
 Corresponding author: Nathaniel Udoh Godwin 

Copyright © 2024 Author(s) retain the copyright of this article. This article is published under the terms of the Creative Commons Attribution Liscense 4.0. 

Traditional VS New Media: An examination of news consumption patterns amongst 
media users  

Nathaniel Udoh Godwin * 

Reed College of Media, West Virginia University, Morgantown, WV, USA. 

World Journal of Advanced Research and Reviews, 2023, 18(03), 1658-1663 

Publication history: Received on 29 April 2023; revised on 08 June 2023; accepted on 12 June 2023 

Article DOI: https://doi.org/10.30574/wjarr.2023.18.3.0972 

Abstract 

The Fourth Industrial Revolution has continued to increasingly fade the lines between the physical and technological 
worlds and has led to the growth of the new media over the years. The emergence of the new media to co-exist side by 
side with the traditional media has thrown up action points for research into the high-choice media environment the 
world is currently experiencing. Before the internet revolution, individuals relied heavily on the traditional media for 
news contents on politics, societal happenings and the state of affairs around them. This study sought to understand the 
patterns of news consumption in a high-choice media landscape, where people can choose to flip between options and 
preferences. The study’s theoretical foundation is built on the postulations of Katz and Blumler’s Uses and Gratification 
Theory, which argues that media users have needs that drive their media choices and how they consume media contents. 
Findings from the study reveal that the contemporary media environment has led us into the age of news repertoire, 
where news consumption is not monolithic, but instead, it is a combination of patterns. The study also finds that in the 
consumption of news in contemporary times, the traditional media seems to have slowed down, as individuals continue 
to indulge more in the new media. It concludes that the traditional media has not gone out of relevance, as it still supplies 
credible and reliable news. This heterogenous consumption pattern of news is called news repertoire. This defines the 
age we live in. 
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1. Introduction

This paper is an investigation into media preference for news consumption in the. The emergence of the New Media to 
co-exist in the same media climate with the traditional media has thrown up action points for empirical investigations, 
as to the pattern of media contents consumption amongst people worldwide. Before the advent of these technologies, 
the traditional media, comprising radio, TV, newspaper et al were infamous as the news media, making available 
information of consequences and interests to society. Audiences always knew that news and current affairs information 
will always be available for them on through these channels.  

However, the growth of the internet as well social media has changed the dynamics of human communication as well as 
mass-mediated information dissemination and consumption. Researches in this area are also interested in 
understanding how much of a “medium of mass communication” is the new media, how does it impact consumption of 
media contents like news, music, entertainment, sports etc. How do people consume media contents? How do they 
actively sort for news? Where do look for entertainment from? Do they depend on the traditional media or the new 
media for education? These and many other questions have formed the crux of studies in this area. 
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Lin et al (2005) state that not just journalism is undergoing transformation due to the internet revolution, also the 
pattern of news consumption by content receivers is changing, too. While the internet continued on its expansive rise 
through the early 2000s, Garrison (2005) did not mince words stating that the effect technology was going to have on 
journalism would be too powerful for journalism to remain static. This prophesy on changes in both distribution and 
consumption has turned to reality. Hindman (2008) avers that the around widely read 200 newspaper that existed in 
the U.S. at that time, had undergone a metamorphosis from just printing on black and white papers and inks, to also 
making news available to their readership base through their websites and social media platforms. Even with the rise 
of the new media, the traditional media still maintains its relevance as the major supplier of credible news, effective 
writing style, enjoys consumers’ trust, best for reaching local audiences and will not just go away (Ottway, 2021; Lee & 
Capirni, 2010, Hindman, 2008; Quandt, 2008).  

Negroponte (1995), in his book prophesied that the new media was going to arm individuals with the power to choose 
what they wanted to view or read and the sources that pricked their interests. Negroponte (1995) termed it the “Daily 
Me”, constituted a worry to guardians of the traditional media, as the level of control message recipients held to 
determine what is and what is not news was seen as an erosion of the fulcrum of traditional media. News recipients 
have assumed some control, such that traditional media that appear in the internet allows users to personalize they see 
on the front pages of these sites. 

This study will aim to achieve the following objectives: 

• Understand the media preference of audiences (whether new or traditional media) in the consumption of news 
contents. 

• Understand the reason behind the dominant choice of media selection for news consumption.  

2. Methodology 

The paper is a theoretical study, in which extant literatures in similar areas of study previously published were 
appraised to understand trends in this area. The study relies on secondary data from researches that focuses on news 
consumption pattern, media preference and media uses and gratification. 

2.1. Conceptualizing Traditional Media and New Media 

Traditional media encapsulates the media forms that blossomed before the advent of the internet. It usually 
encompasses typical news media: radio, television, newspaper and magazine. However, given how long they’ve been in 
circulation, books and films are considered as part of the old order. Richard (2021) refers to the traditional media as 
the old media, characterized by its ability to function as sources of information and communication. Messages from 
traditional media forms are usually controlled by the source and targets a specific audience. Ceil (2011) posits that the 
traditional media still represents a formidable force of importance to society. The traditional media, especially 
broadcast, was known for its power to make or mar politics and government, because of how trust these platforms had 
and the effect of its message. The 34th U.S. President, Dwight Eisenhower, as cited by Shaffer (1955) said broadcasting 
was growing as a might force with power to sway public opinion and predicted radio and T.V were going to grow even 
more powerful in its influence of people. However, Ceil (2011) avers that the new media is demystifying some of these 
powers of the traditional media, especially in strategic communications and its impact in politics and government.  

On the other hand, new media is a product of the fourth industrial revolution sweeping the world. Schwab (2018) posits 
that the fourth industrial revolution is different from the first three revolutions, in how it is disrupting world systems 
to fuse the physical, digital and biological worlds through new technologies. These technologies are impacting all facets 
and sectors, communications inclusive. New media encapsulates internet and social media channels that are effectively 
creating a gateway for information access. Traditional media platforms are also embracing digital spaces, where they 
are now making their presence felt. According to Ceil (2011), new media are interactive media, that are built on the 
integration computers and multimedia. He posits that with time, the new media would also turn into old media; 
However, some media from the old order that has remained significant across generations, such as telephone, books, 
newspapers, would never go extinct. 

2.2. Media Preference, Choices and Active Reception 

A varying number of options are available for media consumers, and there is a greater freedom to switch in between 
choices, as a way of tailoring media needs. News is now at the beck and call of consumers. (Edgerly, 2017). Even though 
Prior (2007) disagrees to differential behavior in traditional and new media news consumption patterns, he 
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corroborates that Americans shuffle between choices of preferences in consuming media contents. Prior (2007) states 
that every day, on an average, Americans spend minutes juggling multiple TV content options: watching crime reports, 
seeking political news, learning golf from sport stations, improving cooking skills from food channels, shopping 
contents, sports contents etc. Ten years later, a 2017 Pew Research finds that the number of the study population that 
consumed news from print newspapers and the number that consumed news from the new media was almost equally 
divided. In 2018, a replicated research stated that the number of individuals who relied on the social media for news 
surpassed the number of those that depended on print newspapers (Shearer, 2018). This same study alluded that 
Television still remains the most popular medium, however it has been faced with declining viewership since 2018. 
These statistics does not put in jeopardy media content consumption via the new media nor traditional media, instead 
it testifies to a media climate, where individuals have abundant choices and are able to choose to meet their preference. 
One of the most important aspect of digital and new media emergence is the fact that it has solidified the place of two-
way communication as a prominent part of the media consumption cycle. Digital media emergence did not just bring 
out the new media, it also aided in the multiplicity of contents and forms of the old media (Livingstone, 2015).  

According to Webster (2014), with the advent of the internet, some of those who were just receivers of information, are 
now becoming social commentators, who are actively now involved in the news process. Reiterating this point, 
Abercomble & Longhurst (2003) offer that the new media has rejigged the dynamics, such that there is now an 
entanglement between reception and production of media messages. Every individual in society can directly or 
indirectly be referred to as part of the audience and simultaneously still be referred to as message producers, because 
technology has provided user-friendly interfaces for individuals to publish, comment and contribute to happenings 
around them. In what they termed “we media”, Bowman & Willis (2003) explain how audiences around the world have 
become active, to the extent of being shapers of the news and information around the world. In South Korea, news 
website, which enjoys around 2 million daily readers, OhMyNews makes available news to citizens of the Asian country 
and at the time, citizens can also publish news stories on the website, on their own accord. Less than half a decade after 
it was launched, the website posed a threat to existing media platforms in the country, utilizing the new media and its 
power to pull community together to create a virtual army of citizen journalists (Bowman & Willis, 2003). This type of 
media climate means recipients of messages are active, rather than passive. The emergence of the digital media has 
accelerated the availability of options for audiences to choose from. In his text on theories, McQuail (1997) postulates 
that traditionally, audience’s role was of passivity, having to only receive messages. However, he puts that this role has 
changed over the years and especially with digital media providing for more options and choices, it has made it easy for 
a more active audience followership. While audience can still make choices in-between options, Cooper & Tang (2009) 
state that audience passivity or activity is not solely based on media plurality, but also on structural and individual 
variables of pre-existing consumption habit and accessibility to a particular medium. 

The early conception of the word “audience” translated to mean a set of message receivers who were seen as “targets” 
of media information, waiting to be “hit” with information which worked on them like a “magic-bullet” (Zhao, 2018:133). 
Mediated information were pointed towards targets (audience), who were seen as passive and having no filters to the 
information targeted at them and thus every intended aim of the message from the message producer is achieved (Zhao, 
2018).  

Early media researchers popularized the concept of audience, and as time went on, those who receive media messages 
generally referred to themselves as “audience” (Schram, 1955; McQuail, 2010). Arguments from McQuail (2010) states 
that media message receivers cannot be described as an audience because the term represents a set of individuals who 
are passive listeners and attentive to a performance, in a public-like setting or event. This description does not fit with 
message recipients in the mass-mediated communication process. Media message receivers in contemporary times are 
active in their consumption and they enjoy a multiplicity of information sources. This is why they can make choices 
based on preferences from the high-choice media climate. 

With message recipients empowered to also be content producers, news writers, social commentators, citizen 
journalists etc, traditional news media is facing unprecedented times, with the power of practitioners to be gate-keepers 
now watered down by the very audience they serve, just as media institution’s hegemonic power. Digital technology has 
provided powerful publishing tools, smart devices, fast computers that have transformed the practice of journalism 
(Bowman & Willis, 2003). 

America witnessed a period where news consumers became news producers in an unprecedented manner, after the 
9/11 attacks. Americans and the rest of the world sought for a full grasp of what had happened and different accounts 
of events from eye-witnesses, experts, government etc. A lot of people who were not trained journalists but had first-
hand experience narrated their story to journalists and some of them went on to publish stories, experiences, 
commentaries, photo galleries about the attack on the internet. Traditional news sites suffered crashes due to the heavy 
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amount of traffic on these sites at the time and individuals resorted to e-mails, weblogs for find information on the 
internet about the attack (Pew Research, 2002). 

3. The Age of News Repertoire 

 According to Heeter (1985), media repertoire emanated from the use of the phrase “channel repertoire.” The latter 
term referred to an aggregation of channels viewed in a particular household or by an individual. News repertoire 
entails the combination of media platforms and institutions to consume news in a hybrid fashion. This form of 
consumption thrives due to the high-choice nature of the media climate currently (Geers, 2019; Hasebrink & Domeyer, 
2012). News consumption was a function of exposure to the traditional media, but the advent of the new media has 
accelerated the combination of both consumption methods (Geers, 2020). Garrison (2005) predicted that due to the 
rapid spread of broadband and multimedia, online newspaper was bound to evolve as it has done in the first decade of 
internet existence. This because the overwhelming power of the new media, would not allow for a static state of 
newspapers, without its metamorphosis. Another landmark study that further reiterates the prime age of news 
repertoire activities was conducted by Pew Research Centre (2011) and cited by the New York Times (2011), postulates 
that even though a majority of original news reports still emanates from the traditional media, the new media 
accelerates the possibilities of citizens’ actions having an influence on the story’s impact.  

In spite of the repertoire of news media available for consumption, Patterson (2008), posits that comparatively, young 
Americans of today are not as interested in news, when juxtaposed with the young Americans of two generations ago. 
This assertion is corroborated by Prior (2007), who states that the potpouri of options available to media audiences has 
made it easy for individuals to switch from news media channels to entertainment-providing channels with just the flip 
of a hand and the pressing of a button. Entertainment channels, which provides more fun has entertainment seekers 
hooked and for the section of the audience that seeks news, they have more options to explore. The bottom line is that, 
this creates a knowledge gap in between both sets and establishes political apathy and active participation between 
them. Lee & Yang (2014) state that the average knowledge of young citizens about political and public affairs issues 
have not risen despite the proliferation of news media through repertoire. Thus, this has led to more research concerns 
for scholars investigating knowledge gap, in an era of media repertoire. Even as more options are available for media 
recipients, the knowledge gap might get boldened between news junkies; those who are actively looking for news and 
switchers; those who wo not pay much attention to news (Prior, 2007; Lee & Yang, 2014). 

4. Media Uses and Gratification: In Theory and Practice 

Uses and Gratification theory explains the relationship between the media and media message recipients. It captures 
the uses and motives of media, as well as gratification obtained. The theory was propounded by Jay G. Blumler and Elihu 
Katz in 1974, following the publication of “The uses of mass communication: Current perspectives to gratification 
research”.  

The theory argues that media users are not passive, but instead they are active in deciding what media they choose and 
use. The theory postulates that media users have particular needs that drives their media choices. Users sought out for 
media (radio, TV etc) or contents (shows, film etc) that meets and fulfil their needs (Blumler & Katz, 1974). It is 
incumbent on media users to find their gratification from the media, while the media compete with themselves for the 
attention of users. Katz lists the motives for media use as an action to meet the following needs: affective needs, cognitive 
needs and social integrative needs. On the other hand, Blumler puts that the media exists to help users achieve the 
following: diversion and/or escapism, companionship and development of personal and social relationship, value 
reinforcement and exploring personal identity, societal surveillance and obtaining knowledge about happenings in the 
world. Offering his view, McQuail (2010) offers the four reasons behind how and why we choose the media as: personal 
identity, information, integration and social interaction, as well as entertainment. This theory simply supports the 
notion of a high-choice media climate where individuals are solely in charge of what they receive from the media. 

According to Prior (2007), since 1980, the proliferation of TV channels (cable and satellite) created a heterogenous 
media consumption environment, that is built on people’s choice. The high-choice media environment has promoted 
the habit of people now having to watch what they enjoy and not what is available. 

5. Conclusion 

Evidence from reviewed literature of this study has shown that we live in an age of proliferation of media choices and 
individuals are highly in charge of what they expose themselves to (Geers, 2019; Hasebrink & Domeyer, 2012). The 
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advent of the new media through the meteoric spread of the internet means people now have varying options to choose 
from. In consuming news in contemporary times, the traditional media seems to have slowed down, as individuals 
continue to indulge more on the new media and internet. However, the traditional media has not gone out of relevance, 
as it still supplies credible and reliable news, that is most times the news content circulated on the new media. This 
heterogenous consumption pattern of news media is called news repertoire. As shown by extant literatures (Patterson, 
2008; Prior, 2007), this suggests the current pattern of news consumption. A corroborative study from Pew (2018) 
showed that in Western Europe, while TV and the new media are popular, people rely on a combination of different 
platforms for news. The new media is famed for being a medium that delivers news in a quick and timely manner to 
recipients, thereby appealing to younger generations. The traditional media has also maintained its relevance by 
delivering quality and trustworthy news. 

However, in terms of the amount of time spent consuming news, reviewed literatures point towards the new media as 
having news seekers hooked a lot more, than the traditional media. Evidences from Pew Research Center (2016) showed 
that for the first time, the number of individuals who sought for news online surpassed the number of those who sought 
for news from print newspapers. This is a further testament to changing times, consumption pattern, and perhaps 
changing preference of media choice for news consumption.  

Compliance with ethical standards 

Disclosure of conflict of interest 

The author has no conflict of interest. 

References 

[1] Abercrombie, N. and Longhurst, B. (2003). Audiences. 1st ed. London: Sage. 

[2] Bowman, S. and Willis, C. (2003). We Media: How audiences are shaping the future of news and information. 
Retrieve https://www.hypergene.net/wemedia/download/we_media.pdf 

[3] Ceil, C. (2011). The role of old media in new communication environment. Retrieved from: 
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1884906 

[4] Cooper, R., and Tang, T. (2001). Predicting audience exposure to television in today’s media environment. An 
empirical integration of active-audience structural theories. Journal of Broadcasting and Electronic Media. 53(3), 
400-448. DOI: 10.1080/08838150903102204 

[5] Edgerly, S. (2017). Seeking out and avoiding the news media: Young adults’ proposed strategies for obtaining 
current events information. Mass Communication and Society, Vol 20: 358-377. DOI: 
10.1080/15205436.2016.1262424 

[6] Garrison, B. (2005). Online newspapers. In M. B. Salwen, B. Garrison, & P. D. Driscoll (Eds.), Online News and the 
Public (pp. 3-46). New Jersey: Lawrence Erlbaum Associates. 

[7] Geers, S. (2020). News consumption across media platforms and content: A typology of young news users. Public 
Opinion Quarterly, 84(S1), 332–354. doi:10.1093/poq/nfaa010 

[8] Hasebrink, U., & Domeyer, H. (2012). Media repertoires as patterns of behaviour and as meaningful practices: A 
multimethod approach to media use in converging media Environments.: Journal of Audience & Reception Studies 
9:757–79. 

[9] Heeter, C. (1985). Program selection with abundance of choice: A process model. Human Communication 
Research, 12(1), 126–152. 

[10] Hindman, M. (2008). The myth of digital democracy. Princeton, NJ: Princeton University Press 

[11] Katz, E., Blumler, J. G., & Gurevitch, M. (1974). Utilization of mass communication by the individual. In J. G. Blumler 
& E. Katz (Eds.), The uses of mass communication: Current perspectives on gratifications research (pp. 19–32). 
Beverly Hills, CA: Sage. 

[12] Lee, A.M., & Carpini, M.D. (April 23-24, 2010). News consumption revisited: Examining the power of habits in the 
21st century [conference section]. 11th International Symposium on Online Journalism. Austin, TX, United States. 
https://isoj.org/wp-content/uploads/2018/01/LeeCarpini10-1.pdf. 

https://isoj.org/wp-content/uploads/2018/01/LeeCarpini10-1.pdf


World Journal of Advanced Research and Reviews, 2023, 18(03), 1658-1663 

1663 

[13] Lee, H., & Yang, J. (2014). Political Knowledge gap among news consumers with different news media repertoires 
across multiple media platforms. International Journal of Communication. Vol. 8, 597-614.  

[14] Lin, C., Salwen, M. B., Garrison, B., & Driscoll, P. D. (2005). Online news as a functional substitute for offline news. 
In Salwen, M.B., Garrison, B., & Driscoll, P. D. (Eds.), Online News and the Public (pp. 237-255). New Jersey: 
Lawrence Erlbaum Associates. 

[15] Livingstone, S. (2015). Active audiences? The debate continues but it is far from resolved. Communication 
Theory. ISSN 1050-3293, 1-7 

[16] McQuail, D. (1997). Audience analysis. 1st ed. Thousand Oaks, CA: Sage. 

[17] McQuail, D. (2010). McQuail’s Mass Communication Theories 6th ed. Thousand Oaks, CA: Sage. 

[18] Negroponte, N. (1995). The digital revolution: Reasons for optimism. The Futurist. Vol. 29(6). 

[19] Ottaway, B. (2021). 5 reasons why traditional media is still important in 2021. Ottaway Blog. 
https://ottaway.net/2021/07/01/5-reasons-why-traditional-media-is-still-important-in-2021/. 

[20] Patterson, T.E. (2008). Young people flee from the news, whatever the source. Television Quarterly. Retrieved: 
https://worldradiohistory.com/hd2/IDX-Business/Magazines/Archive-TVQ-IDX/IDX/00s/TVQ-2008-Winter-
OCR-Page-0033.pdf 

[21] Pew Research Center. (2002, Sept. 5). One year later: September 11 and the internet. Pew Research Center. 
Retrieved November 4, 2022, from https://www.pewresearch.org/journalism/2010/05/23/new-media-old-
media/ 

[22] Pew Research Center. (2016, Feb. 4). The 2016 presidential campaign – A news event that is hard to miss. Pew 
Research Center. Retrieved November 4, 2022, from 
https://www.pewresearch.org/journalism/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-
hard-to-miss/ 

[23] Pew Research Center. (2018, Sept. 27). Western Europeans prefer TV news, while use of print lags. Retrieved 
February 11, 2023. https://www.pewresearch.org/fact-tank/2018/09/27/most-western-europeans-prefer-tv-
news-while-use-of-print-outlets-lags/. 

[24] Prior, M. (2007). Post-broadcast democracy: How media choice increases inequality in political involvement and 
polarizes elections. NY: Cambridge University Press. 

[25] Quandt, T. (2008). (No) news on the World Wide Web? Journalism Studies, 9(5): 717-738. 

[26] Richard, S. (2021). Old Media (Traditional Media). Hackensack, NJ. Salem Press Encyclopedia.  

[27] Shearer, E. (2018). Social media outpaces print newspapers in the U.S as a news source. Pew Research Center. 
www.pewresearch.org/fact-tank/2018/12/10/social-media-outpaces-print-newspapers-in-the-u-s-as-a-news-
source/.  

[28] Schwab, K. (2018). The fourth industrial revolution. The World Economic Forum. 
https://www.weforum.org/about/the-fourth-industrial-revolution-by-klaus-schwab 

[29] Schramm, W. (1955). Information theory and mass communication. Journalism Quarterly, 32, 131-146. 

[30] Stelter, B. (2011, Sept. 26). Pew media study shows reliance on many outlets. The New York Times. 
https://www.nytimes.com/2011/09/26/business/media/pew-media-study-shows-reliance-on-many-
outlets.html 

[31] Webster, J. (2014). The marketplace of attention. 1st ed. Cambridge, MA: MIT Press. 

[32] Zhao, T. (2018). Analysis of the concept of audience in a digital age. Advances in Social Science, Education & 
Humanities Research. Vol. 30. DOI: https://doi.org/10.2991/erss-18.2019.26 

https://ottaway.net/2021/07/01/5-reasons-why-traditional-media-is-still-important-in-2021/
https://worldradiohistory.com/hd2/IDX-Business/Magazines/Archive-TVQ-IDX/IDX/00s/TVQ-2008-Winter-OCR-Page-0033.pdf
https://worldradiohistory.com/hd2/IDX-Business/Magazines/Archive-TVQ-IDX/IDX/00s/TVQ-2008-Winter-OCR-Page-0033.pdf
https://www.pewresearch.org/journalism/2010/05/23/new-media-old-media/
https://www.pewresearch.org/journalism/2010/05/23/new-media-old-media/
https://www.pewresearch.org/journalism/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-hard-to-miss/
https://www.pewresearch.org/journalism/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-hard-to-miss/
http://www.pewresearch.org/fact-tank/2018/12/10/social-media-outpaces-print-newspapers-in-the-u-s-as-a-news-source/
http://www.pewresearch.org/fact-tank/2018/12/10/social-media-outpaces-print-newspapers-in-the-u-s-as-a-news-source/
https://www.weforum.org/about/the-fourth-industrial-revolution-by-klaus-schwab



