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Abstract 
Collage students’ news consumption has been a very popular research topic in media in past 

few years. But students’ involvement in news dissemination remained unnoticed and 

unexplored, especially in relation to democratic engagement. This study provides an overview 

in this respect along with news consumption. The research reports the outcome of a survey 

conducted among 124 Swedish college students, aged between 18 and 24, in spring 2012. The 

study investigates college students’ news consumption and news dissemination of in terms of 

motives. The analysis suggests that motivations behind collage students’ news consumption 

are independent of channels/media. Consumption motives appear to be similar between 

traditional and contemporary news media. Furthermore, news consumption and news 

dissemination seem to be driven by completely different motives. 
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1. Introduction  

“The function of news is to orient man and society in an actual world” 

-Robert Park (Sociologist) 

News media has an enormous importance in our life. For over five hundred years ago 

Johannes Gutenberg invented printing methods and sooner mass-production became possible, 

news could be spread faster and information preservation became easy for the first time in 

human history. In mid-eighteenth century newspapers were established and since then news 

media has become a platform to present the common man’s opinion. Besides newspaper, a 

number of other news media (e.g. internet, TV, radio) have been developed to share 

information and spread news. As a result, people are increasingly becoming aware of social, 

cultural and political affairs that ultimately paved the way to democracy. Access to news is an 

important factor for participating in the democratic process in a modern society. There is no 

doubt that the technological advances has played a significant role in this context, and has 

transformed the meaning of news use over time. The technological advancement provides the 

flexibility to consume news and information at our convenience. It has also enabled us to 

consume news and information through various media sources other than the traditional 

media (e.g. Hoplamazian and Feaster 2009, Diddi and LaRose, 2006) and irrespective of time 

and space.  

Nevertheless, the technological advancement has brought us an opportunity to interact 

with media and especially with people and allows us to participate in social, political, cultural 

and economic events and reformations. Internet provides the platform where the civic society 

can independently express its opinions and be participants in democratic activity. News 

dissemination is utterly important in this context in order to create public opinion, public 

consciousness and public demonstration etc. News dissemination is a special form of ‘user 

generated content’ (UGC) involvement. Enrichment in knowledge and experience through 

news consumption affect our understanding of the social and political mechanisms and creates 

the possibility where news consumers become the non-professional producer/reproducer of 

the consumed news contents; they become news disseminators. Through news dissemination, 

consumers can reproduce and alter the consumed news contents and share, republish or/and 

link it with others. Web 2.0 environment of the cyber world has initiated and escalated the 

(re)publishing and sharing of media content by the ordinary people (Leung, 2009). It is worth 

noting that when disasters and important incidents happen, such as earthquake in Haiti or 

political turbulence in Syria, news media is not always the way we get the news and 
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information first; it is the ordinary people, our family, and friends from social network sites, 

who inform us first though news dissemination on Internet. Thus, news dissemination has 

become a very powerful and spontaneous tool in news world.        

The nature of the youth is similar to that of news media; spontaneous and powerful. There 

is an old saying that ‘today’s youth are the future of tomorrow’.  They are the one who will 

build up and reform our society in near future. The concepts of ‘civic engagement’ arises in 

the media research when individuals who are concerned about civic matters use the internet to 

express their opinion, develop awareness and engage in discussion concerning important 

social and political agenda (Leung, 2009). Today’s youth are also the digital native and the 

first “Internet generation” (Diddi and LaRose, 2009), who has grown up during a 

technologically advanced period having easy access to digital media and online information. 

Thus, young people can in fact, as noted by Heller et al. (1984: 339), very easily participate in 

‘decision making in the institutions, programs and environments that affect them’ through 

Internet. Youth are not considered as inferior anymore instead they have earned the 

importance in our society and in the political arena. Their importance in democratic 

engagement was recognized through the establishment of European Youth Parliament. There 

are many political parties in Sweden who have Youth association (for example Social 

Democratic Youth Association (SSU) and Liberal Youth Association etc.). All these support 

the increasing importance of youth generation in political sphere. The significance of the 

youth generation in modern society demands serious research attention and proves it 

particularly relevant to study in relation to their role in news usage, as consumer and as 

disseminator.  

1.1. Background 

I chose to study college students in the 18-24 age range because they represent the youth 

generation (Diddi and LaRose, 2006:197). Although older students (over 24) also represent 

the youth generation and “Internet generation”, I specifically want to concentrate on the age 

group 18-24. This age group is of special interest because they go through significant changes 

during this stage of their life. They also develop their news consumption patterns which is 

most likely to last for lifetime (Al-Obaidi et al., 2004 and Schlagheck, 1998) and more 

importantly they become voter for first time (Diddi and LaRose, 2006). They develop 

curiosity about the surrounding world, participate in social interaction and engage in 

discussions. All these repeatedly prove their relevancy in media research.  



3 
 

1.2. Purpose and aim 

As mentioned above, the access to information and news is vital, and technological 

advancement offers us many media to choose from. Hence, I believe that it will be especially 

interesting to study how the first ‘Internet generation’ ingest information and news, and their 

motivations for news consumption. Moreover, the primary focus of the proposed work is to 

know how and to what extent the college students participate in news dissemination and what 

motivates them to engage in such activities. Many studies have been done on general UGC 

involvement in the past few years but none investigated ‘news dissemination’ as a distinct 

form of UGC involvement. This encourages me especially to examine and discover the 

students’ involvement in ‘news dissemination’ along with news consumption. 

The purpose of this study is to better understand college students’ engagement with 

“news media”. Finding out their choice of news media, unveiling the motivations behind their 

news consumption and news dissemination, and thus their participation in information/news 

spreading; these are my research objectives. 

1.3. Research questions  

The research questions are as follows: 

1. To what extent do college student consume and disseminate news?   

2. What channels, online or offline, do they use to consume news?  

3. What motivation do college students have towards news consumption, respectively 

news dissemination?  

2. Previous research reviews 

The following research articles have overlapping research concepts, and are partially 

interconnected to each other. Studies investigating news consumption are presented in section 

2.1., while researches on UGC involvement1, are presented in section 2.2. Interestingly, all the 

researches mentioned below have emerged from an ‘active audience’ concept with different 

research directions, namely news consumption and user generated content. The ‘uses and 

gratification’ theory stand is central of these studies. The research papers on news 

consumption have been selected from different time span to introduce a variation, and to 

describe (if any) the changes. However, the same could not been done for UGC involvement 

                                                 
1 Note: ’News dissemination’ is a special form of UGC involvement; however, the reviewed studies did not 
specifically concentrate on ‘news dissemination’ rather they provided an overview of different UGC 
involvement.   
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because it is a new concept in the media research field that developed at the beginning of the 

twentieth century. The research papers were retained from “Communication & Mass Media 

Complete” database and “Communication Research”. 

2.1.a ‘Mass media audiences in a changing media environment’- by Stempel III and Hargrove 

(1996).  

Stempel III and Hargrove conducted a national survey of audience behaviour study during the 

so called ‘television generation’ (1996:557). Their aim was to study the availability of various 

media use, the regular use patterns of news media, and the relation between patterns of news 

media use and variables, such as age, education and salary, which might influence peoples’ 

media use, they presumed. The researchers’ another assumption was the correlation and factor 

relation between various media. They applied ‘active audience theory’ and used personal 

interviewing by asking demographic questions as method.  Their result showed that out of 

1006 adults, 70.3% respondents used local TV news as their primary source of news while 

daily newspaper and Internet scored respectively third and last. Their factor analysis of 

different media conforms that watching local TV news increases the probability of watching 

network news similarly surfing internet increase that probability of accessing online 

information services. They however concluded that traditional media were the most consumed 

media and that internet was the least popular medium. Moreover, they predicted that internet 

would always fall behind other media in the near future.   

2.1.b ‘Getting Hooked on News: Uses and Gratifications and the Formation of News Habits 

Among College Students in an Internet Environment’- by Diddi and LaRose (2006).  

Diddi and LaRose’s research aim was to explore the news consumption patterns among 

college students and to find out how habits influence those consumption patterns. The other 

research question they sought was to answer the relationship between the news consumption 

patterns and news consumption needs. Their theoretical ground was based on the ‘uses and 

gratifications’ approach and on a new theory of media attendance.  They applied online 

survey as research method and 303 students participated in exchange for extra credits to 

complete the survey online. The result showed a strong indication of habitual pattern in news 

media selection among the students. It was found that different media was selected for 

different gratification and news consumption needs. Students selected Internet and cable TV 

to satisfy their surveillance, escapism and entertainment and as a part of a habitual practice. 

Diddi and LaRose’s (2006) research further illustrated that ‘internet portal sites were among 

the most frequently consulted news source, second only to campus newspapers’ (ibid. p.205). 
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However, they also suggested that the growing usage of internet does not in fact result in 

replacing conventional media.  

2.1.c ‘Different News Media, Different News Seeking Behaviors: Identifying College Students’ 

Patterns of News Media Use’- by Hoplamazian and Feaster (2009).  

The duo conducted a study very similar to Diddi and La Rose (2006) where they addressed 

the pattern of and the motivation(s) for collage students’ use of news media. They wanted to 

study whether different news media had different purpose in students’ live. They examine 

collage students’ needs and habits of news access from a ‘niche theory’ perspective. As they 

wanted to examine the detailed consumption of news and the time spent on each medium the 

researchers used a time-space diary method, for duration of 24 hours, to carry out their study.  

226 undergraduate students were assigned for the study. They carried out a quantitative 

content analysis of the diaries. They discovered, consistent with Diddi and LaRose’s (2006) 

result, that different media served different purpose in students’ live. Hoplamazian and 

Feaster (2009), furthermore, concluded that internet and mobile phone were used for 

collecting serious information/news whereas newspapers and radio were used mainly for time 

pass or leisure. 

Stempel III and Hargrove conducted the research in 1996, which was more than 15 years 

ago and during a television generation when the development of computer did not even reach 

its adolescence. Naturally, traditional media was a more conventional way of getting ‘news’ at 

that time. However, I particularly intend to find out Stempel III and Hargrove’s (1996) 

prediction of internet lagging behind other media is still valid or not.  

Hoplamazian and Feaster (2009) conducted the research from a media niche perspective 

where each medium serves a functional approach to the audience.  Their research is 

particularly important because I aim to find out the “functional” aspect of online and offline 

news souses but from a using “uses and gratifications” perspective. Audience uses specific 

medium for their specific needs (Diddi and LaRose, 2006 and Hoplamazian and Feaster, 

2009). Therefore, finding out the relationships between news consumption pattern and news 

consumption needs, such as surveillance, entertainment and escapism will be interesting. 

Hoplamazian and Feaster (2009) considered blogs, personal websites and internet portal site 

as unprofessional news sources and deliberately exclude them. However, I believe that the 

nature of news has changed in recent years. Blogs, social media, web portal sites and personal 

websites have gained immense popularity as news source among students as suggested by 
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Diddi and LaRose (2006). Today, news has many characters and is available in many forms. 

Therefore, I believe it is worth examining their potentiality as news media in students’ lives.  

2.2.a “User-generated content on the Internet: An examination of gratifications, civic 

engagement and psychological empowerment”- by Leung (2009) 

Leung’s research is ‘user generated content’ oriented. The study investigated the relationship 

between psychological empowerment and civic engagement and content generation 

respectively. The researcher intended to examine how civic engagement and gratification 

affect the level of user generated content. Another objective of this study was to find out the 

motivations that trigger the online content generation. The research was based on ‘uses and 

gratification’ theory. The author applied ‘surveillance’, ‘identity’, ‘personal relationships’ and 

‘diversion’ to measure the motivations for content generation. Leung used telephone survey as 

research method to collect data from 798 internet users (age between 14 and 70). The result 

showed that the online content generation is a highly motivated activity; thus the level of 

content generation is highly depended on motivation fulfilment. Similarly, psychological 

empowerment depends on the degree of satisfaction of content generation. Furthermore, civic 

engagement increased psychological empowerment, but it did not affect the level of user 

generated content. 

2.2.b ‘Citizen journalism and democracy: how user-generated news use relates to political 

knowledge and participation’- by Kaufhold, Valenzuela and Gil De Züniga, (2010) 

Kaufhold et al. (2010) explored how citizen journalism influences democratic engagement in 

their research. The aim of their study was to examine how influential the use of user generated 

news content had become in terms of political knowledge and democratic participation. Their 

research was based on ‘Uses and gratification’ theory with especial focus on ‘user generated 

content’ (UGC). Using e-survey method the authors collected nationwide (USA) data from 

958 participants (aged 18 to over 55), and at a single point of time, between December 15, 

2008 and January 5, 2009. The researchers found that people who consume user generated 

contents were less knowledgeable than conventional news consumers on political context. It 

was observed, that followers of citizen journalism are more active via online than offline.  

Furthermore, the result showed that ‘trust’ played an important role. People with higher levels 

of trust in citizen journalism are more prone to involve in political activities than those who 

trust professional journalism.  

2.2.c “Information, expression, participation: How involvement in user-generated content 

relates to democratic engagement among young people”- by Östman (2012) 
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This research perspective was comparatively different from that of Kaufhold et al. (2010) and 

Leung (2009). The researcher emphasized on UGC involvement and on the producers of the 

contents as the main objectives of his study. The purpose of this research was to reveal the 

relationship between UGC involvement and democratic engagement. Interestingly, UGC 

involvement was regarded as a ‘distinctive type of audience experience that is based on 

expressivity, performance and collaboration’. The theoretical ground was based on ‘uses and 

gratification’ theory. A survey method was used to generate data from 2010 junior and high 

school students (aged 13 to 17). The researchers found that UGC involvement was negatively 

related to political knowledge but positively related to both online and offline political 

participation. This finding was consistent with Kaufhold et al. (2010). However, informational 

media use was positively related to UGC involvement and to political knowledge.   

Studies conducted by Leung (2009), Kaufhold et al. (2010) and Östman (2012) 

demonstrate the importance of UGC involvement in relation to democratic engagement in the 

media research field. These researches are particularly important for my study because I aim 

to examine college students’ involvement in generating news content. All the researchers have 

successfully examined and explained the functional aspect of UGC involvement in terms of 

democratic participation. However, Kaufhold et al. (2010) and Östman (2012) did not pay any 

attention to the motivations for any kind of UGC involvement, including “news 

dissemination”. Therefore, despite the fact that the authors invested time and energy to 

investigate the relationships between UCG and democratic engagement they failed to explain 

why people participate in UGC. Leung (2009), on the other hand, succeeded to reveal 

people’s motivations behind UGC involvement in general, but did not concentrate on any 

specific form of UGC which involves “news”. The potentiality of “news dissemination” as a 

unique form of UGC involvement and motivations for its usage were therefore neglected in 

these reviewed researches. Leung also failed to investigate the extent of UGC involvement. 

These set my research objective to find out especially the motives for ‘news dissemination” 

and the extent of its usage.       

A detailed survey of published research shows that different theories have been practiced 

depending on the research perspectives although quantitative research is the most practiced 

research method in media studies. Interestingly, researchers’ profound interest in 

understanding collage students’ news media consumption patterns is central in many studies 

described in section 2.1. However, none has investigated students’ role as information sharer, 

and their motivation for it. On the other hand, consulted researches (section 2.2) focused 
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especially on the relationships between UGC involvement and democratic engagement. 

However, these studies have paid no attention to media content consumption and the 

underlying motivations for consumption. Moreover, I haven’t found a suitable published 

research that investigated both consumption and dissemination by users. Thus, the 

relationship between news consumption and news dissemination by college students has not 

been examined either. I aim to explore this perspective, which has been neglected so far, and 

fill this gap. Furthermore, my research will also shed some light on gratifications or motives 

associated with news consumption and news dissemination, which has also been overlooked.   

The proposed study is a continuation of above mentioned six researches, and falls in an 

active and relevant research field. I believe the proposed study will contribute to our 

understanding of the college students’ role as news media user observed from several 

different perspectives.  

3. Theory  

3.1. “Uses and gratifications” theory  

A limited effects theory was primarily initiated by Katz and Lazarfeld (1955) within their 

concept of ‘two steps model’. The ‘limited effect theory’ establishes the view that media is 

not very influential which dismisses the ‘hypodermic needle theory’ (aka ‘direct effect 

theory’). However, research traditions shifted away from the two steps model and developed 

‘uses and gratifications theory’ (Katz et al., 1974, McQuail et al. 1972).  

Seeking a simple answer to the question ‘what people do with the media’ (Blumler and 

Katz, 1974) developed the concerned among mass communication researchers and initiated 

outset of the approach. The assumption behind the ‘uses and gratifications’ approach is that 

the audience use their own needs and desires for understanding media message.  The approach 

considers audience as human being with psychological needs (Ang, 1990) and suggests that 

people actively engage in the selection of media material in order to satisfy their needs. The 

concept of active audience is one of the founding stone of ‘Uses and gratifications’ theory. 

Earlier studies (Ang, 1990; McQuail, 2010; Rosengren et al. 1985; Blumler and Katz, 1974; 

Jensen and Rosengren, 1990; Meyrowitz, 2002; Levy and Windahl, 1984) has vividly 

suggested and agreed upon that audience is active in the process of media content selection 

and media use. Media, according to Meyrowitz (2002:101), doesn’t affect people much; 

instead it’s the people who by their selective use of media affect the media and therefore, he 

suggested, media should accordingly adapt audiences’ need in order to survive competition. 
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Audience selectively uses only those specific mediums which gratify their specific needs. 

According to Ang (1990) this media selection is a highly motivated activity. The author (ibid. 

1990:159) describes that “people use media because they expect that doing so would gratify 

them” and fulfils their personal needs. These gratifications provide the audience the 

satisfaction of their social and psychological needs (Katz et al. 1974).  

According to Katz et al. (1974:20) the ‘uses and gratifications’ approach is concerned with: 

“1) the social and psychological origins of 2) needs which generate 3) expectations of 4) 

the mass media or other sources which lead to 5) differential exposure (or engaging in 

other activities), resulting in 6) need gratification and 7) other consequences.”   

The functionalist theory explains media as a social system and in terms of ‘needs’ 

(McQuail, 2010:98). Fulfilling and gratifying individual’s (i.e. audience) psychological 

demands/needs - that is to say, relaxation, tension reduction as well as gaining information- 

media helps the society to function properly without any breakdown.  

“This, in turn, presupposes that individuals also use media for related purpose, 

such as personal guidance, relaxation, adjustment, information and identity 

formation.”(McQuail, 2010:423) 

According to Rosengren (1974) there are certain basic needs which interact with 

personal characteristics, and the social context of the individual generates motives and 

gratification behaviours occur from the use of a particular media or by involving in other 

activities. 

The purpose of uses and gratifications (U&G) research model is to identify and measure 

the extent of these needs and the degree of their satisfaction (Jensen and Rosengren, 1990). 

An important premise of the U&G approach is to study the functions of media in individual’s 

life. My research questions are developed based on these aspects. Hence, the ‘uses and 

gratifications’ approach is the appropriate theoretical framework for my proposed research. 

The U&G research approach seeks to answer why people use various media (Katz et al. 1974) 

and ‘which medium they use in order to gratify their needs’ (Meyrowitz, 2002:101) perfectly 

reassemble with my research objectives.  The magnitude of this approach is that it describes 

audience as active and that ‘media use is goal-directed’ (Leung, 2009; Palmgreen et al., 

1985). 

There are six major research categories in ‘Uses and gratifications’ approach to obtain 

the answer to the base question ‘what people do with media’. These research categories are 

enriched with corpus of studies. The categories are as follows: (Palmgreen et al. 1985:18) 
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1. Social and psychological origins of media gratification  

2. Expectancy-value approach 

3. Audience activity  

4. Gratifications sought and obtained  

5. Gratifications and media consumption  

6. Gratifications and media effects  

Although there are several ways, as mentioned above, to find out about college 

students’ news consumption and dissemination rituals, I chose ‘gratification sought’ approach 

as my research questions are directed towards the motivation of consumption and 

dissemination.    

 However, there are some limitations in U&G approach. Ang (1990:159pp) points out 

that ‘uses and gratifications’ approach fails to take account of the social setting and context in 

which media consumption occurs. The approach fails to explain how audience constructs 

meaning in their social context. It also fails to shed the light on how media incorporate with 

our everyday lives.   

3.1.1. Gratification sought (motives) 

According to Palmgreen et al. (1985) most of media use can be considered as goal directed 

and a wide range of gratifications can be fulfilled by media use. In modern time there are 

myriad media alternatives to select from. When audiences selectively use some of these media 

alternatives they must have some idea that their selected medium would satisfy their needs 

(Palmgreen et al. 1985). Audience has certain expectations from media characteristics which 

influence them to seek gratification from these media. This would then result in media 

consumption and/or dissemination. If the consumed/disseminated media content fulfils 

people’s needs then the gratification reinforces the initial belief about the selected 

media/program and they would continue using. Conversely, it will attribute in switching to 

other media and program if they are not satisfied. Briefly, media use is driven by 

psychological motives and is a very motivational act.  

Blumler (1985:42) puts it very interestingly to describe audience member’s gratifications. 

He wrote “…when he or she has an itch (for escape perhaps), Dynasty will scratch it”. 

Expectation is the motivation for media use, in other words media offers rewards to 

audience ‘on the basis of relevant past experiences’ (McQuail, 2010:426). McQuail 

(2010:423) enhances further by noting that the relative affinity of people with different media 
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depends on the expectations and gratifications. In other words, people choose different media 

for different gratification. Similarly, Leung (2009), Diddi and LaRose (2006) and 

Hoplamazian and Feaster (2009) also has showed that media use is driven by motivations and 

that different media serves different gratifications.  

“Furthermore, different media are said to be patronized for their varying capability of 

satisfying such requirements-as if they were merely means to the realization of personal 

desires.” -  (Rosengren et al. 1985:42) 

Four categories, Surveillance, Personal identity, Personal relationships and Diversion, 

were drawn to typify the media satisfactions in ‘uses and gratifications’ approach (McQuail et 

al. 1972: 155 pp):  

1. Surveillance: Media use offers information on the events and incidence that are taking 

place in various parts of the world and in the society. It helps people to keep up with 

current issues and stay informed. This cognitive motivation provides information gain 

(Blumler, 1979). In addition, it promotes informational learning. It satisfies people’s 

curiosity and interest. By using media people can also get advice on various matters. 

2. Personal identity: According to Blumler (1979) the ‘personal identity’ motivation 

represents “ways of using media materials to give added salience to something 

important in the audience member’s own life or situation”. The use of media reinforces 

people’s personal values and beliefs. It helps people in their self-construction and to 

find out their identity (personal reference for individuals). It helps people to recognize 

their personal situation and problems in their own lives (reality exploration) and find 

their behavioural models.  

3. Personal relationships: Media use provides subjects and topics for discussions in order 

to maintain social interaction and personal relationships. People can share their opinion 

and thought with others. And by doing so people also get to know what other people are 

thinking; people get insight into others’ situations. Moreover, it provides a sense of 

belonging, a form of companionship to the audience.  It helps people to carry out social 

roles. 

4. Diversion: Media use allows its audience to escape from the daily routine and being 

diverted from constrains and/ or problems of everyday life. Media use gives people 

enjoyment, reduces stress and helps to escape boredom. Spending/filling time is another 

feature of media usage. It provides an emotional release as well as entertainment. 
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Cultural and aesthetic pleasures can be derived from media use as well as sexual 

arousal. 

4. Method and Material 

4.1. Method  

The research has used quantitative surveying as a method for data collection. Johansson 

(2011:87) describes quantitative survey as the method for studying ‘media audience’, and 

summarizes the history of extensive application of this method to examine media 

consumption. The quantitative survey method establishes research objectivity and rationality; 

it has been described as the best method to observe the students’ media behaviour, and to 

study attitudes or behaviours of a group of people who are otherwise difficult to observe 

directly (ibid.). Quantitative survey allows a small sample of the population to represent the 

entire population. Data, which is collected through quantitative survey method, covers a 

greater number of respondents, and thus increase statistical generalization by providing an 

overview on a topic in a large group of respondents. Diddi and LaRose (2006), and 

Hoplamazian and Feaster (2009) demonstrate quantitative survey as the best tools to 

investigate the relationship. My research has applied correlation analysis to examine the 

relationships between students’ actual news consumption and dissemination and the 

motivations for their news consumption and dissemination. Application of quantitative survey 

method is mandatory to successfully perform this analysis. Therefore, quantitative survey 

method model is selected as the best available tools to conduct this research.  

4.2. Material and Sampling 

College students represent the population of this study. 124 students, aged between 18 and 24 

years, were sampled from 6 different schools (School of Natural sciences and technology, 

School of Health and Medical Sciences, School of Humanities, Education and Social 

Sciences, School of Business, School of Law, Psychology and Social work and School of 

Music, Theatre and Art) at Örebro University. The aim was to collect total c 120 samples and 

about 20 students from each of the six schools. On-going courses (teaching session on week 

15 in the year 2012) with c 20 regular students were selected for the research. The sampled 

population represents nearly equal number of female and male students (n 61 and n 63, 

respectively).   

Considered monetary and time constrain, the convenience sampling method was applied 

(Larsson, 2011:63 and Bryman, 2008:183). Many empirical studies in the reviewed 
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literatures, such as Diddi and LaRose (2006) and Hoplamazian and Feaster (2009), have also 

used convenience sampling to select their empirical population. I sampled students from 

multiple schools of the university primarily to reduce sampling bias and to increase the 

variety. The data collection was performed with the help of institutions’ education 

administrators.  

The administrators recommended me suitable courses and provide me the responsible 

teachers’ contacts. I contacted the teachers, and arranged a date and time during week 15. 

Most class visits took places on 12th and 13th April. I went to the classes, described my project 

to the students, and explained them how to answer the questionnaire. I also clarified that 

participation in the survey was voluntary and participant’s identity would remain confidential. 

Although, the classes were bigger (about 30-35 registered students) barely half of them was 

present on the day of survey. The course at the school of Natural sciences and technology had 

very small number (11) of registered students. Therefore, I contacted another teacher who also 

taught a small class in the same school, and asked her permission to conduct the survey in her 

class. As a result, I surveyed two different classes from ‘Natural sciences and technology’ in 

order to balance my sampling. Class students who were over 24 years old did not participated 

in the survey when explained the age limitation.      

Unfortunately, I was able to collect only 81 samples by this process. Therefore, I also 

distributed questionnaires to students, aged between 18-24, at the university library on 12th 

and 13th April and requested them to answer the questionnaire.  

4.3. Designing questionnaire   

I utilized the self-completion questionnaire to obtain responses. Self-completion questionnaire 

allows a faster administration and reduce the sampling cost (Bryman, 2008: 217). In self-

completion questionnaire respondents can answer the questions by themselves just by 

completing the multiple choice questionnaire (Bryman, 2008:216). There are several 

questionnaire designs to choose from; I chose to use the matrix structure for the frequency 

concepts, Likert scale for measuring motives, closed question with two response alternatives 

for gender and an open question for the respondents to fill in his/her age in figures. Matrix 

structure was chosen to save space and subsequently to reduce printing cost of the 

questionnaire. I divide the questionnaire in four parts. The first part consists of background 

questions such as gender and age. The second part aims to measure the frequency of online 

news consumption and the motivations for it. Consuming news through online newspaper, 

blog, online forum or web portal is regarded as online news consumption. The third part 
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measures the frequency of offline news consumption and the motivations for it. Consuming 

news through traditional media – i.e. daily newspaper, radio and TV- is regarded as offline 

news consumption. Finally, the fourth part measures the frequency of news dissemination and 

users’ motivations for this.  

I have constructed close questions (Bryman, 2012:166) in matrix structure with a 

multiple-indicator/ set of attitudes relating to the concept where the respondents can answer 

by crossing or ticking the best alternative of his/her preference (see appendix 1). Likert scale 

is used to measure the respondents’ attitude towards the motivation concept. Likert scale is a 

very prominent tool for examining attitudes.  According to Bryman (ibid.) Likert scale 

measures the ‘intensity of feelings about the area in question’. As I am investigating the 

students’ attitudes on news consumption and dissemination of news I believe Likert scale is 

the best tool to measure the motivations. Following the gratifications typology, proposed by 

McQuail et al. (1972), I selected the four primary motivations namely Surveillance, Identity, 

Personal relationships and Diversion. Each motive is consisted of three statements (e.g. 

variables) and each statement is measured by four response alternatives (e.g. attitudes) where 

the respondent can select between ‘Exactly right’, ‘Quite right’, ‘Not quite right’ and ‘Not 

right at all’. So basically the motivations are measured by attitudes.  

It is noticeable that there is no so called ‘neutral’ alternative while measuring the 

motivation concept. Several researchers (Bryman, 2012:259; Krosnick et al. 2002) have 

argued that a neutral alternative tends to provide a chance to answer randomly when they are 

not sincere in answering and results a dispute in the answers. Having two positive and two 

negative alternatives in the matrix reduces this dispute and provides a fair result.  

Matrix structure is also used to find out about the students’ actual consumption and 

dissemination of news, e.g. the frequency of consumption and dissemination. In the simple 

matrix form closed questions with multiple answers set are created. The respondents can 

choose between 5 alternatives; ‘at least 5 days a week’, ‘3-4 days a week’, ‘2-1 days a week’, 

‘once a month’ and ‘never’.  

Each sub-statements or variables are pre-coded. Following Likert scale’s rule the coding 

is carried so that the highest score is given to the very positive feeling and lowest score is 

given to the very negative feelings (Bryman, 2008:146).   

4.4. Measurement  

Multiple indicators/items are used for all measures, namely ‘Motives’ and ‘Frequency,’. 

Answers to the items are summed up to form a score for each respondent. The aggregated 
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scores are then divided by the number of items, thereby creating “mean scores” of the 

measures which have been used in the subsequent analysis.  

Motives: The questions in the distributed questionnaire fall in three categories: 1) motivations 

for online news consumption, 2) motivations for offline news consumption and 3) finally 

motivations behind news dissemination (Appendix 1). A combination of four media motives, 

namely surveillance, identity, personal relationships and diversion is used to measure the 

motives for consumption and dissemination of news. Gratifications items, which were applied 

in previous researches to explore internet usage (Papacharissi and Rubin, 2000), motivations 

for Internet and traditional news media use (Dimmick, Chen and Li, 2004), user generated 

content involvement (Leung, 2009; Kaufhold et al., 2010), are further developed and/or 

changed according to the research questions to fit into the survey questionnaire. Additional 

items were also added in order to capture and elaborate the best answer and feelings. Thirty 

eight items were selected for the final questionnaire among a total of 48 items where the rest 

were rejected due to their repetitive, confusing and inappropriate nature. Each motive is 

presented with three items to capture and elaborate respondents’ feelings and attitudes about 

each motive. ‘Surveillance’ consisted of three items where statements about informational 

news use were described such as “You are informed about important incidents”. One of the 

three items to describe “diversion” motive for both news consumption and news 

dissemination was “it passes time”. Similarly, to describe “Identity” another three items were 

developed. One of the most interesting of them was the statement “You seem smart, trendy 

and cool”. The statement (item) “you can share your opinions and thoughts with other’ 

represented the motivation “personal relationships” which contained another two items. It 

worth noting that both online- and offline consumptions as well as news dissemination, all 

these three categories consisted of identical sets of items. The respondents were asked to 

describe how much their motives for consuming (both online and offline) and disseminating 

news resemble with the four points Likert scale where 1 represented absolute disagreement 

Not right at all, 2= Not quite right, 3= Quite right and 4 represented absolute agreement 

Exactly right.  The four point Likert scale was adapted from Papacharissi and Rubin (2000), 

Dimmick et al. (2004), Leung (2009) and Kaufhold et al. (2010).  

Frequency of use: Respondents were asked “How often do you usually read news online on 

following ways:” with four ways, on blog, on forum, via web portal and on online newspaper, 

listed on the questionnaire along with a few examples to elaborate them further. Similarly, 

respondents were asked “How often do you usually read/listen to news offline on following 
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ways:” with three ways, on radio, on TV and on daily newspaper, listed on the questionnaire. 

On the other hand, two ways of news dissemination were presented on the questionnaire 

regarding the question “How often do you use internet to share news …”.  A 5 point scale, 

which was developed from Leung (2009) and Kaufhold et al. (2010), was used for each of the 

above mentioned category to quantify the actual consumption and dissemination. The 

frequency options was ranged from 1= Never, through 2= Once a month, to 5= At least 5 days 

a week.  

4.5. Method problem 

The self-completion questionnaire method, however, is not flawless (Bryman, 2008: 218pp) 

and has following limitations: 

1. I used convenience sampling, which is a non-probability sampling method. Therefore, 

sampling bias may have occurred in this study due to the exclusion of Medical school and 

school of Hospitality, Culinary arts and Meal science. This may cause the systematic 

distortion of the sampling (sampling error).  

2. Respondents could not elaborate their answers since the questionnaire was based on 

closed question format.  

3. Despite the fact that I was present during the survey, and explained the questions in 

advance misunderstanding and/or misinterpretation of question by students cannot be 

ruled out. Moreover, the general lack of interest among students to fill up questionnaire 

may result in randomness in answering the questions. Therefore, a neutral alternative was 

consciously avoided in the multiple alternatives set to reduce the missing data and the 

distortion of data.  

4. The survey method can also cause overestimation and over-quantification (Johansson, 

2011: 87).    

4.6. Validity and Reliability 

Ekström and Larsson (2011) describe validity and reliability as two of the most important 

components in scientific research. Validity implies whether one really measures what is 

intended to measure (ibid. 14pp). Validity occurs when observation reflects research 

statements. The term ‘reliability’’ measures the level of confidence of a concept and the 

repeatability of a study (Bryman, 2008:31). Bryman (ibid. p. 149) uses reliability to define the 

‘consistency of a measure of a concept’.  
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The measurement for this research has been developed from Dimmick et al. (2004) and 

Diddi and LaRose (2006) for news consumptions, and from Leung (2009), Papacharissi and 

Rubin, (2000) and Kaufhold et al. (2010) for news dissemination. The above mentioned 

measurements have successfully tested validity and reliability. Having adopted a 

measurement that is validated by previous studies increases the validation of my research. 

Therefore, I believe that my research succeeds to measure what it is intended to measure; that 

is the extent of and motivations for college students’ news consumption and news 

dissemination.  

According to Bryman (2008:332) reliability test can only be done in probability 

sampling. I used a non-probable sampling method, and therefore reliability test by statistical 

significance cannot be tested in this research. However, in spite of having non-probable 

samples, several empirical studies, for example Papacharissi and Rubin (2000) and Diddi and 

LaRose (2006), have tested statistical inference in order to test how generalizable their 

research results are to the sample. Motivated by these two studies, statistical inference has 

been tested in this study to gauge the confidence level of the concepts. Thus, it could be said 

that the results of this study are both valid and reliable.  

4.7. Methodical limitations 

I confined my research within the college students of Örebro University campus. Thus the 

statistical generalizability for the proposed study is therefore limited. Considering that I have 

such small sample, 124 students, and they all are registered to just one university campus and 

resided most probably in one city, I cannot argue that my study has very high generalization. 

However, great care has been taken in this study in order to attain a balanced sample, with 

regards to gender distribution, and varied education fields. In addition, a test of statistical 

significance (statistical inference) has been done to determine the generalizability of the result 

to the sampled population. Therefore, it can be assumed that the results of this study are 

applicable in other contexts.  

5. Results and analysis   

The research intends to present empirically and theoretically justified quantitative data.  The 

result shows:  

1) the frequency of collage students’ news consumption and news dissemination, and  

2) their motivations for news consumption and for news dissemination.  



18 
 

The research also aims to find out the correlations, if any, between the actual 

consumption and dissemination of news and the motivations. I also compared the outcome of 

this research with that of Stempel III and Hargrove’s (1996), who has predicted that the 

consumption of internet as a news source would fall behind other media. One thing is very 

important to note here is that the motivations for news consumption and dissemination of 

news has been measured through measuring their attitudes. I measured how they feel about a 

statement concerning a particular area of topic, for example ‘watching news on TV is fun’ or 

‘reading news online is good because you get informed about important incidents’ etc. The 

reason behind using attitude scale or commonly known as ‘Likert scale’; this scale is used to 

find out about ‘what students really feel’ than ‘what they really do’. Students can consume 

news in one way but perhaps they feel differently about their consumption. They probably 

listen to news highlight on Radio while driving because they do not have time read detailed 

news on online newspaper or sufficient resource to buy a printed newspaper. However, given 

a choice, they would probably prefer daily newspaper for detailed news. Structuring the 

questions/statements in such a format where they could answer how they would have liked to 

do something instead of what they actually do, makes an enormous difference. If I had not 

used Likert scale I might not have succeeded capturing the students’ actual feeling or 

motivations for their consumption and dissemination.   

I hope that this carefully generated data will help us understand youth’s media 

preferences and their motivation for news consumption and dissemination. Furthermore this 

data will also contribute to understanding young people’s civic participation through the 

dissemination of news. This study comprises two very vital aspects of consumption and 

dissemination of news. Studying ‘user generated content’, e.g. the reproduction and spreading 

of news by its user, is proved to be a significant research topic in present day media research 

field. Until today many studies, e.g. Gillmore (2006) Kaufhold et al. (2010), Leung (2009) 

and Östman (2012), were done concerning ‘user generated content’, however, insignificant 

number of work has been done involving on one hand specifically and solely ‘news 

dissemination’, and on the other hand the relationship between consumption and 

dissemination of news.  

I used SPSS (version 20) software to generate frequency, scale, mean score and 

correlations among the data.  
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5.1. Results 

The data generated from the questionnaires shows that students of 18 -24 years rely more 

frequently on offline news services, especially mass media, than on online news services. I 

compared the consumption of online news with the consumption of offline news and found 

that the consumption of offline news is greater (M = 3.07, SD = 0.89) than the consumption of 

online news (M =2.76, SD =0.78). Furthermore, the mean dissemination of news in the 

sample is comparatively lower (M =2.05, SD = 1.09) than both offline and online news 

consumptions.  

Table 1: Online and offline consumptions and dissemination 

Online news consumption

Mean SDN

1,09

3,07

115

122

113

2,05
Valid N (listwise)

Offline news consumption                    

News dissemination                  123

2,76 0,78

0,89

 

5.1.1. Frequencies of online and offline news consumptions and news dissemination 

While only 18,5 % students read daily newspaper at least 5 days a week, a whopping 48% 

students read online newspaper at least 5 days a week (see Chart 1). Only 4,1% ‘never’ uses 

online newspaper. However, other online mediums, blog, online forum and web portal do not 

attract many students as news sources. Only 9,3% of the surveyed population read news on 

blog ‘at least 5 days a week’ whereas 50% of them have never used blog for reading news. 

Online forum and web portal also have only 9,4% and 12% reader respectively who read ‘at 

least 5 days a week’.   
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The data  shows that 29% and 24,2%  of the sampled population read daily newspaper at least 

‘1-2 days a week’ and ‘once a month’ respectively although daily newspaper has very low 

readership when it comes to reading ‘at least 5 days a week’( see Chart 2). Television is the 

leader among the offline news sources attracting 30,1% students, who watch TV ‘at least 5 

days a week’. Consequently, the percentage of students, who ‘never’ watch TV news, is also 

very low (6,5%). Among 124 students only 10.7% , 30,3% and 23% listen to news on radio 

‘at least 5 days a week’, ‘once a month’ and ‘never’, respectively. 
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The data suggests that students’ do not disseminate news as much as they consume 

news. The total number of students who actually disseminate news is very low; with only 

13,7% sharing and 4,1% linking news ‘5 days a week’ (see Chart 3). A great deal of students, 

33,1% for sharing and 56,1% for linking, crossed the ‘never’ box indicating that they never 

spread news at least through these two ways. However, the percentage of news dissemination 

is quite moderate in relation to spreading frequency ‘once a month’. Subsequently, 32.3% 

students share news once a month while 25,2% links news once a month.  
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5.1.2. Online consumption and motivations 

The data indicates (see appendix 2) that students have a higher interest in online news sources 

to fulfil their ‘surveillance’ needs (M = 3.42, SD = 0.49) and online news sources are least 

appealing to them to gratify their ‘identity’ needs (M = 2.36, SD = 0.58). The ‘surveillance’ 

motivation is greater than the ‘identity’ motivation by over one point. Only second to 

‘surveillance’, ’personal relationship’ gained quite high interest (M = 3.08, SD = 0.56) as a 

motivation to consume online news among students. According to the students’ responses 

‘diversion’ is been calculated as a moderate motivation (M = 2.79, SD = 0.61) towards online 

consumption of news.    

The research investigates the possible relationship between actual consumption of news 

(both online and offline) and students’ motivations for their usage. The data indicates that 

there are in fact some positive relationships (see table 2) between online news consumption 

and the motivations but not all of the motivations are related. The ‘diversion’ motivation is 

strongly related to the online consumption of news (r = .496, p< .00). Online news 

consumption is unrelated to ‘surveillance’ and ‘identity’ but positively related to ‘personal 

relationship’ (r = .283, p = .002). Identity is also positively related to online news 

consumption. 

Table 2: Correlations between online and offline news consumptions and motivations 

Surveillance Identity Personal relationships Diversion  Online 
consumption

Offline 
consumption 

.107               .088                    .258                         .333 .276                      1

Online
consumption .159               .191                    .283                        .496 1

.089               .041                    .002                        .000

Offline
consumption

.241               .339                    .004                        .000                 .003
 

Correlations are significant at p < 0.05 level (2-tailed). 
(First rows present correlations and second rows present p values) 

5.1.3. Offline consumption and motivations 

Similar to the result of motivation analysis for online news consumption, the data suggests 

(see appendix 3) that students have a higher degree of agreement with the supposition that one 

of reasons for using offline news sources is to fulfil ‘surveillance’ needs (M= 3.43, SD = 0.52) 

but the same sources are proved to be the least interesting when it comes to acquire ‘identity’ 

needs (M = 2.33, SD = 0.69). Here too the ‘surveillance’ as a motivation is greater than the 

‘identity’ as a motivation by over one point. Another highly interesting motivation for 
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students to consume offline news is to satisfy their ‘personal relationship’ needs (M = 2.95, 

SD = 0.64), the data suggests. Students showed a tendency to acknowledge ‘diversion’ needs 

as a moderate reason to read daily newspaper or watch reports on TV etc. (M = 2.74, SD = 

0.65).  

The data from Pearson’s correlation analysis (see table 2) shows some positive 

relationships between actual consumption of offline news by students and the motivations for 

their usage. The offline consumption of news is found highly related to the ‘diversion’ 

motivation (r =.333, p = < .00) whereas it is basically unrelated to ‘surveillance’ and 

‘identity’ motivations. Offline news consumption is also found largely related to ‘personal 

relationship’ where the significance level is (r =.258, p = .004). 

5.1.4. News dissemination and motivations 

The data points out (see appendix 4) that the students considered ‘personal relationship’ as 

one of the highly motivating reasons to disseminate news (M = 3.18, SD = 0.58). According to 

them ‘surveillance’ is the second most appealing reason behind the spreading of news by its 

user (M = 2.96, SD = 0.58). ‘Diversion’ is also assumed as moderately valid motivation to 

share or linking news with others (M = 2.79, SD = 0.61). Meanwhile, ‘identity’ does not 

generate similarly high interest among students for disseminating news (M = 2.57, SD = 0.74). 

However the differences between these motivations are not highly significant.    

Table 3: Correlations between news dissemination and motivations 

.344             .260 .167                       .104     

.000             .004                   .064                       .255 

Surveillance Identity Personal relationships Diversion  

News Dissemination 

 
Correlations are significant at p < 0.05 level (2-tailed) 
(First row presents correlations and second row presents p values) 

The data from Pearson correlation analysis indicates a significant correlation between 

actual dissemination of news by students and their motivations for it (see table 3). While news 

dissemination is unrelated to ‘personal relationship’ and ‘diversion’, it is highly related to the 

‘surveillance’ (r =.344, p = < .00). A positive relationship between actual news dissemination 

and ‘identity’ is also found (r = .260, p = .004). 
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6. Discussion and conclusions 

The present study examines the relationship between news consumption and news 

dissemination among college students and reveals interesting relationships between the 

motivations. The synthesis of the results is discussed under following sub headings. The study 

reveals interesting findings which are discussed under following sub headings.   

1)  Extent of news consumption and news dissemination.   

2)  Preferred sources for news consumption  

3)  Motives for consumption and dissemination. 

4)  Alternative theories. 

6.1.1. Extent of news consumption and news dissemination 

The result (Table 1) clearly demonstrates that news consumption is higher than news 

dissemination among the college students sampled in this research. This indicates that college 

students are highly interested in news and information consumption. Several researchers (e.g. 

Al-Obaidi et al., 2004; Schlagheck, 1998; Diddi and LaRose, 2006) have suggested that 

young people, aged between 18-24 years, go through massive transformation of their lives, 

and several things happen for the first time in their life. For example, they move out from 

their parents’ home and start living separately. They take the own responsibilities and make 

independent decisions that they most likely have never taken before. As they meet new 

people, make new friends and develop adult behaviour (such as living together with a partner) 

they become more and more interested and aware of events even outside their immediate 

vicinity and/or everyday concern (such as Oslo mass murder, and Sweden’s weapon sell to 

dictators etc.). The transformation takes place so drastically that they go through certain 

psychological and behavioural changes. These changes may initiate their interests in current 

social, political, cultural and economic affairs, issues and events. Moreover at age of 18 they 

gain the right of casting vote. This makes them aware of agendas of different political parties 

participating in the election. One of the most prominent way to receive updated information is 

consumption of news through myriad of online and offline channels. These might encourage 

them to consume the news on a higher rate when comparing with dissemination.  

Dissemination might be regarded as a form of higher degree of consumption, and hence 

it is the product of consumption. The possibility of disseminating media content (in this case 

‘news’) increases consistently with the consumption rate (Östman, 2012). However, it is clear 

from the result (Table 1) that college students do not participate in news dissemination as 

much as they consume news. They may lack the passion and/or motivation when it comes to 
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spreading or sharing the news. ‘Spreading the words’ demands a higher degree of 

involvement and commitment towards the society. Serious involvement in socio-political 

matters can be considered as a characteristic of a serious and dedicated citizen in a democratic 

country. Although, only a fraction of the college students tend to maintain their social 

responsibility by participating in news dissemination, majority of them seem to lack the social 

responsibility of sharing news and informing others. 

On the other hand, we have to keep in mind that there are other possible factors behind 

the collage students’ low interest in news dissemination. A number of researches have shown 

that motivation for media usage depends on the age of participants (Greenberg, 1974; Rubin, 

1979). Therefore, general lack of seriousness due to the young age might be one of the factors 

behind the lower interest in news dissemination. Even though they might consume news to 

keep track of the issues they are probably not serious and mentally mature enough to actively 

participate and/engage in democratic activities through news dissemination and by sharing 

discussing their views, or engage in other democratic activities (protest, participate in 

awareness campaign etc.). Time-constrain and fatigue may also discourage them from 

spreading news and information because they might give priorities to study, self-construction 

and socialization in their spare time. 

6.1.2. Preferred sources for news consumption         

One of the interesting findings of the study is that college students seem to prefer offline news 

sources more often than online news sources (see table 1). Although the consumption of 

online newspaper is higher than the consumption of daily newspaper (printed) and TV news, 

the consumption of combined online news sources (blog, web portal, forum and online 

newspapers) is actually lower than the combined offline news sources (radio, TV and daily 

newspaper).  

According to LaRose and Eastin (2004) people tend to depend on habit when they are 

given several options to choose from for consuming news. The habits persist until a change in 

their daily lifestyle/routine takes place. This is particularly true for students when they leave 

home to go to college (Diddi and LaRose, 2009). Students may move out from their parental 

home although they do not immediately come out from their habit pattern of news 

consumption that they have developed since their childhood; this may precede their contact 

with online news souses (Pew Internet and American Life, 2002). While habitual 

transformation takes time, they continue to follow news through traditional ways which they 

perhaps picked up from their parents, and used to do during their childhood through teenage. 
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In contrary, Diddi and LaRose (2009) have suggested that change in routine may also initiate 

a new consumption patter. These includes listening to radio news while driving to college, 

reading free newspapers while waiting for public transport and watching news on TV while 

having dinner. Therefore, despite the fact that they were born during a digital era and being 

called the “Internet generation”, they seem to rely still on traditional mass media, such as TV, 

radio and newspaper to gratify their appetite for news. Interestingly, this finding supports the 

prediction made by Stempel III and Hargrove (1996) who predicted that internet would lag 

behind other media in future.  

Moreover the social context and domestic sphere in which news consumption takes 

place should also be taken into account. According to Ang (1990), people do not always take 

part in media consumption willingly or deliberately. Sometimes they consume news to avoid 

communication with others or probably are influenced or forced to watch news on TV by 

others. Therefore, more research is necessary to find out their news consumption patterns and 

motives, especially in relation to social context and domestic sphere.                 

6.1.3. Motives for news- consumption and dissemination 

My research findings indicate that some of the most significant findings are associated with 

the motives. Notably, while students’ attitude towards consumption motives are symmetrical 

between online and offline it is diametrical between news consumption and news 

dissemination. This suggests that channels appeared irrelevant to them when it comes to 

motives for news consumption (Table 2). Despite their use of both online and off news 

sources the motives for their news consumption seem to remain the same. It should be noted 

that the motives for consumption and dissemination as described in the questionnaire mark 

students’ feelings, i.e. why they would like to use news, and not their actual reasons for using. 

Initially the questionnaire measures students’ opinion on why one should consider getting 

involved in these forms of news use. According to students’ perception ‘surveillance’ and 

‘personal relationships’ appear to be the greatest motives for news consumptions in 

comparison with ‘identity’ and ‘diversion’. However, significant correlations (p<0.05; Table 

2) between actual consumption and ‘diversion’ and ‘personal relationships’ indicate that 

students’ assumption about motivations is different than their actual reasons for consumption. 

This surprising observation indicates that students consume news not to satisfy their 

‘surveillance’ needs but rather for ‘diversion’, ‘personal relationships’ and ‘identity’. Their 

perception about consumption motives contradicts heavily with what might be their actual 

reasons for consumption. The conflicting relationship arises because college students are not 
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gratified by those reasons they thought they would be, but instead they are satisfied by those 

reasons they had least interest in. In reality, college students might find news consumption 

practical in terms of maintaining relationships and emotional release, but these motives are 

not reflected in their perception of consumption.  

 A study led by Pew Research Center (2002) found that college students are emerging as 

irregular news consumers who are less interested in consuming serious news. As explained 

earlier (see 6.1.1), lack of time and fatigue might play an important role in news use. If 

students had time and energy left they would have liked to consume news for surveillance. 

But in reality they do not get the sufficient time to do so and if they get that time they rely on 

news consumption to escape boredom or pass time and to maintain relationships. It cannot be 

denied that student life can become isolating and stressful with submission deadlines and 

examinations. Therefore, it would not be too hard to image that in such situations students’ 

would choose news content for emotional release, self-recognition and maintaining personal 

relationships rather than for enriching their knowledge. Furthermore, many researches showed 

that diversion motivation is generally highest among younger users (Greenberg, 1974; Rubin, 

1979) supporting our observation.  

 Another unexpected yet highly notable finding relates to dissemination and its motives.  

The study reveals that students have different motives for dissemination and consumption. 

While considering students’ perception, the motives for their news dissemination remain 

almost similar to that of consumption motives where ‘personal relationships’ and 

‘surveillance’ are the greater motivations behind news dissemination. However, table 3 shows 

that ‘surveillance’ and ‘identity’ appeared to be the driving motivations behind students’ 

actual news dissemination while ‘diversion’ and ‘personal relationships’ were the motives for 

actual consumption (table 2). This suggests that students assume dissemination attractive in 

terms of maintaining relationships and relaxation, but these motives do not seem to drive the 

actual use.  

 Despite the very low overall dissemination rate, it should be noted that there were some 

students who participated in the news dissemination. This implies that few out of hundred 

twenty four students were serious and interested enough to spread news. Dissemination is a 

higher degree of consumption thus it is the product of consumption; we may say that higher 

news consumption initiates the dissemination. Therefore, it could be said that those who 

disseminate news are the advanced consumers of news. The involvement in news 

dissemination requires high degree of quality news consumption for surveillance purpose, and 

for enriching their knowledge and getting serious information. It can be assumed that 
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disseminators receive even more information and news about the area in question while 

spreading out the news and information. In term of dissemination students’ surveillance needs 

are fulfilled through broadening their knowledge on the topic and through informing other 

people. Spreading news and information through reproduction and/or sharing may not only 

satisfy their informational needs but also allow them to create their image and eventually help 

them build up their identity. Dissemination could be a great way of ‘showing off’ knowledge, 

expertise, smartness and competency as well as expressing their opinion and getting their 

voice heard in the socio-political platform. Through dissemination people could easily create 

consciousness, demonstrate, protest, propagate and assemble. These activities especially on 

social network sites have become so powerful and important that they are regularly cited in 

news-papers and channels as reference. In own word dissemination provides a power to 

participate in democratic engagement which was otherwise very difficult. By involving in 

such activities people express not only their opinions but themselves. People can express what 

they like and don’t like, what they support and oppose. They build up their personality and 

find their identity.             

 As mentioned in the beginning of the discussion that people have to be involved and 

committed in order to spread important news and information. Being dedicated citizens of the 

society they probably would be interested in spreading news but only if they realize its 

importance in the current socio-political situation. This kind of thinking indicates their 

commitment towards the society.  

 News consumption seems to be a medium for college students’ relaxation and emotional 

release when needed despite the fact that they don’t take news seriously. Furthermore, it 

provides subjects and topics which might initiate conversations, discussions and arguments in 

order to maintain social interaction and personal relationships. Primary motivation for actual 

dissemination, on the other hand, is gathering information. Forming personal image comes 

next to it. Dissemination might be used to gratify their surveillance needs. Gaining popularity 

and establishing themselves as ‘informed’ are among the other usage of dissemination that 

college students may try to achieve. They can embrace their self-constructions as well as 

disclose themselves by using news dissemination as a platform. Hence it is crystal clear that 

dissemination motives are different than consumption motives. It also proves that news 

consumption and news dissemination are solemnly driven by different motives. 

 According to the uses and gratifications’ theory, media use is driven by psychological 

motives. It was found in this study that college students indeed have some psychological and 

emotional needs relating news and information. One cannot deny the pressure and stress many 
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students go through, and the isolation and identity crisis they could suffer. According to a 

study by Rich and Scovel (1987) college students are very prone to depression. These feelings 

create the needs to acquire information, to have fun, to create image and to maintain 

relationships and these actions are perhaps very appropriate to imagine in student life. As a 

result students tend to rely on news consumption and news dissemination to satisfy their 

psychological and needs. Sometimes these actions become necessities in their lives for their 

educational purpose also (Pew Internet and American Life, 2002; Metzger et al., 2003).  

6.1.4. Alternative theories 

Until now it has been discussed that the news use is driven by motivation. However, Parker 

and Plank (2000) presented an alternative theory. They stated that information seeking college 

students are developing the habit of checking university website, web portal sites such as 

Yahoo, Google and MSN, regularly checking emails and online newspapers. In addition, a 

habitual pattern of traditional news media is also found among college students, claims Pew 

Research Center (2002). Therefore, it can be assumed that once college students have selected 

their preferred mediums according to their motivation they continue to follow the using 

pattern regardless of motivations. This in fact opposes the ‘uses and gratifications’ paradigm 

where they are expected to use news depending on their motivations and not for their habitual 

pattern. 

 There is another possible theory that can explain the relationship between motive and 

News use. People to some extent start to use news without having any solid motivation. They 

consume news unconsciously or unintentionally. For example, being involved in certain 

group, activities or in order to avoid such involvement they are influenced to consume news. 

Consuming news in these ways may in turn increase their curiosity about news and moreover, 

they may enjoy ‘keeping up with the news’. And after a while they may realize that using 

news is useful in terms of obtaining general and academic information, getting conversation 

topic, describing their opinion and enjoyment. Briefly after started using news they discover 

its functional and useful sides. Similarly, dissemination of news also probably began 

unplanned and without any reason. Perhaps for the sake of following the current trend college 

students may start disseminating news, but they may soon realize the benefits of sharing 

information, and how dissemination can be useful to them.  

These two theories also explain collage students’ involvement in news consumption and 

news dissemination but from different perspectives which come in absolute conflict with 

U&G theory. 
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6.2. Conclusions  

The objectives of the study were to find out the degree of college student’s news consumption 

and news dissemination and to explore the motives behind their news consumption and news 

dissemination. The research applied ‘uses and gratifications’ theory in order to investigate 

collage students’ gratification motives for consuming and disseminating news. Survey 

methodology was used for data collection. College students, aged between 18 and 24, were 

selected for this study. Special emphasis was given to the selection of equal number of 

participants from both sexes. The result suggests that college students disseminate news lesser 

than their consumption of news. They tend to prefer offline news sources over online news 

sources to obtain news and information. However, channels/media appeared irrelevant to 

them when it comes to motives for news consumption. College students hold similar motives 

for their online and offline news consumption. Their general assumption on motivations 

appear to be different than their actual reasons for consumption and dissemination, and their 

news consumption and dissemination seem to be driven by completely different motives. The 

study shows successful application of the ‘uses and gratifications’ theory in media research. 

 

7. Limitations of the study and future research suggestion  

Although, the study addresses motives behind news consumption and news dissemination and 

the relationship between them it has some limitations that may pave the way to future 

research.  

First, the research intends to study only the news media which limits its scope within this 

specific genre and restricts it from selecting other genres such as quiz shows, talk shows and 

documentaries. Future work should investigate these genres’ potentiality as informational 

sources and application in college students’ lives in relation to information consumption and 

dissemination.  

Second, I chose to focus on the psychological perspective of news use; hence all the 

motives applied in the study represent psychological reasons for news use. However, this 

restricts me from examining other motives, such as affordability, convenience, promptness, 

time consumption, and moreover the social setting and domestic sphere in which the news use 

takes place. Future research should, therefore, employ indicator that would measure the above 

mentioned aspects of news use.  
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Third, dissemination can take place in several ways. Oral dissemination is an example of 

spreading news offline. Katz and Lazersfeld (1955) suggested such activity in their ‘two step 

model’ where ‘opinion leaders’ were the primary consumers and disseminators were 

secondary consumers.  But I selected to study only the online news dissemination which 

limits my scope to look into other ways of dissemination. This suggests another area for 

future research. Taking into account of several dissemination methods would increase the 

understanding collage students’ engagement in democratic activities through both online and 

offline participation.  

Fourth, this research does not explore the kind of news content college students consume 

and disseminate. Moreover, it does not find the relationships between consumption and 

dissemination motives in relation to ‘news content.’ Future research can contribute by 

examining the types of content consumed and disseminated, and relationships between 

consumption and dissemination motives in relation to ‘news content’. 

Finally, the present research is a small scale research; hence a small quantitative survey 

enquiry may not be sufficient to provide a theoretical overview of all the motives for news 

consumption and dissemination. Therefore, more research is needed to get a comprehensive 

overview of the motives associated with news consumption and news dissemination.   
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APPENDIX 1 
 
 

Studenters medievanor 
OBS! Vänligen svara på enkäten bara om du är 18-24 år  

Att svara på enkäten är frivilligt och din identitet är konfidentiell 
Jag tackar dig i förväg för din medverkan! 

Markera ditt svar med ett kryss på varje rad 
 

1. Kön: Kvinna □           Man □ 
2. Ålder: ……. 

 
Att läsa nyheter 

 
3. Hur ofta brukar du läsa nyheter på nätet på följandesätt:   

                            
 Minst 

5 
dagar 

i 
vecka   

3-4 
dagar i 
veckan  

2-1 
dagar i 
veckan 

1 gång 
 i 

månaden  

Aldrig 

På blogg □ □ □ □ □ 
På online-forum □     □     □ □ □ 
Via webbportal (t.ex. msn, yahoo, google) □ □     □ □ □ 
Via nättidning (t.ex. dn.se, svd.se) □ □     □ □ □ 

 
4. Att ta del av onlinenyheter är bra därför att: 
 Stämmer 

precis 
Stämmer 
ganska 

bra 
   

Stämmer 
inte så 

bra 

Stämmer 
inte alls 

Man får veta vad som händer i omvärlden □ □ □ □ 

Man får inblick i dagens samhällsfrågor 
eller politiska frågor 

□       □ □ □ 

Man blir informerad om viktiga händelser □ □ □ □ 
 
Att ta del av onlinenyheter är bra därför att: 
 Stämmer 

precis 
Stämmer 
ganska 

bra 
   

Stämmer 
inte så 

bra 

Stämmer 
inte alls 

Man får respekt av andra som en  
kunnig person 

□ □ □ □ 

Man framstår som smart, trendig och kul □ □ □ □ 
Man visar andra vad man själv gillar  
och ogillar 

□ □ □ □ 

Man får samtalsämnen □ □ □ □ 
Man kan dela sina åsikter och tankar 
med andra 

□       □ □ □ 



Man får veta vad andra tycker om  
olika samhälls- eller/och politiska frågor 

□ □ □ □ 

     
Det fördriver tiden □ □ □ □ 
Det är kul □ □ □ □ 
Det är avkopplande  □ □ □ □ 

 
 

 
 

5. Hur ofta brukar du ta del av nyheter via massmedier på följandesätt:   
                            

 Minst 5 
dagar i 
veckan   

3-4 
dagar i 
veckan   

2-1 
dagar i 
 veckan 

1 gång 
i 

månaden  

Aldrig 

På radio □ □ □ □ □ 
På TV □      □      □ □ □ 
I dagstidning  □ □      □ □ □ 

 
6. Att ta del av nyheter via massmedier är bra därför att: 
 
 Stämmer 

precis 
Stämmer 
ganska 

bra 
   

Stämmer 
inte så 

bra 

Stämmer 
inte alls 

Man får veta vad som händer i omvärlden □ □ □ □ 
Man får inblick i dagens samhällsfrågor 
eller politiska frågor 

□       □ □ □ 

Man blir informerad om viktiga händelser □ □ □ □ 
     
Man vinner respekt som kunnig person □ □ □ □ 
Man framstår som smart, trendig och kul □ □ □ □ 

Man visar andra vad man själv gillar  
och ogillar 

□ □ □ □ 

     
Man får samtalsämnen □ □ □ □ 
Man kan dela sina åsikter och tankar 
med andra 

□       □ □ □ 

Man får veta vad andra tycker om  
olika samhälls- eller/och politiska frågor 

□ □ □ □ 

     
Det fördriver tiden □ □ □ □ 
Det är kul □ □ □ □ 
Det är avkopplande  □ □ □ □ 

 
                          

 
 
 



Att dela nyheter 
 

7. Hur ofta brukar du använda nätet på följandesätt:  
   

                           Minst 5 
dagar i 
veckan   

3-4 
dagar i 
veckan   

2-1 
dagar i 
veckan 

1 gång  
i 

månaden  

Aldrig 

Att dela med sig av nyheter  
(t.ex. med vänner på Facebook) 

□ □    □ □ □ 

Att länka till nyheter  
(t.ex. på blogg, forum, twitter) 

□ □ □ □ □ 

 
8. Att dela med sig av/länka till nyheter på nätet är bra därför att: 

 
 Stämmer 

precis 
Stämmer 
ganska 

bra 
 

Stämmer 
inte så 

bra 

Stämmer 
inte alls 

Man får veta vad som händer i omvärlden □ □ □ □ 

Man får inblick i dagens samhällsfrågor 
eller politiska frågor 

□       □ □ □ 

Man blir informerad om viktiga händelser □ □ □ □ 
     
Man vinner respekt som kunnig person □ □ □ □ 
Man framstår som smart, trendig och kul □ □ □ □ 
Man visar andra vad man själv gillar  
och ogillar 

□ □ □ □ 

     
Man får samtalsämnen □ □ □ □ 
Man kan dela sina åsikter och tankar 
med andra 

□       □ □ □ 

Man får veta vad andra tycker om  
olika samhälls- eller/och politiska frågor 

□ □ □ □ 

     
Det fördriver tiden □ □ □ □ 
Det är kul □ □ □ □ 
Det är avkopplande  □ □ □ □ 
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Surveillance

Mean SDN

0.61

2.36

123

124

122

2.79

Valid N (listwise)

Identity

Personal relationships 124

0.49

0.58

Diversion 123

3.42

3.08 0.56

Motivations of online news consumption

Surveillance

Mean SDN

0.65

2.33

123

123

121

2.74

Valid N (listwise)

Identity

Personal relationships 124

0.52

0.69

Diversion 123

3.43

2.95 0.64

Motivations of offline news consumption

Surveillance

Mean SDN

0.61

2.57

124

122

121

2.79

Valid N (listwise)

Identity

Personal relationships 124

0.58

0.74

Diversion 123

2.96

3.18 0.58

Motivations of news dissemination




