 

The first objective of the study was how participants perceived the 

extent to which social media tools and technologies were integrated into the 

print newspaper operations at Graphic Communications Group. The first 

theme that emerged was that social media has been integrated into news story 

generation at Graphic Newspaper. The 12 research participants through 16 

coded references expressed that social media serves as source for news, which 

leads them to develop news stories. Social media is scanned via monitoring 

video streams, interviews, media trends on stories, and sample wider views on 

stories. For example, Participant RS10 responded that: “Social media tools and 

technologies are those media that enable us to monitor many different social 

media platforms to find out what is trending around the world so it serves as 

source and lead for us to develop our stories.” 

In addition, participants revealed that, Graphic has its own social 

media platforms where they generate news stories through user comments, 

contributions (citizen journalists), polls and views in the form of video, audio, 

text and pictures.  These platforms have been integrated into the news 

generation process of the newspaper in a way where stories and assignments 

for reporters are shared and where all staff are members. Participants RS11, 

RS12, and RS03 buttressed this by indicating that: “We have social media 

platforms where we share news items to be worked on. Assignments are given 

to reporters in WhatsApp to follow upon. Reporters explore social media for 

research on topical issues or events before going to the field for information. - 

Participant RS11. “Graphic has Facebook, twitter and WhatsApp pages for 
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news generation. Feedback forums on social media platforms for comments 

from public on its news”- Participant 12. “Huge paradigm shift- journalist 

work with inverted pyramid, influence is lateral, users contribute content, used 

to generate sources- people responses, social media polls to know about 

people opinions, comments of people, citizen journalist”- Participant RS03 

All the 12 participants through 8 coded references noted that social 

media technologies has increased options for generating news as they have 

now moved away from relying on reporters who are able to sample only a few 

views from the public to Social Media which gives them the  ability to sample 

wider views on stories. For example, Participant RS04 indicated that: 

“integration of social media means a move away from traditional way of going 

to functions, use of telephones to monitoring via video streams, video 

interviews, monitor social media trends on stories, developing stories. Social 

media technologies has increased options for generating news- move away 

from relying only on reporters to ability to sample wider and more views on 

stories- Facebook and twitter through online polls and comments and other 

contributions from the public- pictures, video and audio”  

Theme 2: Social media is used for editing and creating stories 

For theme 2, participants discussed how social media has been 

integrated in the editing and creation of stories at the Graphic Newspaper. This 

was shown through 12 coded references. Participants revealed that stories 

generated are shared on social media platforms, which enables editors to edit 

and publish stories anywhere at any time. Thus, they are able to create stories 

faster.   
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Participants also revealed that Graphic Newspaper has team dedicated 

to social media. The team Edit and publish stories. Participant RS08 for 

example stated, “We have a team dedicated to social media. The team Edit and 

publish stories anywhere at any time- generation of stories, tweeting, creating 

deeper angles and reposting them. Faster generation of stories through social 

media monitoring and sampling of views of people and citizen reports on an 

issue or story”. 

Theme 3: Social media is used for publishing news and stories 

In theme 3, participants discussed, their views on the extent to which 

social media has been integrated into publishing of news and stories at the 

Graphic Newspaper. The theme was based on the responses of all 12 

participants through 17 coded references. Participants noted that the 

organisation shares mainstream stories on its social media pages, its online 

platform and a digital version of the newspaper (News Plus) and graphic 

television (Youtube). In addition QR codes are used to bring a multimedia 

(pictures, video, audio and website links can be scanned from newspaper) 

touch to news and stories published in the newspaper. This point was 

buttressed by Participant RS05 gave the following response when asked how 

social media has been integrated into publishing of news and stories at 

Graphic. “Graphic has social media platforms for publishing stories- online, 

twitter, Facebook and News Plus which is the digital version of the newspaper. 

Social media enables stories to be widely shared”. Participant RS04 on the 

other hand said “Social media as enabled move away from just text to adding 

multimedia- audio, video, and pictures to news and stories. Stories can be 
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developed from all these angles. Links to other contents linked to stories 

within the text in the print media are done through QR codes.” 

 Participants also noted that social media allows for timely publication 

of stories and ability to reach more people across the globe. This was 

intimated by Participant RS07 who indicated that: “social media integration 

has led to timely publication of stories online and on other social media 

platforms to get people to comment on stories as they break.” 

Theme 4: Social media is used to enhance journalistic standards and 

ethics 

  In theme 4, five participants through five coded references discussed 

how social media is used to enhance journalistic standards and ethics at the 

Graphic Newspaper. They noted that Social Media serves as source of 

feedback as work samples regarding best practices are shared through social 

media platforms of the organisation to ensure that the product meets the 

journalistic standards of the newspaper and that of journalists as enshrined in 

the Ghana Journalist Association Code of Ethics. For example, Participant 

RS05 revealed, “Social media serves as source of feedback. Work samples 

regarding best practices are shared through social media platforms of the 

organization”. Participant RS12 also stated, “Use social media platforms to 

share news content for peer vetting and facts and authenticity checks.” 

Theme 5: Social media is used in other areas of operations 

In theme 5, six participants through six coded references indicated that 

social media has been integrated into other areas of operations of the Graphic 

newspaper. They revealed that Graphic has moved away from just text to 

multimedia in the form of audio, video, pictures, which enable stories to be 
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developed from all these angles. Participant RS04 confirmed this by stating 

that “Graphic has moved away from just text to multimedia- Audio, video, 

pictures. Stories can be developed from all these angle.” 

 In addition, social media as led to the creation of virtual community 

with teams in the regions. All staff are on social media and are able to perform 

instant sharing of views, which enhances internal communications. This was 

supported by Participant RS08 who made the statement that: “Internal 

communications is now via social media- WhatsApp and Facebook groups 

allows for sharing of news, stories and content, for monitoring social media 

trends,  allows for on time response to fake news, through plastering of fake 

news stickers on fake content”. Participant RS09 also revealed, “Reporters 

have been resource with tablets and data and that enables us to send stories 

where ever we are.” 

Theme 6: Online and Digitized operations 

In theme 6, seven participants made up of (R11, R03, R04, R05, R06, 

R07 and R08) commented on how social media is changing the operations of 

Graphic newspaper via migration to online and digitized operations. Through 

12 coded references, participants revealed that Graphic to counter the effect of 

social media (readers now want their news in digital form and real time 

publication of news as they happen, accessing news everywhere and anytime), 

has moved into online and digital versions of the newspaper and publishing of 

their content. Graphic now has online presence through its website, News Plus 

which is the digital version of the news paper 

Graphic now develops stories that fit the social media publication 

sequence of streaming live events, developing briefs and teasers for online and 
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social media platforms whilst detailed stories are made for the print newspaper 

so that Social media platforms direct attention to the newspaper. Graphic now 

operates on timely publication of news, compared to its previous 24-48 hours 

deadline for news publication. This is confirmed by Participants RS08 who 

indicated that: “Time for publication has changed you are trying to ensure that 

people don’t take the steam out of you story. Therefore, journalist first prepare 

stories for both social media and print - first briefs and teasers are sent to 

online and social media platforms whilst detailed stories are made for the print 

newspaper. Social media direct attention to the newspaper” 

Graphic through its online and digital operations is now able to 

communicate via multimedia channels, which allows them to reach more 

people than previously with only the print newspaper. Participants RS08, 

RS11 and RS07 made statements in this regard. “Getting all the segment of 

readers- especially those who want their news in digital form on Tablets or 

phones- News Plus- digital version of newspaper app. Now have to chase 

readers with the news, therefor we are now on social media because that is 

where readers are now to achieve this”- Participant RS08.  “Graphic now 

reaches out to more people- circulation now reaches more people across the 

globe- App for digital versions of newspaper through subscriptions. Online 

version of the newspaper reaches more people”- Participant RS11. “Previously 

hard copy are sold only in Ghana and sent to embassies abroad. Reach out to 

more people- circulation now reaches more people across the globe get access 

through the App for digital versions of newspaper through subscriptions. 

Online version of the newspaper reaches more people across the globe through 

social media technologies”- Participant RS7 
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In addition, reporters are able to file stories using social media 

platforms, which allow reporters to file stories everywhere and anytime. This 

is supported by Participant RS06 who noted, “Reporters are able to file stories 

using social media platforms allow reporters to file stories everywhere and 

anytime. Journalist are now required to on share stories that they published 

through social media” 

Theme 7: More focus on exclusive and more comprehensive content 

In theme 7, six participants (R01, R11, R12, R05, R06 and R08) 

indicated that, there is more focus on exclusive and more comprehensive 

content in terms of how social media is changing the operations of Graphic 

newspaper.  The theme was based on 8 coded references. The participants 

revealed that because of the influence of social media, Graphic now focuses 

more analysis of content and comprehensive reportage to be different. Also a 

focus exclusive and unique content with quality multi-media attachments 

(pictures, audio and video). This is alluded to by Participant RS08 in the 

statement “People now want to have news and stories handy in their palm ( on 

social media) Pressure on newspaper to create stories from news that already 

broke that are unique and more interesting- how to create new angles from 

stories that are  not the same as the one already out there”.  Participant RS01 

also stated, “As print media we have 24 hour deadline so we are able to more 

analysis, comprehensive reportage. You will not get this on social media. 

People do not put premium on authenticity of social media stories. This is how 

we are trying to be different from social media by focusing on unique and 

exclusive content, analysis, background checks of stories and new to ensure 
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authenticity. In addition you need to be on top of issues by placing premium 

unique content, exclusive stories, good pictures, and videos to stay relevant” 

This focus has brought more workload to staff as more creativity and 

going the extra mile are required to stay ahead of social media as noted by 

Participant RS05 “More creativity is needed and it has brought more work 

load on staff”. 

Theme 8: More focus on ethics and standards 

In theme 8, five participants (R12, R03, R04, R07 and R09) discussed 

how the influence of social media on operations of Graphic newspaper, has led 

to more focus on ethics and standards. The theme was revealed through 6 

coded references. Participants noted that social media is associated with fake 

news so to use it as source of news and stories means they need to pay more 

attention to ethics and standards. Also Graphic has a reputation for true, 

authentic news and stories and this has to be protected. According to 

Participant RS12, “it has made the organization more meticulous to guard 

against fake news on social media”. As Participant RS03 noted Social media 

amplifies mistakes and errors.”  

Participants also revealed that the organisation is now more thorough 

with its processes of publishing news and stories and other multi-media 

articles (video, audio and pictures). This is to check for fake news, doctored 

images, video and audio content. Participant RS07 echoed this by stating that 

“there is more responsibility on us to check and cross check the authenticity of 

stories and sources.”  
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Theme 9: Speed of Operations  

In theme 9, six respondents ((R10, R11, R05, R06, R08 and R09) 

discussed how social media in influencing the operation of Graphic 

Newspaper in relation to speed of and efficiency in their operations. The 

theme had its basis on 9 reference codes. Participants indicated that, they now 

have work faster knowing that if they delay, their news will be dead news. 

Participant RS09 and RS10 made the following statements to support this: 

“Now the approach to getting stories is faster because of the competition of 

real-time publishing from social media”- Participant RS09. “Now we work 

faster knowing that if we delay we will be late. Also we publish our stories 

online so we don’t miss out’. – Participant RS10. 

Also stories and news had to be updated regular us more angles are 

developed and more information received from verified sources. “We update 

our stories regularly- when news break, we publish what we hear and then we 

make contacts with officials to ascertain the credibility of the story, so we 

don’t publish falsehood. When we have all sides of the story, we then update 

the stories with all the necessary information. Also a lot of reported can 

contribute to a story simultaneously” - Participant RS10. 

In terms of efficiency of operations, participants indicated that 

communications through social media platforms now enables reporters to 

access their assignments online, file their reports and stories online and do 

practically all their tasks online increasing both speed and efficiency of work. 

“Reporters do not need to come to the office before getting to know where 

they are assigned to cover event but receive that information anywhere and 

anytime because of social media”- Participant RS11. “Reporters are able to 
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file stories using social media platforms allow reporters to file stories 

everywhere and anytime”. - Participant RS06 

Theme 10: Social media has taken market share 

In theme 10, nine respondents (R10, R11, R12, R04, R05, R06, R07, 

R08 and R09) discussed how social media in influencing the operation of 

Graphic Newspaper in relation to how Social media has taken market share 

from print newspaper. The theme had its basis on nine reference codes. All 

nine participants indicated that the advent of social media has led to decrease 

in sales of newspapers, decreasing in advertising sales as people revert to 

social media for advertising and decrease in readership as people now prefer 

digital and online sources for their news. Some of the statements made in this 

regard by participants included “We don’t sell so much newspaper now, 

because now a lot of people stream live events so by the time you publish your 

news become dead”. - Participant RS10. “Taken part of our market, previously 

people rely on print media for authentic information and also publish the 

content- now citizen publication- they able to publish their content on social 

media platforms”. -Participant RS04. “Social media has made it easier for 

people to access news which has affected hardcopy sales of the newspaper”. – 

Participant RS05. “Copy sales and advertising has dropped as a result of social 

media as people now put their adverts on social media and they get a lot of 

results. Therefore changing model to develop products that allow us to deliver 

value to those using social media. Online and social media platform- building 

our brand of authentic news and stories on this platform to generate views and 

sell this to advertisers”- Participant RS08. 
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Theme 11: More difficult to control content authenticity and credibility 

In theme 11, four respondents ((R03, R04, R06 and R07) discussed 

how social media in influencing the operation of Graphic Newspaper in 

relation to how it is now more difficult to control content authenticity and 

credibility. The theme had its basis on 6 reference codes. All the four 

participants noted that social media has made more difficult to control content 

authenticity and credibility across all the publishing platforms of graphic 

especially website and social media channels. Participants noted that, 

“Managing social media forums is a huge responsibility- use of foul and 

malicious language”. - Participant RS03. “Social media presented huge 

responsibility in terms of managing for a for comments and contributions- 

journalist have to check for language and authenticity”. - Participant RS06. “It 

has become challenging as people are bale to create fake stuff and even though 

the trend is for timely information”. - Participant RS07. 

Theme 12: Content piracy 

In theme 12, two respondents (R01 and R03) discussed how social 

media in influencing the operation of Graphic Newspaper in relation to 

Content piracy. The theme had its basis on 2 reference codes. The two 

participants noted that piracy and stealing of content is now rife as result of 

social media, which has created the rush for breaking news as it happens. 

According to Participant RS01, “the media landscape is very competitive; now 

people pick your stories and put it on social media. Sometime they credit the 

organization but others do not.  Before the story is published it is already out 

there on social media and this poses challenges for us. Participant RS03 also 
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noted that “people steal and share content which affect revenue from print 

newspaper” 

Theme 13: Treating Social media sources as social which has to be 

verified and authenticated  

In theme 13, eleven respondents (R01, R10, R11, R12, R03, R04, R05, 

R06, R07, R08 and R09) discussed how participant’s experiences align with 

how Graphic Communications Group ensures that social media integration 

adheres to the ethical tenets of journalism in terms treating Social media 

sources as social which has to be verified and authenticated. The theme had its 

basis on 17 reference codes.  All 11 participants agreed that to ensure 

journalistic standards are met, Graphic threats all social media sources as 

unverified, and so it has to be taken through the process of verification and 

authentication before publishing. This is reverberated by Participant RS01 as 

“Social media stories are considered as social not empirical or true stories and 

must be taken through verification, we need to find out about its authenticity 

before stories from social media are used. We have to take social media stories 

through double checks, so that whatever is published has gone through highest 

standards and ethical considerations”.  He noted further that, the reason for 

this is that “Graphic has a reputation and therefore social media stories cannot 

be reported just as it is. Graphic has high verification principles. These stories 

are taken through the normative principles of journalism such as objectivity, 

fairness, accuracy, truth and all of those values that makes a newspaper a very 

credible one”. 

Another way of ensuring social media integration meet standards, is 

making sure that, they are subjected to the code and ethics of the Ghana 
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Journalist Association. Participant RS10 noted that “We are guided by the 

GJA code of ethics”. We make sure that whatever we publish is the truth and 

adhere to the GJA code of ethics”. - Participant RS09 

Lastly, Graphic has developed a Social Media Policy to ensure that in 

the first place journalist resort to on social media platforms that are verified as 

sources. So that the output will stand the test of authenticity and truth.  “There 

is a social media policy which stipulates that only social media platforms 

which are verified are used as sources of information”. - Participant RS05. 

“We still do the gatekeeping role- encourage people to send stories via social 

media. To keep our image of publishing authentic stories, we make sure 

stories are crosschecked. Generate social media policy, so reporters cannot just 

pick things on social media and run commentaries. Therefore, anything that a 

reporter want to put on social media must first publish on internal platforms to 

get the all clear before stories are published. Our focus is to guard our image. 

We want to bring our credibility to our social media platforms so that people 

can testify that what they getting our social media platforms are true”. - 

Participant RS08 

Chapter Summary 

Chapter four presented the findings of how social media is influencing 

the operations (how reporters gather news information, how the editorial team 

is set up and how they operate and how news is distributed) and ethical tenets 

of journalism at Graphic Communications Group a traditional print media firm 

in Ghana. The findings show that social media has been heavily integrated into 

the operations of Graphic newspaper in the areas of news generation, editing 

and creating stories, publishing news and stories, enhancing journalistic 
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standards and ethics and other areas of operations especially internal 

communications and use of multimedia in the form of audio, video, pictures 

which enables stories to be developed from all these angles. 

In addition findings reveal that social media has influenced the 

operations of Graphic newspaper in the areas of moving into online and 

digitized operations, putting more focus on exclusive and more comprehensive 

content, emphasizing more  on ethics and standards.  Other areas influence 

include improvement in the speed and efficiency of operations, social media 

taking market share in terms of readership, newspaper sales and advertising,  

making it more difficult to control content authenticity and credibility and 

increase in content piracy by other media houses and citizen journalist. Lasting 

this chapter revealed that Graphic has adopted a social media policy and strict 

adherence to their journalistic standards and the code and ethics of the Ghana 

Journalists Association (GJA) as means of ensuring that social media 

integration adheres to the ethical tenets of journalism.  
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CHAPTER FIVE 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

Introduction 

The purpose of this qualitative exploratory case study was to explore 

how social media is influencing the operations (how reporters gather news 

information, how the editorial team is set up and how they operate and how 

news is distributed) and ethical tenets of journalism at Graphic 

Communications Group, a traditional print media firm in Ghana. The aim was 

to put forward recommendations that might help the company maintain its 

relevance, popularity and effectiveness to stakeholders in the era of new media 

in Ghana. The purpose of the proposed study was achieved through semi-

structured interviews of 12 participants who are reporters, and editorial staff of 

the offline and online versions of the Graphic newspaper. The aim was to gain 

their understanding and insights on the influence of social media on how 

reporters gather news information, how the editorial team is set up and how 

they operate and how news is distributed at the Graphic Communications 

Group.   

To achieve the purpose of the study, the following research questions 

were used and provided guidance to the study:  

1 How do participants perceive the extent to which social media  

tools and technologies have integrated into the print newspaper 

operations Graphic Communications Group? 

2 How do participants perceive the way social media is changing  

the operations of Graphic Communications Group? 
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3 How do participants experiences align with how Graphic 

Communications Group ensures that social media integration 

adheres to the ethical tenets of journalism? 

The nature of the study is qualitative exploratory. In order to 

effectively address the research questions, a case study design was found to be 

more suited for this study because it facilitated understanding of the 

complexity of how social media is influencing the operations and ethical 

tenets of journalism at Graphic Communications Group, a traditional print 

media firm in Ghana. Data were obtained within three months from 12 

participants from the Graphic Communications Group. Answers provided 

were transcribed and content analysis techniques were applied which led to 

organization of the data into 13 themes and insights on how social media is 

influencing operations and journalistic standards at Graphic Communications 

Group. The NVIVO version 12 software package was used for data analysis.  

This chapter presents the summary of findings, discussion of findings 

and conclusions. The discussion involved analytical reflections on research 

findings as well as how these relate to the study objectives. Relevant literature 

from chapter two and other sources were immersed in the discussion of 

findings to support conclusions.  Recommendations on how to address the 

various challenges that emerged from the findings of the study are also 

presented together with suggestions for further research. 

Summary of Findings 

Findings from this qualitative exploratory case study has established 

how social media is influencing the operations (how reporters gather news 

information, how the editorial team is set up and how they operate and how 
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news is distributed) and ethical tenets of journalism at Graphic 

Communications Group a traditional print media firm in Ghana. The findings 

showed that social media has been heavily integrated into the operations of 

Graphic newspaper in the areas of news generation, editing and creating 

stories, publishing news and stories, enhancing journalistic standards and 

ethics and other areas of operations especially internal communications and 

use of multimedia in the form of audio, video, pictures which enables stories 

to be developed from all these angles. 

In addition, the findings reveal that social media has influenced the 

operations of Graphic newspaper in the areas of moving into online and 

digitized operations, putting more focus on exclusive and more comprehensive 

content, emphasizing more  on ethics and standards.  Other areas influence 

include improvement in the speed and efficiency of operations, social media 

taking market share in terms of readership, newspaper sales and advertising,  

making it more difficult to control content authenticity and credibility and 

increase in content piracy by other media houses and citizen journalist. Lasting 

this chapter revealed that Graphic has adopted a social media policy and strict 

adherence to their journalistic standards and the code and ethics of the Ghana 

Journalists Association (GJA) as means of ensuring that social media 

integration adheres to the ethical tenets of journalism.  

Conclusions from Interview Data 

In this qualitative exploratory cast study, 13 themes and findings 

emerged providing understanding of participants’ perspectives on how social 

media is influencing the operations of the Graphic Newspaper. This forms the 

basis of the discussions in this section. 
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Theme1: Social media has been integrated into News Generation 

The findings showed that social media has been heavily integrated into 

the operations of Graphic newspaper in the areas of news generation 

especially how reporters gather news information. Social media serves as 

primary sources of news, which is taken through editing and publication. This 

agrees with (Wikström and Ellonen, 2012), who noted that many newspapers 

and magazines have added “social media features” to their web-based 

information services in order to allow users to participate in the production of 

content.  

Theme 2: Social media is used for editing and creating stories 

The findings of the study show that social media has been incorporate 

in how the editorial team of Graphic is set up and how they operate. Reporters 

and other field staff are linked to the editorial theme through social media, this 

allows reporters to file stories anytime and anywhere, and editors are able to 

work of stories for publication by uploading filed stories of reporters unto the 

editing software of the company. Social media therefore augments the news 

and stories creation process. 

Theme 3: Social media is used for publishing news and stories 

In the distribution of news and stories, social media platforms are now 

an integral part of the channels through which Graphic publishes their news 

and stories. This is because social media allows Graphic to reach out to more 

people and allow consumers to interact with Graphic. This phenomenon is 

linked to the Social Richness theory, which states that the richness of social 

media is making it a more preferred media for dissemination of news and 

stories. As noted by (Kamp, 2016), the impact of social media on traditional 
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journalism is not limited to an inward process of access to vast online 

resources but extends to an outward one of distributing news and other media 

content without the impediments of space and time.  Beighton (2016) also 

observes that social media is a stronger platform for the distribution of news as 

it is cheaper, quicker and has a greater reach than print. 

Theme 4: Social media is used to enhance journalistic standards and 

ethics  

Social media provides a platform for peer review of facts and 

authenticity checks of work done by reporters and editors, which enhance the 

ethic standard of news and stories eventual published by the company. Ireton 

and Posetti (2018) share this conclusion; social media watch the traditional 

watchdog (print media), checking its legitimacy and credibility, questioning its 

accuracy and standards, and forcing a new transparency. Reese and Dai (2009) 

also collaborate this point, noting that one of the most important consequences 

of social media is the structure of accountability it provides for traditional 

“professional” media.  

Theme 5: Social media is used in other areas of operations 

Regarding other areas of operations; Social media has been integrated 

into other areas of operations of Graphic first it services as source and channel 

for publishing multimedia content (Audio, images and video) generated by 

Graphic which in the past would have been discarded after getting the print 

stories out of them. Social media has also allowed staff of the company to be 

on one platform creating a virtual team, which makes their work easier. As 

noted by (Levinson, 1999), Social media technology has aided the media 

audience to become more sophisticated thereby being able to manipulate the 
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new media in effect creating audiences that have contributed in reshaping the 

information gathering and dissemination process on the social media. 

Themes 1 through 5 answered research question one.  The conclusion 

from these themes is that social media has been integrated largely in the 

operations of Graphic. This is especially high in the areas news generation, 

editing and creating stories, publishing news and stories, enhancing 

journalistic standards, ethics, and other areas of operations especially internal 

communications and use of multimedia in the form of audio, video, pictures, 

which enables stories to be developed from all these angles. 

Theme 6: Online and Digitized operations 

Social media has made Graphic metamorphose into a multimedia 

company in order to reach other to all segments of consumers of news and 

stories. The company now has online presence (website) and social media 

handles together TV channel on YouTube for video content. This is in line 

with current trends of print media companies across the globe, which have 

adopted multiple channel and operations to reach out to new type of digital 

consumers. This conforms to the media convergence where print media is now 

converging with other forms of media as confirmed by Reich (2011) who 

states news is now contextualized, gathered, disseminated, and consumed in 

four distinct media outlets—print, radio, television, and online. 

Theme 7: More focus on exclusive and more comprehensive content 

The immediacy of Social Media means print media companies like 

Graphic have to focus more on exclusive and more detailed and well research 

content to differentiate them and attract readers to their newspaper. Coupled 

with their reputation for credible and truthful news and stories, this make 
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Graphic to still standout in the media space in Ghana. Webb, (2017) highlights 

the need to develop a niche noting that due to the competition, publishers must 

be on top of their issues in order to remain relevant in the media.  

Theme 8: More focus on ethics and standards 

The study revealed that the most critical issue social media have 

brought is the ethical challenges. That difficulty in authenticating and 

verifying content emanating from social media. Graphic to protect its 

reputation as a credible news sources, has there focused more on ethics and 

standards to protect its brand from the ethical issues occasioned by social 

media. Perlmutter and Schoen (2007), listed a number of unethical problems 

of social media platforms as follows: 

1. lack of fact-checking and editorial oversight; 

2. lack of logical coverage of topics; 

3. rumours and lies dissemination; 

4. privacy invasion; 

5. plagiarism and copyright violations; 

6. lack of accountability; and 

7. deception, manipulative practices, and undisclosed conflicts of interest  

This has made traditional media more error prone, as standards slowly 

erode in the face of economic shortfall (Webb, 2017). Due to the competition, 

publishers must be on top of their issues (ensure credibility and authenticity) 

in order to remain relevant in the media.  

Theme 9: Speed of Operations 

The study revealed that social media has brought about the acceleration of the 

news cycle at Graphic as is the current trend across several print media houses 
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across the world. This is the result of the immediacy brought by the social 

media platforms and social media aiding the work of journalist by allow them 

to file news and stories anywhere and anytime. 

Theme 10: Social media has taken market share 

As is the case of other print media business across the world, the study 

revealed that social media has taken market share away from Graphic 

newspaper in the areas of circulation and advertising revenue. This is 

attributed to what (Rajendran and Thesinghraja, 2014) discovered in India 

where the drop in circulation of print media was attributed to the younger sect 

of the Indian population, which prefers the interactive nature of the new media 

and the reduced latency with which they can access news. Afrifa, (2015) also 

explained that accessibility to the internet; radio and television reduce 

purchase of newspaper. Citizens are educated  and  hence  can  effectively  use  

internet  to  access  any  information  available  hence decrease  demand  for  

print  media.  Most  customers  also  possess  advance  mobile  phones which  

help  them  to  access  information  any  place  and  anytime. Customers 

consider lower cost in using the radio, television and the internet to access 

information, hence will prefer to use the electronic media. He also explained 

that other factors such as pushing up cover price, sophisticated cell phones and 

changing lifestyle as some factors contributing to low sales of newspapers in 

Ghana. Levinson (1999) also revealed that the new media have caused the 

print media, particularly the newspaper a huge lost in revenue and 

advertisement. 
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Theme 11: More difficult to control content authenticity and credibility 

The study also showed that as result of the influence of social media it 

is now more difficult to control authenticity and credibility of news and 

stories. Johnson (2000) explains that this is due to the structural characteristic 

of social media platforms, which allows its users to be anonymous. They can 

transfer information to others without specific identity. Moreover, someone 

may take someone else’s words and modify or change them or grasp someone 

else’s identity and disseminate information and news as if they were belong to 

the other. The communication system of social networks is susceptible to 

disruption. Individuals are more likely to behave in undesirable ways when 

they are anonymous. 

Theme 12: Content piracy 

Another influence of social media revealed in this study was, the 

stealing of in house content (video, audio, text and images) generated by 

Graphic Newspaper by other media houses and individuals. Although this 

represents breaking of copyright laws, the company has not pursued any legal 

actions against such social media pirates. Murabayashi (2018) explains that if 

your brand does not rely solely on commissioned or in-house content, you 

could have potential legal exposure from the images you use on social media. 

Theme 6 through 12 answers research question two. The conclusion 

for these themes is that social media has influenced the operations of Graphic 

newspaper in the areas of moving into online and digitized operations, putting 

more focus on exclusive and more comprehensive content, emphasizing more  

on ethics and standards.  Other areas influence include improvement in the 

speed and efficiency of operations, social media taking market share in terms 
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of readership, newspaper sales and advertising,  making it more difficult to 

control content authenticity and credibility and increase in content piracy by 

other media houses and citizen journalist. 

Theme 13: Treating Social media sources as social (unverified stories) 

which has to be verified and authenticated 

Although Graphic relies on social media for news generation and 

dissemination, it has taken steps to deal with the ethical challenges associated 

with social media. First, it treats social media sources as unverified sources, 

which has to be verified, ensure that stories. Secondly, news are sourced from 

verified social media sources and lastly the company has put in place a social 

media policy to ensure that standards and code of ethics are adhered to. This 

strategy was also recommended by (Beighton, 2016); Mencher, (2007) and 

Rich, (2009) who opine that traditional or conventional journalism must 

remain the practice of gathering, processing and distributing news and 

information through various mass media channels and formats based on 

established and sacrosanct norms such as balance and fairness, truthfulness 

and accuracy, objectivity and impartiality, neutrality and detachment  

Recommendations 

Based on the findings and conclusions of the study, the following 

recommendations are made: 

1. Graphic should continue a process of retooling their journalists in the 

art of deploying more social media platforms to further expand their 

reach and take opportunity of the benefits of social media 

2. Graphic should start refining their revenue model towards making 

money from online and social media presence, through models like 
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advertising, content sales of live events and other forms of digital 

content. 

3. Train journalists on how to develop exclusive and comprehensive 

content that meet the highest journalistic standards as that will continue 

to position it as authentic source of news and stories 

4. Graphic should leverage their reputation as source of authentic news 

and stories and the ethical journalistic standard to create social media 

brand that is for trusted news and information.  

5. Graphic should also engage in a process of teaching media literacy to 

their audiences to enable them to sieve online content. 

Suggestions for Future Research 

The focus of this qualitative exploratory case study was limited to the 

perspectives of workers in print media on how social media is influencing 

operations and ethics of print media firms. The study has revealed that social 

media is integrated into the operations of Graphic newspaper and it is 

influencing its operations both positively in terms of opportunity to reach out 

to many consumers of news and stories and speeding of its operations. 

Negatively in terms of challenges of ethics, content piracy, credibility and 

authenticity of content and focus on exclusive and comprehensive content.  

Future research can focus on what factors affect the choice of media by 

consumers of news and stories and the business models that print media can 

adopt to stay relevant in the era of social media. This will allow print media to 

adopt strategies that will make it continue to stay relevant as authentic source 

of news and information. 
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APPENDIX A 

Interview Protocol 

The proposed qualitative exploratory case study into the influence of social 

media on traditional print media operations in Africa using Graphic 

Communications Group, Ghana as case study, is in partial fulfillment of the 

requirements for the award of a Master of Arts Degree in International 

Relations and Development by Nyansapo College, Accra (under affiliation 

arrangement with University of Cape Coast), Cape Coast. 

 The following protocol and interview questions will guide the 

preparatory process of data collection through to application of semi-

structured open-ended interview questions: 

1. Ensure certainty of access to research site and participants. 

2. Obtain permission to access the proposed research site and 

participants. 

3. Pre-test interview protocol to validate interview questions and 

recording equipment. 

4. Revise/adjust interview questions where necessary. 

5. Schedule appointments for the main interview. 

6. Prepare and ensure availability of interview tools of audio tape 

recorder, interview protocol checklist, and note pad. 

7. Get to the interview site early enough to avoid being late for 

scheduled time for the interview. 

8. Observe courtesies and protocols of greeting participants 

including introduction of yourself and purpose for the 

interview. 
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9. Show approved formal consent for data collection and for the 

use of premises to authorities at the research site. 

10. Get interviews underway by first starting the digital recorder 

and then begin from the first question down to the last. Take 

notes as the interview progress to cross-check key issues raised. 

11. To ensure accuracy, summarize main themes to participants 

and obtain their concurrence. 

12. Stop the digital recorder after taking any questions from 

participants after going through all interview questions. 

13. Thank the participant and leave the interview site.     
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APPENDIX B 

INTERVIEW QUESTIONS 

Research Topic: Social Media Influence on Print Media in Africa: Case 

Study of Graphic Communications Group 

The purpose of the proposed exploratory case study is to explore how social 

media is influencing the operations (how reporters gather news information, 

how the editorial team is set up and how they operate and how news is 

distributed) and ethical tenets of journalism at Graphic Communications 

Group, a traditional print media firm in Ghana. The aim is to put forward 

recommendations that will help the company maintain its relevance, 

popularity and effectiveness to stakeholders in the era of new media in Ghana. 

Specific objectives are:   

1. To explore the extent to which Graphic Communications Group have 

integrated social media tools and technologies into their operations 

2. To explore how the advent of social media is influencing the mode of 

operations of the Graphic Communications Group. 

3. To find out how Graphic Communications Group ensures that social 

media integration adhere to ethical tenets of journalism 

4. Make recommendations on how Graphic Communications Group can 

survive in the era of social media 

This interview will be held among reporters and editorial staff working at 

Graphic Communications Group an indigenous Ghanaian Newspaper 

publisher and publisher of the Graphic Newspaper. In this interview, the 

influence of social media on traditional print media operations at the Graphic 

Communications Group will be explored. The interview is expected to last for 



92 
 

45 minutes. The interview consists of four sections; section A will reveal 

participants’ profile, findings from section B, C and D will answer research 

question (RQ) one, two and three respectively.       

Section A: 

Participant Profile: 

Date: 

Time: 

Place: 

Participant Code: 

Q1: Ask about participant’s age, sex, role at the organisation and how long 

they have worked for the organisation 

Section B: 

Q2: What is your understanding of social media tools and technologies? 

Q3: How has your organisation integrated social media tools and technologies 

into their operations in the following areas? 

 News generations 

 New editing and creating stories for publications 

 Journalistic standards and ethics 

 Publishing of news and stories  

 Other areas of operations 

Section C: 

Q4: in what ways have social media changed the way your organisation 

operates in terms of generation and publication of news and stories? 

Q5: what are the challenges that social media has brought to bear on the 

operations of your organisation? 
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Section D: 

Q6: In what ways does your organisation ensure that relying on social media 

meet journalistic standards and ethic? 
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APPENDIX C 

  Letter of Introduction 

Graphic Communications Group 

Accra 

October 14, 2019 

Dear Sir, 

Request for use of premises - Introduction of Ms. Jean Asantewaah Oduro. 

I write to formally introduce to you the above named Mentee/student of 

Nyansapo College. In partial fulfillment of the Requirements for the Degree 

Master of Arts in International Relations and Development (MAIRD), Ms. 

Oduro proposes to conduct a study into the social media influence on print 

media: case study of graphic communications group, and would appreciate 

your support in granting him permission and access to the designated research 

site.  

The purpose of this exploratory case study is to explore how social media is 

influencing the operations (how reporters gather news information, how the 

editorial team is set up and how they operate and how news is distributed) and 

ethical tenets of journalism at Graphic Communications Group, a traditional 

print media firm in Ghana. The aim is to put forward recommendations that 

will help the company maintain its relevance, popularity and effectiveness to 

stakeholders in the era of new media in Ghana. The purpose of the study will 

be achieved through semi-structured interviews of twenty participants who are 

reporters, and editorial staff of the offline and online versions of the Graphic 

newspaper to gain their understanding and insights on the influence of social 

media on how reporters gather news information, how the editorial team is set 
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up and how they operate and how news is distributed at the Graphic 

Communications Group.  The objective is to gain understanding of the 

influence of social media on print media from the perspective of reporters, 

taking into account cognitive, affective, and behavioural elements as well as 

the way they have managed the situation and the outcomes in terms of 

perceived effects. Subjects’ confidentiality shall be assured (please see 

Appendix B). Proposed interview questions are attached as Appendix A.  

Grateful to have your approval for Ms. Jean Asantewaah Oduro to conduct the 

proposed research results of which shall contribute new knowledge to the 

world of academia as well as enhance strategies to curb social media influence 

on print media: case study of graphic communications group by signing the 

enclosed/attached permissions form. 

Counting on your cooperation. 

Yours sincerely, 

Alexander K Archine 

/s/ Dr. Alexander Kwame Archine 

Mentor (Dissertation Chair) 

Nyansapo College  

Email:   dean@nyansapocollege.edu.gh  

Alternative Email: kwamepaintsil@gmail.com 

Cell Phone: 0277869765 
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APPENDIX D 

Informed Consent Form 

Title of Study 

Social media influence on print media: case study of graphic communications 

group 

Researcher  

My name is Jean Asantewaah Oduro and I am a student of Nyansapo College 

(affiliated to University of Cape Coast) working on a Master of Arts in 

International Relations and Development. 

Phone: +233243445304 

Email: asantewaaodurojean@gmail.com  

Purpose of Study 

You are being asked to take part in a scientific research study. Before you 

decide to participate in this study, it is important that you understand why the 

research is being done and what it will involve. Please read the following 

information carefully. Please ask the researcher if there is anything that is not 

clear or if you need more information. 

The purpose of the proposed exploratory case study is to explore how social 

media is influencing the operations (how reporters gather news information, 

how the editorial team is set up and how they operate and how news is 

distributed) and ethical tenets of journalism at Graphic Communications 

Group, a traditional print media firm in Ghana. The aim is to put forward 

recommendations that will help the company maintain its relevance, 

popularity and effectiveness to stakeholders in the era of new media in Ghana. 

The purpose of the study will be achieved through semi-structured interviews 
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of twenty participants who are reporters, and editorial staff of the offline and 

online versions of the Graphic newspaper to gain their understanding and 

insights on the influence of social media on how reporters gather news 

information, how the editorial team is set up and how they operate and how 

news is distributed at the Graphic Communications Group.  The objective is to 

gain understanding of the influence of social media on print media from the 

perspective of reporters, taking into account cognitive, affective, and 

behavioural elements as well as the way they have managed the situation and 

the outcomes in terms of perceived effects. 

Confidentiality 

Your responses to this interview will be anonymous. Every effort will be 

made to preserve your identity and confidentiality of the information you will 

be providing through the following measures:  

Alpha numeric code numbers shall be used in place of participants’ names. 

Notes, interview transcriptions, and code numbers identifying 

participant information will be kept in a file cabinet in the personal possession 

of the researcher and shall not be made available to third parties beyond 

authorised officials of Nyansapo College. 

Contact Information  

If you have questions at any time about this study, or you experience adverse 

effects as a result of participating in this study, you may contact the researcher 

whose contact information is provided on the first page. If you have questions 

regarding your rights as a research participant, or if problems arise which you 

do not feel you can discuss with the researcher, please contact the College 

Dean on telephone number 0277869765. 
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Voluntary Participation 

Your participation in this study is voluntary. It is up to you to decide whether 

or not to take part in this study. If you decide to take part in this study, you 

will be asked to sign a consent form. After you sign the consent form, you are 

still free to withdraw at any time and without giving a reason. Withdrawing 

from this study will not affect the relationship you have, if any, with the 

researcher. If you withdraw from the study before data collection is 

completed, your data will be marked “withdrawn” and not be made part of the 

data for analysis and inclusion in the final report. 

Consent 

I have read and I understand the provided information and have had the 

opportunity to ask questions. I understand that my participation is voluntary 

and that I am free to withdraw at any time, without giving a reason and 

without cost. I understand that I will be given a copy of this consent form. I 

voluntarily agree to take part in this study.  

 

Participant's signature ______________________________ Date __________  

 

 

 

Researcher's signature _____________________________ Date __________  


