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Abstract 

This social research was carried out to find out the influence of multiplatform broadcasting 

on the 2016 EU Referendum Election on selected Cambridge residents.  The City of 

Cambridge was examined as a case study and respondents were largely drawn from the 

student population that represents the highest proportion of the population of Cambridge city 

who are people of voting age. Cambridge city was divided into four zones for this study and a 

questionnaire bearing eleven direct and indirect questions was drawn in such a way as to 

simplify the questions and focus attention on the research question as much as possible. The 

study showed the increasing importance of the internet and multiplatform broadcast in the 

way the population sampled access their information, even as the traditional television seems 

to be holding forth as an important medium especially for news and current affairs. The 

research concluded by drawing attention to the fact that multiplatform broadcasting is fast 

becoming the norm amongst the contemporary audience. A more coherent ideology, 

monitoring and regulatory oversight of the internet is needed; as it becomes evident that the 

various media are converging on the internet. There is need to  be engagement in more 

studies in order to get a better understanding of the effect of multiplatform broadcasting in 

the public sphere.  
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Chapter 1 

Introduction 

The European Union was founded after the Second World War as an economic union to 

promote trading and industrial activities between member states. It has since grown to be a 

political union of twenty eight European Countries with headquarters in Brussels (europa.eu, 

2016). 

The amount of texts in form of photographs, sounds, video as well as letters and symbols that 

was being generated day after day during the campaign and especially in the build-up to the 

day of referendum election were staggering. The need to broadcast the campaign in the most 

effective way in todays’ internet-driven media environment led to the extensive use of new 

media and multimedia platforms such as Twitters in such a manner that has never been 

witnessed before. The old media’s well established role as the sole harbinger of information 

was tested to its limits.  

The extent to which the Cambridge residents were influenced by the use of multiplatform 

broadcasting during the referendum campaign and resulting election is therefore being 

studied in this project. The ambition is to try and find out how sampled Cambridge residents 

are gaining access to news and information and draw necessary conclusions with the aid of 

the data and result obtained about how access to information via multiplatform broadcasting 

has influenced their actions during the 2016 EU Referendum. It is also hoped that the data 

obtained will show how information dissemination is fairing between the conventional radio 

and television broadcasting and the new media that involves convergence of forms 

particularly the internet and the social media.    
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Background Information 

Broadcasting has been one of man’s best inventions. It has been used to get people within a 

community engaged and informed. This is done through the creation and utilization of texts 

in various forms such as language, signs and codes (Watson, 2008, pp.41-49). The word 

‘Broadcasting’ has been used mainly as an agricultural term in describing seed sowing by 

hand all across the field. The technique of wide distribution of seed from a central point 

inspired the use of the word soon as the broadcast technology started (Geraghty and Lusted, 

1998, pp.20). ‘Broadcasting’ as a word has been widely adopted for use as a standard 

industry term meaning a distribution method for radio and television  (Hartley, 2011, pp. 35).   

For years, the idea or concept of broadcasting has been solely in the form of distribution from 

the centre to the outside via a terrestrial medium. This form of distribution normally is a 

single channel or one-way form of communication that flows from the broadcaster (sender) to 

the audience (receiver) either in the form of radio (audio) or television (audio-visual). 

However, the introduction of the digital television led to a dramatic improvement in the 

quality of television picture and sound, as well as the possibility and reality of convergence of 

various media via the internet. The result of this is a television that has become more 

dynamic in character and form; in that the television now broadcast radio content alongside 

other media as well. The television has become interactive and much, more adaptable with 

not only the producers of content and broadcasters, but also the users have become more 

interactive and capable of producing their own content (Zettl, 2012, pp.82). 

Broadcasting has been a propaganda tool in the hands of various government institutions 

since its inception. In the World War II, it was used extensively to propagate the Nazi 

Germany’s wartime political messages and programmes through the Reich Broadcasting 

Corporation in 1936 (Aylett, 2008). In the United Kingdom, the British government and her 
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allies through the BBC and other friendly networks used radio broadcasting extensively to 

inform and propagate the British and Allied governments’ agenda during and after the World 

War II (YouTube, 2017). In the post- World War II era, the radio and television grew in 

prominence and influence as important carriers of texts and codes for news and 

entertainment, as they gained access into many homes in the UK.  

As the radio and television grew in influence in the UK; so it did throughout the whole of 

Europe. The council of Europe was created in 1948 after the Second World War. The 1950’s 

Schuman Declaration ultimately ushered in the European Economic Community (EEC) in 

1958 in a bid to foster trading and economic cooperation between European Nations. A huge 

Single Market was thus formed with the idea that countries that trades with one another 

become economically interdependent and less likely to go to war (EU, 2017a and b). 

The re-building of Germany; which was divided after the Second World War and the 

emergence of the European Economic Community (EEC) and her growing influence 

economically and politically will make state-funded broadcasting an important diplomatic 

and national programme, as European nations and their opposing major allies such as the 

United States and USSR sought to wield more influence all across Europe. The USSR 

officially ceased to exist on the 25
th

 of December, 1991, as the USSR flag flew on Kremlin 

for the last time; thus ending the Cold War and paving the way for the German Unification 

(History Online, 2017).  

In the midst of these political developments, broadcast technology keeps changing. With 

these technological changes; previous assumptions about the nature of broadcast media are 

being challenged. The 1980s and 1990s witnessed increased use of satellite technologies in 

broadcasting of live images and sound globally (Hodkinson, 2011, p.32). Satellite 

broadcasting featured prominently in the reporting of the 1990 fall of Berlin Wall; which 
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brought about the German Unification. With the Maastricht Treaty on the European Union 

following in December, 1991; the road was paved for the political integration of European 

Union member states with the single currency and free movement of people within the 

Schengen and the 28 EU member States as at January, 2007 (BBC History, 2017). 

The UK’s membership of the EU has a turbulent past that has resulted in two referendums in 

1975 and 2016 and by 2014, when the former Prime Minister David Cameron famously said 

he was ready to lead Britain out of the EU over the issue of migration; it was obvious that 

many issues had to be addressed between the EU and Britain. As a result, David Cameron 

announced in February, 2016 that “an In/Out EU Referendum on Britain's membership of the 

EU would take place on June 23, 2016” (The Telegraph, 2016). 

Meanwhile, the EU legislation has legalised and accommodated transnational broadcasting, 

as well as the new space enabled by digitalization of broadcasting and internet powered 

media convergence, the commercial environment became favourable to market broadcast 

products across Europe and the Public Service Broadcasters and transnational media 

organisations such as the BBC, Euronews, CNN, BskyB exploited the rules and expanded 

beyond their national borders   (Chalaby, 2009, pp.2-3). The combined effect of all these on 

the medium of exchange of news and information is still being studied, as it cuts across 

different subject areas.  

Digital technology also made two-way communication easier to access and manage by the 

users (public) dispersed in diverse places anytime they need access, making it easier for the 

audience (public) to gain credible information and cultural assets like educative programmes 

(Hodkinson, 2011, pp.156- 157). Consequently, web 2.0 based broadcasting is increasingly 

common, with niche audiences (narrowcasting) now equally important as opposed to 

previous mass audience-based broadcast programming (Branston and Stafford, 1996, pp.80). 
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The way in which voters are influenced or motivated by the use of these digital media into 

getting involved especially in political process is still under much query and doubt.  

The extent to which internet technology has driven broadcasting is reflected in the late 1990s 

opinion that broadcast of regular TV signals over the internet is a thing for the future because 

of the ’huge’ transmission capacity (in terms of internet bandwidth) that would be required to 

ensure a standard video quality (Castells, 2000, pp.393). The web 2.0 has since been 

inaugurated successfully into the internet culture and no longer is anyone disputing the ability 

of the internet to hold interactive broadcast traffic (Watson, 2008, pp.283-284). 

Different schools of thoughts has commented about the nexus between globalization, 

technological changes and the new media effect that has been the primary force behind the 

new world’s socio-cultural restructuring and reformation. The internet and web 2.0-powered 

modern electronic media help facilitate inter-connectedness over vast distances, such that no 

single political force or ideology can now control the public sphere (Thornham, Bassett and 

Marris, 2009, pp.671-672). 

The need for a transnational public service was encouraged by the effect of globalization. 

‘’The ‘trans-nationalization’ of the public sphere and resulting public opinion will ultimately 

have its effect on the mightiest of nations, for the transnational public opinion represents a 

political force in its own right; with the power to influence national opinions and thus; change 

the national political basis of power (Thornham, Bassett and Marris, 2009, pp.672-673). The 

European Union (EU) has always been challenged by the need to pull together and manage 

the huge “European public sphere engendered by the coming together of the twenty eight 

states that made up the EU”.  

According to Gripsrud (2007, pp. 480), the “EU’s 2001 White Paper on Governance 

expressed concern with the growing disparity between the EU organisation and citizens of the 
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Union, since the connection between Europe and its Citizens is the starting condition for 

more effective and relevant policies’’. A major political event such as the 2016 EU 

Referendum Election in the UK therefore offer a good opportunity to study how access to 

multiplatform broadcasting is influencing people’s attitude towards news sources and 

election. 

In the UK, the BBC has variously commissioned multiplatform projects in response to the 

new user patterns (demands of the consumers) as a result of the evolution of digital media 

and web 2.0 internet capabilities. In April, 2006, the BBC announced a five-year strategic 

plan code-named ‘’the Creative Future’’ which sought to undertake an organisational 

restructuring to enable 360 degree commissioning and production in order to ensure creative 

coherence and editorial leadership across all platforms and media (Bennett and Strange, 2008. 

pp.106). 

To follow this up, the BBC started delivering the Interactive Television (iTV), the Red 

Button (RB) and lately the BBC Interactive Player (BBC iPlayer). This enabled the audience 

to explore other things like logging or latching up to social media sites even as they listen to 

the radio or watch the television; using the same medium thereby altering the aesthetics and 

the usual formal properties that radio and television were originally identified with (Bennett 

and Strange, 2008. pp.107). 

With the multi-channel environment and interactive services making communication across 

the boundary possible, news and programme packages such as the BBC News, Outside 

Source (itself an internet-based news programme), Hard Talk amongst others are now 

broadcast at the multiplatform level. BBC and other broadcasters now have strong emphasis 

on socializing both in the studio and on the TV-sofa; exploiting the social media and 

smartphone to draw in ‘viewsers’ (viewer and users), thereby giving an all-round 
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participation (Enli, 2008, pp.13). Given all the above stated facts therefore, it is expected that 

a political event of such national importance as the 2016 EU Referendum will be highly 

visible on the entire broadcast medium.  

The BBC and ITV were the two British Public Service Broadcasters (PSB) around during the 

first EU referendum election in 1975.  The BBC 1 and 2 television and BBC Radio 1, 2 and 4 

stations were dominant and ITV was a regional off-shoot station. The BBC had the world 

service radio that covered the international broadcasting need of the UK government and is 

well patronised by the Commonwealth nations and Europe. All the stations broadcast on three 

regional broadcast licences (ITV, 2017). Compare this to 2016, with the hundreds of other 

big media organisations and Independent Broadcasters and millions of user-generated audio, 

video and other texts on the internet and social media competing for the audience’s attention, 

the 2016 EU Referendum presents an extraordinary opportunity to study the influence of 

multiplatform broadcasting on a sampled population in a place like Cambridge.  

In addition, innovations such as the multichannel and Freeview digital television service, 

smart television and cheap internet services, the convergence of media forms in a ‘single 

platform format’ where newspaper, magazine, radio and television is accessible has become 

the rule rather than the exception. Hence, a deeply political event such as the 2016 EU 

Referendum in the UK will be expected to test to the limits the implications of these changes 

in the way we access information in the new internet-driven society. Hence, the reason for 

this social research which seeks to know the influence of multiplatform broadcasting on the 

2016 EU referendum in the UK in Cambridge.  
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1.2 Statement of the Problem 

In April 2016, the former British Prime Minister David Cameron conceded to calls for an in 

or out referendum on United Kingdom (UK) membership of the union. The campaign that 

followed was one of the most widely broadcasted events of our time, not only in content, but 

also the format and the platforms on which the broadcast was carried out and received. The 

opposing parties as well as the private and public service broadcasters used all available 

modern means of broadcasting and information dissemination to pass their messages across 

to voters.  

With the traditional UK campaign broadcast normally placed on prime television which is 

having to deal with competition from today’s multiplatform and digital broadcast influenced 

by the internet and social media, there is need to know if multiplatform broadcasting has any 

influence on how people access news and information regarding such an important political 

event such as the 2016 EU Referendum Campaign.  

Bearing in mind that the PSBs are expected to serve the public as citizens and most PSBs like 

the BBC now have news content well distributed at the multiplatform level, there is need to 

know how multiplatform broadcasting is influencing access to information. It is particularly 

important to know how the young audience of voting age exposed to the new media are using 

these new media devices to access news and how this translates into political engagement 

among them especially during the 2016 EU Referendum Election. 
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1.3 Aims and Objectives of Study 

i. The aim of this social experiment is to find out the extent to which the sampled 

Cambridge residents obtained information about the 2016 EU Referendum from 

multiplatform broadcast means. 

ii. To compare reasonably the level at which online multiplatform broadcast contents 

is being accessed by sampled Cambridge residents compared with the traditional 

terrestrial broadcast form of radio and television at critical moments such as 

during the UK Referendum Campaign. 

iii. To draw a reasonable gender-based comparison between the level of access to old 

(Print, Radio and Television) and new media (Social Media and Internet) among 

the sampled Cambridge residents and if it has a significant influence on their 

voting pattern. 

iv. To draw a reasonable conclusion on whether multiplatform broadcasting has 

translated into any meaningful engagement in the political process amongst the 

sampled Cambridge residents especially during important moments such as the 

2016 EU referendum campaign and election.  

1.4 Social and economic importance of research 

This social research will shed light on the current and preferred medium used to access news 

and information amongst sampled Cambridge residents, especially the young people (mostly 

students) of voting age.  

It will deepen our knowledge of involvement of people in Cambridge on current national 

issues. Especially, the much discussed concerns that access to information on the internet 

does not translate into meaningful action in the present day life. 
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It will shed light on the gender-based behaviour regarding interest and access to news and 

current affairs, as well as provide us with an insight into how access to new media is affecting 

attitude towards election and voting patterns across all gender in the sampled Cambridge City 

population. 

The information obtained from the result will help broadcasters, campaigners; advertising 

agencies and financial planners in private and government establishments around Cambridge 

and beyond to understand today’s audience behaviour. It will help in content delivery, 

channelling of future campaign funds and allocation of mobilisation efforts in the right 

direction in order to get the best result.   

1.5 Limitations of Research Tools and Techniques 

1. The population of Cambridge readily accessible by the researcher were in the zones 

populated by students. The Cherry Hinton zone was found to be un-welcoming when 

survey attempt was made, being private buildings; mostly fenced houses and business 

premises where access was limited or not granted.   

2. The population samples were mainly students aged 15 to 60 years old, which forms 

about 70% of the Cambridge population (Cambridge City Council, 2017). The age of 

respondents was found to be representative of the population sample and the bias 

towards approaching fellow students (and not many workers) to fill the questionnaire 

is well acknowledged.  

3. The question number two (Q2) on the questionnaire specifically asking how 

respondents obtained information regarding the referendum includes the ‘internet’ and 

‘social media’ options; which were found to be conflicting, as some respondents took 

them to be the same.  
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4. In question number two (Q2), the ‘internet’ option was meant to be the ‘Internet 

Search Engine’ when the questionnaire was drawn, but respondents were not sure if it 

also meant ‘Googling’. This resulted in some respondents skipping the question or 

writing ‘Google’ as an option they used. Any future questionnaire draft will take this 

into serious consideration. However, the number of people who abstained were not 

significant and badly filled questionnaire were rejected.  

5. Finally, ‘campaign’ was substituted for ‘election’ on the questionnaire’s heading in 

order to allow for openness, although, questions much sought after about the EU 

election were still asked. 
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Chapter 2 

Literature Review 

The advent of the internet brought about several changes in the way public broadcasting is 

packaged. The analogue mode of audio-visual production was gradually taken over by digital 

formats around the mid -1990s, while the internet soon became a medium; not only for the 

privileged few, but for all (Branston and Stafford, 2010, p.240). According to Paterson (2001) 

in (Thornham, Bassett and Marris, 2009, p.680), the media in the new global world has 

become integrated such that there are now little boundaries between the news provider and 

the news agencies and news services. Most news organisations are now aimed at general 

audience which can as well reach the news organisations directly in real time via the internet.  

With globalization comes a different form of challenge in the media industry. The television 

which is a very important and popular medium has a very complex relationship with 

globalization and multiplatform broadcasting culture. Television convergence enabled 

diverse programmes and advertisements to be streamed directly to viewers and web users in 

form of news commercials (Lynn, 2004, pp.5). The television as a transnational media does 

not only participate in the globalisation and digitalisation process, but it also reflects our 

increasingly unitary culture and globalised world (Chalaby, 2009, pp.227).  

As the television sought to have a global outlook, so also it does seek to maintain its 

traditional role as the mediator of the public sphere and definer of national identity (Chalaby, 

2009, pp.227). Technology continuously changes and influences the exchange of cultural and 

political discourses across the various media through convergence and multiple platform 

(multi-platform) broadcasting, which by now encompasses the distribution and access of 

traditional newspaper and magazine, radio, television, the electronic mail (e-mail) on media 

devices such as smartphone (Doyle, 2010, pp.2). 
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The way technological change influences how television is viewed and users’ experience  has 

been a topic of interest to media scholars and practitioners. Lotz (2007, pp.28) posited that 

“the increased fractionalization of the audience among shows, channels and distribution 

devices has diminished the ability of an individual television network or show to reinforce a 

certain set of beliefs to a broad audience” in the usual pattern that existed in the pre-digital 

and pre-internet era of broadcasting.  

The Office of Communications (Ofcom) in her market research document report described 

convergence as ‘’the growing ability of a range of digital distribution networks to carry 

different types of content such as audio, text, data and services to a variety of consumer 

devices such as mobile handsets that can receive voice calls, video and data at high speed via 

the digital terrestrial television networks, satellite, cable and the internet’’ (Ofcom, 2008., pp. 

91).  

According to Bennett, (2012, p. 7), “the meaning of multiplatform has changed significantly 

since the first experiments by the Public Service Broadcasters (PSBs) in the early year 2000s, 

making the future of the television (TV) dependent on internet based TV broadcasting”. The 

UK Public Service Broadcasters such as the BBC has been at the fore-front of digital and 

multiplatform broadcasting content delivery and innovations with the technical skills of the 

independent producers being effectively harnessed in building and delivering top quality 

programmes (Bennett, Strange, Kerr and Medrado, 2012, p. 32).  

The BBC is used as a benchmark for Public Service Broadcaster and multiplatform content 

provider in this research because of its long established status as a top European Public 

Service Media brand. It must be stressed that despite the continually changing broadcast 

environment; the BBC has being resilient, maintaining a leading role as a public broadcaster 
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that has so far survived the digital storm witnessed in the media industry towards the 

beginning of the new millennium; usually referred to as the digital age (Mosey, 2015, p. viii). 

The BBC as a National Broadcaster focused at the early stage on the national audience and 

soon became an ambitious global player in the media industry and like most public 

broadcasters; it grew steadily into multiplatform broadcasting (Thornham, Bassett and Harris, 

2009, p. 679). It launched the BBC World (a twenty four hour news channel) and expanded 

its local and international multi-channels broadcasting e.g. the BBC Prime that caters for 

different market niches (Chalaby, 2009, p. 108-110).  

The BBC as a British PSB aims to provide a platform for creative dialogue in which the 

public (audience) is not passive, but active, inspired participants. According to the BBC 

‘Building Public Value’ 2004 manifesto, the BBC on behalf of the public will strive to build 

digital infrastructure that will serve the interest of the British public and also serve as a 

European broadcast model (BBC, 2014).  The implication being that the BBC will strive to 

satisfy not only her international audience, but the local audience too must be catered for.  

The emergence of the multimedia system of electronic communication led to a re-alignment 

of communications policies by major governments and economies around the world with the 

intention of making full use and benefits of the new media; leading to the convergence of all 

electronic technologies into the field of interactive communication (Castells, 2000, p. 45). In 

fact, the most recent Australian Prime Ministers’ use of the Facebook to broadcast a major 

visa policy shift is highly significant (Sky News, 2017). During the 2016 EU Referendum 

Campaign, the Remain and Vote Leave camps made a generous use of the social media 

platform. 

The European Technology program was to develop the European standard of high definition 

television, while the G-7 governments met in Brussels to address jointly the issues involved 
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in transition to the ‘’information society’’ thereby further encouraging and cementing the 

building of telecommunication protocols that could integrate different internet-based 

communication and telecommunication systems across the borders (Castells, 2000, pp. 45-46, 

p. 394). 

As a result of these significant events, the radio and television channels grew from being 

solely terrestrial analogue broadcast format to digital and then multiplatform broadcasting; 

utilising the internet as a veritable broadcast backbone, not in the form of live signal 

transmission, but as digital distribution to be accessed on-demand anytime it is needed. Some 

industry experts and technology investors have predicted the demise of the broadcast 

television, being fully replaced by the internet television (Atkinsons, 2014, New York Post).  

Multiplatform broadcasting is made possible by the use of digital audiovisual software that 

relies solely on translation of images, sound texts and data into separate bytes consisting of 

strings of ones and zeros usually called bytes (Van Djik,2006, pp.190-191).  By the use of 

multimedia, Van Djik, (2006, pp.190) expressed reservations about the radio and television 

being taking over by the internet and the concerns about information overload that stems 

from diminishing returns from similarly produced (or re-produced cultural forms).  

In what has been described by Durham and Kellner (2012, p. 456),  as ‘’participatory 

culture’’, digital multimedia encourages users to make all sorts of video collages, sounds, 

music and images, all of which are worked upon using existing cultural content 

(appropriation) and making most digital media creativity pre-programmed and further 

encouraging consumerism (Durham and Kellner, 2012, p. 456). News programmes are not 

new. The only thing that has happened under the new media is that news content can be 

watched as desired by the viewers. 
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Multiplatform broadcasting, (which is a direct result of the development of new technologies 

which involves about three staged or inter-related developments like the cable broadcasting, 

satellite broadcasting and increased use of digital means to convey media codes via the 

internet) enables broadcasters like the BskyB and BBC to converge and synergize media 

content using the web 2.0 as the medium for distribution of texts (Thompson, 1995., pp. 160-

161).   

Subscription Video on Demand (SVOD) service like BBC iPlayer, SKY Go, Amazon, 

Netflix etc. where users are charged monthly fee to access unlimited programs are now 

fiercely competed for amongst major broadcasters (The Telegraph, 2016).  Studies into the 

impact of this on access and response of audience to news and information are still in their 

infancy. However, the issue concerning commodification of cultural goods still remains 

unresolved; particularly in this continually globalized world.  

Adorno and Horkheimer’s view that the capacity of the cultural media to act as an 

independent or idealistic critic in a society has become compromised in a Capitalist world 

still remains a matter of critical debate today (Hesmondhalgh, 2007, pp.16a). The 

phenomenon of convergence of media forms has reinforced Adorno’s position regarding the 

singular idealist use of the term ‘The Culture Industry’ as a unified field or ‘platform’ where 

all different forms of cultural forms coexist in modern life (Hesmondhalgh, 2007, pp.16c).  

However, Adorno’s contemporary; Walter Benjamin observed things differently. He posited 

that although industrialisation and new technologies led to increased commodification of the 

media industry, it has also been a factor in the diversity, reach and depth of media forms as 

we know it today (Hesmondhalgh, 2007, pp.17). One can therefore contest the view that the 

relative easy access to media forms and its diversities in the modern world has a diluting 

effect on culture and the way it is used or consumed. 
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The old form of broadcasting is more or less a one-way broadcast system from a radio or 

television transmitting station with little or no feedback from the audience. This is a departure 

from today’s interactive media and a clear opposition to the idea that the media makes the 

audience passive like a ‘’couch potatoes’’ respectively (Branston and Stafford, 2010, pp. 

385).  This has given way to multiplatform broadcasting that embraces mobile telephony and 

social media. There is now generally a growing multifunctional or hybridized use of all the 

media. For example, teletext is used across the board in digital radio, television and internet 

(Van Djik, 2010, pp. 204-205). 

In Cambridge, the BBC has Radio and Television services that cater for the locals and BBC 

local and international services on television and radio are readily available on all platforms. 

The people of Cambridge have access to Newspapers and Magazines, with its flagship 

regional newspaper; The Cambridge News selling 88.7% of the 15,088 printed daily in 

February, 2015 (Hold the Front Page, 2015).  

In any human dwelling like Cambridge City, a huge amount of texts are generated and as the 

need to interpret and distribute these texts arises, so also the medium through which the 

distribution is made. One of such medium is the internet, which was created in the 1960s. 

According to Castells (2000, p. 394 ), ‘’in the second half of the 1990s a new electronic 

communication system started to be formed from the merger of globalized, customized mass 

media and computer-mediated communication’’, with its characteristic and distinctive 

interactive potentials which the old media does not particularly have.      

Mobile telephone and high speed internet connection in Cambridge is high, with the free 

Cambridge Wi-Fi services being continually extended in the city, in addition to that of the 

schools around the town (Connecting Cambridgeshire, 2017). According to Berry (2016), the 

June 23rd, 2016 EU Referendum is the most important political decision for a generation that 
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the British people will take and this requires that the citizens get informed sufficiently in 

order for them to make an informed decision.  

It is therefore important that the influence of multiplatform broadcasting on Cambridge 

residents is put to test in this research, as it has been suggested that the public knowledge and 

understanding of the issues at stake regarding the UK’s options to leave or stay in the EU was 

blurred by negative UK press that mostly engaged in ‘popular press’ coverage (Levy, Aslan 

and Bironzo, 2016, pp.33). 

The high turnout in the 2016 EU Referendum election (The Telegraph, 2016 ) and general 

lack of interest by the British people in EU matters has also been raised as one of the reasons 

that influenced the final result; pointing out that this may be as a result of the nature of press 

and broadcast news coverage (Berry, 2016).  All these are matters of interest studied in this 

research. 
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Chapter 3 

Methodology 

3.1 Research Question and Hypothesis 

3.1.1 Research Questions:  

1. Are Cambridge residents well informed ahead of the 2016 EU Referendum election via the 

various media available during the campaign or in the build-up to the election? 

2. Which platform was mostly used to access information regarding the referendum and does 

using this platform have any influence on the voters in Cambridge during the EU referendum 

campaign?   

3. What comparison is there to be drawn between the conventional single platform (analogue 

transmission via terrestrial means) and multiplatform broadcasting (digital transmission via 

the satellite and internet) as used during the first and second EU Referendum Elections 

respectively in the UK? 

4. Did gender have any bearing on the usage of multiplatform television to access news and 

information during the EU Election Campaign? 

 

3.1.2 Hypothesis:  

Two major hypotheses were tested in this research. Both were tied to the fact that the public 

were not adequately informed about the benefits or otherwise of EU membership or that the 

public were actually careless about EU matters. 
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Regarding Q1: The EU Referendum Campaign have been widely criticised as one of the most 

divisive and corrosive campaigns in modern British history; the result of which promises to 

shape political culture in the UK for some time to come. The idea that the voters were not 

adequately informed or misled was challenged by the Leave Campaigners. On the morning of 

24 June, once victory had been achieved, Michael Gove characterised the Referendum as 

being about ‘one big question: should we leave the political structures of the European 

Union’? The Remain Campaigners believe this diminishes the fundamental principle the 

Referendum Election seeks to address, as it is more than a ‘big question’ (Parry, 2016., pp. 

63). 

The argument is that to give the Referendum such a narrow summation denies the complex 

emotions, mythologies and contradictions at play during this decisive moment in political 

culture and history (Parry, 2016., pp. 63). However, Beckett (2016., pp.49) observed that “the 

EU Referendum was a classic test of the concept of media framing of deliberation. Yet, it 

perhaps ended up demonstrating that it is politicians and the public who set the agenda and 

that the news media has short-term, shallow but significant effects”. He further mentioned 

that enough has been said about the ‘pros and cons’ of leaving or staying in the EU; such that 

no one can say that the media has not given room for enough debate or information to help 

voters make up their minds. Hence, this research will seek to prove further whether 

respondents were well informed about the EU Referendum through multiplatform 

broadcasting. 

Marshall McLuhan in Geraghty and Lusted, (1998, pp.201) wrote about “the apocalyptic 

impact that the electronic media (particularly the television) had on modern consciousness” 

as far back as the 1960s. He noted that the television and other electronic media possess the 

power to profoundly shape and structure the sense of history of a community. He posited that 

“with the ‘real’ sense of communal history being lost, the growth of forms of a collective 
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nostalgia for the past” develops which is a common feature of postmodern culture.  If 

however, multiplatform broadcasting has any influence on the 2016 EU Referendum in 

Cambridge, UK; there must be a way of determining whether voters had any interaction with 

the multiplatform media in such a way as to influence their voting pattern.  A simple way of 

achieving this is to find out how respondents get engaged with specific media through the use 

of their media devices.  

Moreover; access to news, archival materials and programmes across the multi-networks 

have never been easier and the television looms large across all the platforms in affirmation 

of the fact that the television is a medium that is in a constant state of flux redefining itself. 

The Cambridge residents sampled is an enlightened public with a high proportion of students 

and 75% economically active population (Cambridge City District report, 2011. pp.2). They 

have unrestricted access to all forms of media devices; just like the wider British public 

(Table 3) and contents across all the media platforms as shown by what they were watching 

during the EU Referendum week. This fact is corroborated by the UK-based Broadcasters 

Audience Research Board (BARB, 2017) statistical data as shown in Tables 1 and 2 below: 
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Table 1: Viewing Summary for 13-19th June, 2016 (BARB, 2017) 

 

 

 

Table 2: Weekly Top Programme for 13-19th June, 2016 (BARB, 2017) 

 

The devices in use by the audience are also diverse, according to BARB’s statistics (Table 3).  
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Table 3: Devices Used by UK Audience (BARB, 2017) 

 

The multiplatform broadcasting is equally not a definite challenge to Raymond William’s 

idea of interruptions of ‘flow’ in television programmes (Geraghty and Lusted, 1998. pp.26-

27). This is because multiplatform broadcasting encourages flipping of channels and ease of 

movement between different contents and formats, although; this can be seeing as 

encouraging deeper social experience of the users. For with multiplatform broadcasting, the 

‘flow’ is no longer the exclusive preserve of the broadcaster; but it is now equally within the 

purview of the user to upset or order the ‘flow’. The ‘flow’ phenomenon will be accessed by 

the way respondents consume media across the various platforms, using the data provided. 

 

3.2 Research design  

A questionnaire will be drawn asking information about how residents accessed information 

during the Brexit Referendum campaign. In order to achieve a wide spread survey, 
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Cambridge City is divided into four zones for population sampling by questionnaire. The 

zones are: 

Zone A - Anglia Ruskin University comprising ARU Campus, Parker's Piece and Mills Road 

Zone B - University of Cambridge comprising Jesus Green, Fitz Museum, Cambridge Uni. 

Library and Botanical Garden. 

Zone C - Cherry Hinton Zone comprising Coldham Lane, Cambridge International Airport 

and Cherry Hinton Road 

Zone D - Arbury/ Milton comprising Arbury, Milton and Fen Ditton. 

A sum of 250 questionnaire sheets were successfully administered in three zones comprising 

zones A, B and D. Zone C had to be called off early on the thirty fifth questionnaire sheet 

because of the un-cooperative attitude of the residents who are mostly home owners. Hence, 

thirty questionnaire papers were randomly drawn from zones A, B and D together with thirty 

selected from zone C. Additional ten sheets were randomly picked across the zones to 

compensate for any sheets that are not well filled. In all, one hundred and thirty sheets were 

randomly picked for analysis and processing.   

 

3.3 Choice of Survey 

Cambridge residents of school age were targeted for survey as respondents , as they are more 

likely to be consuming or using multiplatform broadcasting leading to the a limitation to such 

an extent that a sizeable number of the older population is excluded from this study. 

According to the Office of National Statistics, (ONS, 2015), Cambridge has a population of 

123,900. It is the county town of Cambridgeshire, England with the River Cam running 
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through and a high population of students. This population sample (as shown in Table 1 

below) will be a good representation of active UK population for this kind of study that seeks 

to find out the level of influence of a broadcast practice on the population.   

 

 

Table 4: Cambridge Population (Cambridge City Council, 2017) 

 

3.4 Questionnaire: (Appendix A) 

Paper questionnaires was designed and given to respondents to answer by filling and ticking 

the appropriate responses. Street intercept surveys were also conducted; using the same paper 

questionnaire. The result of the questionnaires are collated, processed and presented; using 

existing academic data processing tools as agreed with my Supervisor. The online reports of 

established public service broadcasters like the BBC, as well as the social media sites are 

studied and used as a reference points in this project. Once the data is analysed, a reasonable 

conclusion is thereafter made, based on the results obtained.  
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3.5 Data processing tool  

The excel data processing application is used to collate, compare, interpret and process the 

data. Spreadsheets in columns, tables and bar charts are used to highlight and present the 

variations in raw data obtained. Percentage is used to show the difference in performance as 

needed. 

 

3.6 Assumptions 

1. It was assumed that the television stations listed are the most watched. However, to 

minimise the degree of error in this assumption, a space was left for (others) in the 

questionnaire, so that respondents can mention their preferred television station. 

2. It was assumed that the sampled population lives in Cambridge and truly represent the 

young average young voters in Cambridge City, whereas the respondents approached 

were mostly students. The potential respondents who are trainees, jobless and those 

outside Cambridge at the time of sampling were not considered. 

3. It was assumed that respondents will know the difference between surfing the internet 

and social media for information. It must be noted however, that many respondents 

asked if the ‘internet’ meant ‘googling’ for information. Which shows that the most 

preferred term for checking information on the internet is ‘google’? An oversight not 

enough to cause a serious error of design.   

3.7 Management of Ethical Risk 

The risk is justified due to the fact that the information collected will provide essential data 

on the influence of multiplatform broadcasting on the voting population of Cambridge as well 
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as its influence on access to information and the resulting effect on voting pattern in the 2016 

EU Referendum. 

The data collected is anonymous i.e. the identity of the respondents are unknown and 

participants’ names are not demanded. Oral consent is sought from participants before they 

are engaged in filling the questionnaire and they are fully informed when asked about how 

the data being collected will be used.  

The questionnaire sheet used in obtaining the data does NOT bear the names of respondents. 

Other information such as age and household income are not specific, but ranged in order to 

conceal the specific answer of respondents; thereby further safeguarding their privacy. 

Finally, all the sheets used for the questionnaire will be kept safe during data processing and 

shredded once the project is concluded.  

 

 

 

 

 

 

 

 

 

 



31 
 

CHAPTER 4 

Research Findings 

4.1 Summary of Findings: 

Note: The high number of female among the Cambridge respondents is a reflection of the 

spread of the sample population which are mostly students. According to HESA, there are 

56.5% female and 43.49% Male students in the UK during the 2015/16 session. The figure 

for part-time students is higher at around 60.5%-63.0% female students in some areas; while 

regional figures may vary (HESA, 2017). Out of the 130 respondents drawn and analysed, a 

total of 84 respondents were female (64.62%), 38 respondents were male (29.23%) and 4 

respondents (3.07%) abstained (Q9, Appendixes D and E). This reflected in the higher 

number obtained for the female respondents.   

4.2 Discussions 

According to the data recorded for (Question 1, Pie Chart 1), a total of 97 respondents sought 

for information about the EU Referendum Election out of the 130 respondents processed, 

representing 74.61% of the population sampled.  

                      

                  Pie Chart 1 
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When the respondents were asked how they access their news, the internet search engine, 

(which many respondents ended up taking as ‘googling’) received the highest ranking of 75 

scores, followed by the Television Box with 62 scores, the Social Media scored 54, the 

Newspaper/Magazine scored 34 and lastly the Radio scored 21 only (Pie Chart 2).  

Although, one could argue that the television and radio were equally consumed on the 

internet, the design of the experiment has made it clearly possible to select more than one 

option. Hence, it is assumed that respondents know the different media platforms being 

chosen. Therefore, as far as the question of preference and usage of the various media 

platforms is concerned during the EU Referendum Campaign; respondents had access to the 

various media. 

                          

                         Pie Chart 2: Respondents Preferred News Source 

 

 

A total number of 45% of respondents watched the television online during the EU Campaign 

compared with 55% that did not (Pie Chart 3). When compared with other media forms such 

as social media, newspaper and radio in Q2 (Pie Chart 2), the internet powered media were 

still dominant.  



33 
 

 

                         

                      Pie Chart 3 

The data obtained also showed that the internet search engine (with a ranked score of 75 out 

of the 246 total ranked scores of respondents; representing 30.48% compared with 25.2% for 

television) is fast becoming an important source of news and information. The social media is 

also important with a ranked total number of 54; representing 21.95% showing.             

When other media sources such as television, radio, social media, newspapers and magazines 

were listed along with the internet (googling) as options, the internet took the lead, followed 

by the television set and the least patronised among the pack is the radio. This is further 

evidence that the radio is struggling to maintain its footing as a veritable media source for 

information and news. 

In (Question 4, Bar Chart 1), the BBC was ranked highest with a total of 425 respondents 

using it to access news and information, showing the BBC remained most highly sought after 

or most used media among the respondents in Cambridge.          
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                    Bar Chart 1:  Preferred Television Channel for News  

When asked in (Question 7) specifically how respondents watched the television, given the 

options of television box, smartphone, tablet, laptop and others, the television set took the 

lead amongst the pack. But a look at the internet powered gadgets equally showed that 108 

respondents used gadgets that are internet dependent to  watch their TV, meaning that having 

access to Multiplatform Broadcasting is very important to a lot of the respondents.  

 

                          

Bar Chart 2: Preferred Media Device for Watching the Television 

The viewing patterns of respondents and the implications on their voting pattern were 

investigated. A total of 85 respondents of the 130 samples drawn voted in the referendum 
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(Question 6). This represents 65% of the total number of those who checked for information 

via the various media platforms (Table 3). 

 

As shown in (Tables 1 and 2 below), respondents who voted are more likely to have sought 

information via the television.  

 

Table 1: Viewing Pattern of Respondents’ Who Voted  

 

 
 

 

 

Table 2: Viewing Pattern of Respondents’ Who Did Not Vote  

 

 
 

The respondents who did not vote were less inclined to watching the television set. In other 

words, the television is less important to these set of people. They are more likely to be 

dispersed across the various platforms for their TV consumption. Perhaps, this shows a lack 

of a strong commitment to a particular cause other than surfing or using the internet via these 

media devices for entertainment purposes; other than sourcing for news. 

voted? Yes

Count of viewing source Column Labels

Row Labels Laptop Others Smartphone Tablet TV box TV set Grand Total

Abstained 1 1

Female 12 6 6 34 58

Male 5 3 1 16 25

Others 1 1

Grand Total 17 3 7 6 51 1 85

voted? No

Count of viewing source Column Labels

Row Labels Laptop Never Others Smartphone Tablet TV box Grand Total

Abstained 1 1 2

Female 5 1 4 4 10 24

Male 2 2 1 7 12

Others 1 2 3

Grand Total 9 1 2 6 4 19 41
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As shown in (Tables 5 and 8), respondents who sought information tend to vote during the 

election compared to those who did not seek information before the election.  

 

Table 5: Viewing Pattern of Respondents’ Who Sought Info and Voted  

 

 
 

 

Those who sought for information about the EU referendum but did not vote engaged in 

internet activities across the various platforms (Tables 7 and 8).  

In other words, they are more thinly spread out across the various media. Equally, those  who 

did not seek information and did not vote watched less television and  also engaged in more 

internet activities across the board as shown in (Tables 7 and 8). This is further proof that 

those who watch the television sets are more likely to vote and be engaged in the political 

process. 

In all, a lot of people still watch the TV set (Diagram 1) and the fact that the TV set is now 

internet enabled may have accounted for this, such that there is a blurring of line between the 

television obtained via the TV set, tablet or smartphone. In fact, the TV set nowadays are 

called ‘Smart-TV’, which in itself means an internet enabled ‘Big-Screen Computer’ where 

online newspaper, magazines, radio, music, telephone apps, on-demand television and live 

television, as well as internet search engine like Google and Internet Explorer can all be 

accessed.  

seek info Yes

voted? Yes

Count of viewing source Column Labels

Row Labels Laptop Others Smartphone Tablet TV box TV set Grand Total

Abstained 1 1

Female 5 2 4 26 37

Male 3 2 1 15 21

Others 1 1

Grand Total 8 2 3 4 42 1 60
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Table 3: Viewing Pattern of Respondents’ Who Sought Info  

 

 

 

Table 4: Viewing Pattern of Respondents’ Who Did Not Seek Info  

 

 

Table 6: Viewing Pattern of Respondents’ Who Sought Info But did not Vote 

 

 

 

 

 

seek info Yes

Count of viewing source Column Labels

Row Labels Laptop Others Smartphone Tablet TV box TV set Grand Total

Abstained 1 1 2

Female 8 4 7 30 49

Male 3 2 2 20 27

Others 2 2

Grand Total 11 2 7 7 52 1 80

seek info No

Count of viewing source Column Labels

Row Labels Laptop Never Others Smartphone Tablet TV box Grand Total

Abstained 1 1

Female 9 1 6 3 14 33

Male 4 3 3 10

Others 1 1 2

Grand Total 15 1 3 6 3 18 46

seek info Yes

voted? No

Count of viewing source Column Labels

Row Labels Laptop Smartphone Tablet TV box Grand Total

Abstained 1 1

Female 3 2 3 4 12

Male 1 5 6

Others 1 1

Grand Total 3 4 3 10 20
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Table 7: Viewing Pattern of Respondents’ who did not Seek Info, but voted 

 

 

Table 8: 

Viewing Pattern of Respondents who did not seek info and did not vote 

 

 

 

 

 

 

 

 

 

 

 

 

 

seek info No

voted? Yes

Count of viewing source Column Labels

Row Labels Laptop Others Smartphone Tablet TV box Grand Total

Female 7 4 2 8 21

Male 2 1 1 4

Grand Total 9 1 4 2 9 25

seek info No

voted? No

Count of viewing source Column Labels

Row Labels Laptop Never Others Smartphone Tablet TV box Grand Total

Abstained 1 1

Female 2 1 2 1 6 12

Male 2 2 2 6

Others 1 1 2

Grand Total 6 1 2 2 1 9 21
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CHAPTER 5 

Conclusion 

Based on the overall evidence obtained from the data, the Cambridge population sampled use 

various media devices to access news and information regarding the 2016 EU Referendum 

Election. Multiplatform broadcasting is a vital link to gaining access to contents on these 

devices. Therefore, one can reach a conclusion that based on the data and result obtained; 

multiplatform broadcasting is an important means of obtaining information among the 

Cambridge population sampled and in effect has influence on the EU Referendum Election.  

The fact that a large number of the sampled population that checked for information about the 

referendum and voted is a testament to the fact that the respondents were aware of what they 

were engaging in. This is at variance with the idea that people were not well informed in the 

build up to the election. Those who did not look for information still used the various 

platforms for other purposes, but did not vote. Broadcasters and debaters did create huge 

amount of texts in the build up to the EU Referendum Election (Beckett, 2016., pp. 49). 

Whether the true facts and figures were being served is another issue entirely that is 

beyond the scope of this study. But; if the result of this study is taken into consideration, 

one can say that the sampled Cambridge respondents did have access to the information 

that were available regarding the EU Referendum Election and majority of them actually 

voted.   

The gender-based level of access is not conclusive; as there were already a higher number of 

female students and the design of the experiment did not take this into consideration. Finally, 

multiplatform broadcasting may have deepened the engagement of those who are interested 

in the political process, as a large number of respondents searched for information across the 
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various platforms compared to those who did not vote during the last EU Referendum 

Election.  

More studies are needed in this direction, as this study shows that more people are using the 

internet to access information and are using it in a dispersed manner across all the platforms. 

This is more important because the majority of people using the internet are the young people 

of voting age that could shape the outcome of an election. As a result of this, one can 

conclude that the investment of the PSBs like the BBC in multiplatform broadcast and 

content is well worth it, as a lot of voters now rely on multiplatform means and particularly 

the BBC for information and news. 
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APPENDICE A: Abbreviations 

BBC - British Broadcasting Corporation  

Brexit: - Abbreviation for British Exit from the European Union. 

ONS: Office for National Statistics, England 

PBS – Public Broadcast Service 

PSB – Public Service Broadcast 

PEB – Party Election Broadcast 

ITV – Independent Television 

iTV – Interactive Television 

iPlayer – Interactive Player 

UK – United Kingdom 

 

APPENDICE B: Filmography  

https://vimeo.com/100255310 

https://vimeo.com/112385303?from=outro-embed 

https://vimeo.com/112400241?from=outro-embed 
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APPENDICE C: Questionnaire 

INFLUENCE OF MULTIPLATFORM BROADCASTING ON THE 2016 UNITED KINGDOM EU 

REFERENDUM CAMPAIGN IN CAMBRIDGE, UK. 

1. Did you look for any information about the 23rd June, 2016 EU Referendum Election? 

Yes ……..        No…….. 

2. If Yes, How did you find out about it? (Underline) 

      Television          Radio             Internet              Social Media           Newspaper/Magazine 

3. Did you watch the Television Online during the EU Referendum Campaign?                      

Yes ………        No ……… 

 

4.  Kindly rate your favourite Television Channel for News and Current Affairs? 

        (Write other choices for news and current affairs)  

         CNN                                   1                 2              3             4               5           

         Channel 4                         1                 2               3                          4                5           

         BBC                                    1                 2              3             4               5           

         ITV                                     1                 2               3             4               5           

         SKY NEWS                        1                 2               3             4              5    

         Others                            ……………………….……………………    

5. Did you seek information about the EU Referendum via any of the above Channels?  

Yes ……….     No ………. 

6. Did you vote during 23rd June, 2016 EU Referendum Election? 

Yes………..     No………. 

7. How do you mostly watch the Television?      

Normal TV Box ……….  Smartphone ………  Tablet………  Laptop …….. Others ………..     

  

8. How frequent do you watch the television online? (Underline) 

Daily          Weekly           Monthly            Anytime            Never        Don’t Know                      

 

9. Do you consider yourself a: 

       Male Voter……….        Female Voter ………           Others ……….  

10.   Aged:  15-20……..    21-30 ...……    30-40.……..    40-50.……..    50 and above……… 

 

11. Household Income is roughly:   £5,000-10,000.00                 £10,000-20,000.00              

£20,000-40,000.00                       £40,000-60,000.00               £60,000 and above             Prefer 

not to say 

 

(Thank You)  
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APPENDICE D: Excel Spreadsheet A (Q4-Q11) 
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APPENDICE E: Excel Spreadsheet B (Q1-Q3) 

 

Q1 Q2 Q3

TV Set Radio Internet Social Media Newspapers/Mag

Yes 1 Yes

Yes 1 No

No No

Yes 1 1 No

No No

Yes 1 1 1 1 1 No

Yes 1 Yes

Yes 1 Yes

Yes 1 Yes

No No

Yes 1 1 No

Yes 1 1 1 1 1 Yes

Yes 1 1 No

Yes 1 1 Yes

No No

Yes 1 1 1 No

Yes 1 No

No 1 Yes

No No

No No

No 1 Yes

No Yes

Yes 1 1 1 Yes

Yes 1 Yes

Yes 1 1 1 1 Yes

Yes 1 1 1 No

No No

Yes 1 Yes

Yes 1 1 Yes

Yes 1 1 No

Yes 1 1 1 Yes

Yes 1 Yes

No No

Yes 1 1 1 1 Yes

Yes 1 Yes

No 1 No

Yes 1 No

Yes 1 1 1 1 Yes

Yes 1 1 1 Yes

Yes 1 1 1 No

Yes 1 Yes

Yes 1 1 Yes

Yes 1 1 1 Yes

Yes 1 1 1 1 1 Yes

Yes 1 1 1 1 Yes

Yes 1 1 1 1 1 No

Yes 1 1 1 Yes

Yes 1 1 1 No

Yes 1 No

No No

Yes 1 1 1 1 No

Yes 1 No

Yes 1 Yes

Yes 1 No

Yes 1 1 No

No No

Yes 1 1 No

No No

Yes 1 1 No

No No

Yes 1 1 1 1 1 No

Yes 1 Yes

Yes 1 Yes

No No

Yes 1 1 No

Yes 1 1 No

Yes 1 1 1 1 1 Yes

Yes 1 1 1 1 1 Yes

Yes 1 1 No

No No

Yes 1 1 No

No No

Yes 1 1 1 No

Yes 1 1 1 1 No

Yes 1 1 1 1 No

Yes 1 Yes

Yes 1 1 1 1 No

Yes 1 1 Yes

Yes 1 1 1 1 1 No

Yes 1 No

Yes 1 1 1 1 1 Yes

Yes 1 1 No

Yes 1 1 1 1 Yes

Yes 1 Yes

No No

Yes 1 Yes

No No

No No

Yes 1 Yes

Yes 1 1 1 1 Yes

Yes 1 No

No No

Yes 1 1 1 1 1 Abstained

Yes 1 1 1 1 1 Yes

Yes 1 1 1 Yes

Yes 1 1 1 1 Yes

Yes 1 Yes

No Abstained

No 1 No

Yes 1 Yes

Yes 1 No

No Yes

No Yes

No Yes

No 1 1 Yes

Yes 1 No

Yes 1 1 1 1 No

Yes 1 1 1 No

Yes 1 No

Yes 1 1 Yes

Yes 1 1 1 Yes

Yes 1 1 1 1 No

Yes 1 Yes

Yes 1 No

No No

Yes 1 No

Yes 1 1 1 1 1 Yes

Yes 1 No

Yes 1 Yes

Yes 1 1 1 No

No No

No No

No No

Yes 1 1 1 Yes

Yes 1 Yes

Yes 1 No

Yes 1 Yes

Yes 1 1 1 1 No

Yes 1 1 1 1 Yes

Yes 1 1 1 1 Yes

TV Set Radio Internet Social Media Newspapers/Mag

Q1 Q2 Q3

Q1 Q2 Q3

YES TOTAL 97 TOTAL 62 21 75 54 34 YES TOTAL 58

NO TOTAL 33 NO TOTAL 70
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APPENDICE F: Total Result Summary (Q4-Q11) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Q4 CNN 188 Q5 YES TOTAL 81

Channel 4 268 NO TOTAL 48

BBC 425 ABST. TOTAL 1

ITV 322

Skynews 311 Q6 YES TOTAL 85

Aljazeera 4 NO TOTAL 44

Bloomberg 3 ABST. TOTAL 1

SkyTG24 (Italy)  1

ROMANIA TV 1 Q7 TV BOX TOTAL 71

S PHONE TOTAL 13

TABLET TOTAL 69

LAPTOP TOTAL 26

NEVER TOTAL 1

ABSTAINED 4

Q8 DAILY 42

WEEKLY 46

MONTHLY 12

ANYTIME 7

NEVER 11

DON’T KNOW 6

ABSTAINED 3

Q9 MALE TOTAL 38

FEMALE TOTAL 84

ABSTAINED 4

Q10

AGE 15-20 46

21-30 76

31-40 3

41-50 0

51 ABOVE 0

ABSTAINED 4

Q11 HOUSEHOLD INCOME

5-10k 22

11-20k 18

21-40k 15

41-60k 5

61k above 2

PNS 56
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APPENDICE G: CHAPTER OUTLINE  

The proposed chapter outline is as follows: 

Chapter 1: 

Introduction 

Background Information 

Statement of the problem 

Research Questions and Importance of Project 

Definition of the terms used 

Limitation of research tools or techniques 

 

Chapter 2: 

Literature Review with brief introduction 

Brief outline of existing research 

 

Chapter 3: 

Research question and hypothesis 

Research design outlining reasons for choice of survey, questionnaire and data processing tools 

used. 

Setting of the research outlining the geographical area and demographics covered. 

Data Collection 

Data analysis 

 

Chapter 4: 

Research findings 

Summary of findings  

 

Chapter 5: 

Conclusions  
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