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Abstract

This paper re-examine the applicability and relevance of Theories X, Y, and Z within the
dynamic ladscape of the contemporary media industry in Nigeria. The media sector in Nigeria
has undergone profound transformations in recent years, influenced by technological
advancements, shifting audience behaviours, and evolving socio-political landscapes. The
theoretical frameworks that have traditionally guided scholarly discourse on media practices are
now facing scrutiny as to their adequacy in explaining and predicting the complexities inherent
in the present-day Nigerian media environment. The study adopts a comprehensive analysis of
current media trends, the research aims to elucidate the extent to which Theories X, Y, and Z
align with, or require modification to reflect, the intricacies of the contemporary Nigerian media
landscape. Key focal points include the impact of digitalization on media consumption patterns,
the role of social media in shaping public discourse, and the media’s response to socio-political
changes. Ultimately, this research strives to provide a nuanced understanding of the applicability
of existing theoretical frameworks in the context of the rapidly evolving media industry in Nigeria,
offering a foundation for future theoretical developments and empirical investigations in the field.
The study recommended a collaborative approach to provide diverse insights and ensure that
the re-examination process is inclusive and reflective of real-world experiences.
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INTRODUCTION

The media landscape in Nigeria has undergone significant transformations in recent
years, marked by the convergence of traditional and digital platforms, the proliferation of social
media, and the evolving dynamics of audience engagement. In this rapidly changing
environment, the application and relevance of media theories have come under scrutiny,
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prompting a need for a critical re-examination of established frameworks such as Theories X,
Y, and Z. These theories, which have long shaped our understanding of media practices,
organizational behaviour, and audience interaction, now require a fresh evaluation in the context
of Nigeria's contemporary media industry (Ifedayo, Ziden and Ismail, 2021).

Theory X, often associated with a traditional and hierarchical approach to organizational
management, posits that employees inherently dislike work and need to be closely supervised
and controlled. Theory Y, on the other hand, assumes that individuals can find fulfillment in their
work, are self-motivated, and can thrive in a participative and collaborative organizational
culture. Theory Z, an extension of the previous two, emphasizes long-term employment, holistic
employee development, and a strong organizational culture (Aithal and Kumar, 2016b).

The relevance of these theories in Nigeria's media landscape needs to be examined
against the backdrop of a rapidly evolving industry. The digital revolution has democratized
content creation, challenging traditional media hierarchies and opening new avenues for
audience participation. Social media has emerged as a powerful force in shaping public
discourse and influencing media narratives. The impact of these technological advancements
on organizational structures, employee dynamics, and audience relationships necessitates a
critical reappraisal of the foundational assumptions of Theories X, Y, and Z (Adegboye, 2013).

Furthermore, Nigeria's media industry operates within a unique socio-political and
economic context, presenting distinct challenges and opportunities. Issues such as media
ownership, political influence, and the quest for editorial independence play pivotal roles in
shaping the media landscape. As such, a nuanced examination of how these contextual factors
interact with and reshape traditional theories is crucial for understanding the dynamics at play.

This exploration into the contemporary media industry in Nigeria aims to shed light on
whether established theories align with the current realities, or if new frameworks need to be
developed to better capture the complexities of the evolving media landscape. By critically
evaluating the applicability of Theories X, Y, and Z in this context, this study will contribute to a
deeper understanding of the forces shaping the Nigerian media industry and provide insights
that can inform both academic discourse and industry practices.

Statement of the Problem

The media landscape in Nigeria has undergone significant transformations in recent
years, influenced by technological advancements, changing audience behaviours, and evolving
socio-political dynamics. Amidst these shifts, Theories X, Y, and Z have long been considered
foundational frameworks for understanding and interpreting media phenomena. However, in the
rapidly evolving contemporary media industry of Nigeria, there is a pressing need to re-examine

188

IJEBIR, Volume 03 Issue 01, 2024

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

these theories to assess their relevance, applicability, and explanatory power in the current
context.

The Problematic Issues Include: Technological Disruption: The advent of digital
technologies has revolutionized the way information is produced, disseminated, and consumed.
The traditional paradigms of Theories X, Y, and Z may not adequately address the impact of
digital platforms, social media, and emerging technologies on media practices in Nigeria.
Changing Audience Dynamics: Audience preferences, consumption patterns, and
engagement with media content have undergone substantial changes. Theories X, Y, and Z
were formulated in an era with different audience behaviours, and there is a need to investigate
how well these theories align with the contemporary media consumption habits of Nigerian
audiences. Socio-Political Influences: Nigeria's socio-political landscape has witnessed
transformations that have direct implications for the media industry. Issues such as government
regulations, media ownership structures, and the role of media in shaping public opinion
demand a re-evaluation of the theoretical frameworks that guide our understanding of media
dynamics. Globalization and Cultural Impact: The media industry in Nigeria is increasingly
influenced by global trends, and the interplay between local and global cultural forces is
complex. Theories X, Y, and Z may need to be revisited to explore how well they account for
the cultural dimensions and global influences affecting the contemporary Nigerian media
landscape. Economic Considerations: The economic models that underpin media
organizations have evolved, with implications for content production, distribution, and
sustainability. Theories X, Y, and Z may require refinement to better address the economic
challenges and opportunities faced by media entities in Nigeria.

In light of these challenges, this research seeks to critically assess Theories X, Y, and Z
in the context of the contemporary media industry in Nigeria. By doing so, the study aims to
provide insights that can guide media practitioners, scholars, and policymakers in adapting and
developing more nuanced theoretical frameworks that better capture the intricacies of the
current media landscape in the country.

METHODOLOGY

This conceptual/desk research aims to re-examine theories X, Y, and Z within the context
of the contemporary media industry in Nigeria. The research adopts a qualitative approach,
leveraging an extensive review of existing literature, documents, and scholarly works related to
media theories, industry trends, and socio-cultural factors in Nigeria. The study focuses on
synthesizing and critically analyzing information gathered from reputable academic journals,
books, reports, and other relevant sources.
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CONCEPTUAL CLARIFICATIONS
The Contemporary Media Industry in Nigeria — An Overview

The contemporary media industry in Nigeria is a dynamic and rapidly evolving landscape
that plays a crucial role in shaping public opinion, disseminating information, and influencing
societal norms. Over the years, the Nigerian media sector has witnessed significant growth and
transformation, fuelled by technological advancements, changing audience preferences, and
the evolving socio-political landscape.

The media landscape in Nigeria is characterized by a diverse array of platforms, including
traditional outlets such as newspapers, television, and radio, as well as the emergence of digital
and online media. Print media, while still relevant, has seen a decline in readership, with an
increasing number of Nigerians turning to digital platforms for news and entertainment.
Television and radio remain influential, with a wide range of channels catering to diverse
audiences across the country. The rise of social media has had a profound impact on the media
industry, providing a platform for citizen journalism, activism, and real-time information sharing.
This has democratized the flow of information, enabling individuals to participate in public
discourse and challenging traditional media narratives.

Importance of Re-examining Theories in the Dynamic Media Landscape:

In this rapidly changing media landscape, it becomes imperative to re-examine and adapt
existing media theories to better understand and navigate the complexities of the Nigerian media
industry. Traditional theories that once explained media dynamics may no longer fully capture
the nuances of contemporary media practices. The advent of digital technologies, social media,
and the 24/7 news cycle has disrupted established communication models, creating new
challenges and opportunities. Re-evaluating media theories allows scholars, practitioners, and
policymakers to stay abreast of these changes, offering insights into the ways media content is
produced, consumed, and shared.

Additionally, a re-examination of media theories in Nigeria is crucial for addressing issues
such as media ethics, misinformation, and the role of media in shaping public perception. As the
media landscape continues to evolve, a nuanced understanding of the theories that underpin
journalistic practices and audience engagement becomes essential for fostering a responsible
and effective media environment.

The contemporary media industry in Nigeria is marked by a dynamic interplay of
traditional and digital platforms, reflecting the diverse and evolving nature of communication in
the country. Re-examining media theories is a necessary step to ensure that our understanding
of media practices remains relevant and effective in navigating the complexities of the ever-
changing media landscape.
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Theory X

Theory X is a management theory that was developed by Douglas McGregor in the 1960s
as part of his work on management styles and employee motivation. It represents a perspective
that views employees as inherently lazy, unambitious, and requiring strict supervision and
control to ensure productivity. According to Theory X, individuals are motivated primarily by
external factors such as threats, punishment, and rewards (Abdul-Talib et al., 2020).

Historical Context:

During the mid-20th century, organizational management was often characterized by a
hierarchical structure and a command-and-control approach. McGregor's Theory X reflected the
prevailing attitudes towards the workforce at that time, where managers believed that
employees needed close supervision and direction to achieve organizational goals.

Application in the Nigerian Media Industry:

In the past, the Nigerian media industry, like many other sectors, might have applied
Theory X principles in its management practices. This could involve a top-down management
style, rigid control mechanisms, and a focus on extrinsic motivators such as financial rewards
and penalties. Managers may have perceived employees as needing constant oversight to
ensure productivity and performance.

Critiques or Challenges in Contemporary Context:

In the contemporary context, Theory X has faced several critiques and challenges as
societal and organizational dynamics have evolved. Some of the challenges include:

Demands for Autonomy and Empowerment: Modern employees, including those in the
Nigerian media industry, often seek more autonomy and empowerment in their work. Theory X,
with its emphasis on strict control, may hinder creativity and innovation.

Changing Workforce Expectations: Employees today often value meaningful work,
opportunities for personal and professional growth, and a positive work environment. Theory X,
with its reliance on external motivators, may not align with these expectations.

Impact on Morale and Job Satisfaction: Theory X assumptions about employee
motivation can lead to lower morale and job satisfaction. Employees may feel disengaged and
demotivated if they perceive that their contributions are not valued beyond external rewards or
punishments.

Limitation in Addressing Complex Challenges: In the dynamic and complex
landscape of the media industry, Theory X's rigid approach may be insufficient in addressing
multifaceted challenges that require creativity, collaboration, and adaptive solutions.

Mismatch with Modern Leadership Trends: Contemporary leadership theories
emphasize a more participative and collaborative approach, encouraging leaders to trust and
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engage with their teams. Theory X, in contrast, tends to promote a more authoritative and
directive style.

To overcome these challenges, many organizations, including those in the Nigerian
media industry, have shifted towards more participative and employee-centric management
approaches, aligning with theories such as Theory Y, which represents a more positive view of
employees and their motivations.

Theory Y

Theory Y is a management and motivational theory proposed by Douglas McGregor in
his 1960 book, "The Human Side of Enterprise." This theory is part of McGregor's broader
concept of Theory X and Theory Y, which represents two contrasting views of human motivation
and behaviour in the workplace.

Theory Y assumes that individuals are not inherently lazy or unmotivated, but rather, they
have the potential to find joy and fulfillment in their work. It suggests that people can be self-
motivated, take responsibility, and seek out challenges if given the right conditions. In a Theory
Y environment, management believes in the intrinsic motivation of employees and fosters a
positive and participative work culture (MindTools, 2023).

Historical Instances of Theory Y in the Nigerian Media Landscape:

In the context of the Nigerian media landscape, instances of Theory Y principles can be
observed in various media organizations that have embraced a more participative and
employee-centric approach. While specific historical instances may not be extensively
documented, certain media outlets in Nigeria have adopted management practices that align
with Theory Y.

For example, media organizations that encourage employee involvement in decision-
making, provide opportunities for skill development, and create a supportive work environment
embody Theory Y principles. The empowerment of journalists to pursue investigative and
impactful reporting, allowing creative expression, and fostering a collaborative newsroom culture
can be seen as manifestations of Theory Y in action.

Evaluation of the Relevance and Effectiveness of Theory Y in Today's Media Industry:

In today's rapidly evolving media industry, the relevance and effectiveness of Theory Y
principles remain crucial. The media landscape, characterized by technological advancements
and changing audience preferences, requires a dynamic and adaptive workforce. Here's an
evaluation of Theory Y's relevance and effectiveness in the current media context:

Creativity and Innovation: Theory Y encourages creativity and innovation, essential
elements for media organizations to stay competitive in the digital age. By empowering
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employees to contribute ideas and take ownership of projects, media outlets can foster a culture
of continuous innovation.

Employee Engagement: In a media industry driven by content creation and storytelling,
engaged and motivated employees are key. Theory Y's emphasis on intrinsic motivation aligns
with the nature of creative work in media, where passion and commitment often drive success.

Adaptability: Theory Y's belief in the potential of individuals to adapt and learn aligns
with the media industry's need for professionals who can navigate evolving technologies and
changing audience behaviours.

Collaboration: The collaborative nature of media production, whether in journalism,
filmmaking, or broadcasting, benefits from Theory Y principles. A participative management
style fosters teamwork and effective collaboration.

However, challenges may arise in the implementation of Theory Y, especially in
industries facing economic pressures and tight deadlines. Striking a balance between
empowerment and maintaining organizational efficiency is crucial.

Theory Z

Theory Z, proposed by William Ouchi in the late 1970s, is a management theory that
combines aspects of American and Japanese management philosophies. The theory suggests
that a successful organization should incorporate the best features of both cultures to create a
more efficient and effective work environment. It draws inspiration from Japanese management
practices, emphasizing long-term employment, consensual decision-making, and a strong
sense of loyalty and trust among employees (Yuiie et al., 2022).

Overview of Theory Z and Its Origins:
» Japanese Influence:

Theory Z is heavily influenced by the Japanese management style, particularly that of
Japanese corporations like Toyota. It places a strong emphasis on the collective well-being of
employees and the organization.

» Long-Term Employment:

One key aspect of Theory Z is the promotion of long-term employment relationships. This
involves hiring employees with the expectation of a lifelong commitment to the organization,
fostering a sense of loyalty and stability.

» Consensual Decision-Making:

Theory Z advocates for consensual decision-making, where employees are actively
involved in the decision-making process. This approach is believed to enhance commitment and
motivation among workers.
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» Employee Involvement:
Employee involvement and empowerment are crucial elements of Theory Z. It suggests
that involving employees in decision-making and giving them a sense of ownership can lead to
higher job satisfaction and productivity.

Analysis of How Theory Z Has Been Historically Applied in Nigerian Media:
v" Long-Term Employment in Media:

In the context of Nigerian media, aspects of Theory Z may align with traditional practices.
Long-term employment relationships, especially in government-owned media organizations,
have been common.

v' Collective Decision-Making:

Collaborative decision-making has been observed in some Nigerian media outlets, where
editorial decisions are made through a consensus-driven approach involving various
stakeholders.

v' Employee Loyalty:

There is a historical sense of loyalty among employees in certain media organizations in
Nigeria, driven by a combination of cultural values and organizational practices.

Criticisms or Adaptations Needed for Theory Z to Fit the Current Media Environment:

v Flexibility and Innovation:

The media landscape has evolved rapidly with the advent of digital technology. Theory Z's
emphasis on stability and long-term employment may need adaptation to accommodate the
need for flexibility and innovation in a dynamic media environment.

v Globalization and Diversity:

Theory Z was developed in a specific cultural context and may not fully account for the
diverse and globalized nature of contemporary media. Cultural differences and the need for
cross-cultural understanding should be considered.

v' Technological Integration:

With the rise of digital media, there is a need for media organizations to embrace
technological advancements. Theory Z may need adaptation to address the challenges and
opportunities presented by technology in the media industry.

v' Competitive Pressures:

The competitive nature of the media industry requires organizations to be agile and
responsive to market demands. Theory Z's emphasis on consensus may need to be balanced
with the need for quick decision-making in response to market dynamics.
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While Theory Z's principles align with certain aspects of the historical practices in Nigerian
media, adapting to the current media environment requires a careful balance between stability
and flexibility, and a recognition of the impact of technological advancements and globalization
on industry dynamics.

Changes in the Contemporary Media Landscape

Nigeria has a diverse and rapidly evolving media landscape that includes traditional print
and broadcast media as well as an increasing presence of digital and online platforms. Some
key points include:

Traditional Media: Newspapers, television, and radio have historically been dominant
forms of media in Nigeria. Major newspapers include The Guardian, Vanguard, and Punch.
Television stations such as NTA (Nigerian Television Authority) play a significant role in
broadcasting.

Digital Media: With increasing internet penetration, digital media has become more
prominent. Online news platforms, blogs, and social media play a crucial role in shaping public
opinion and disseminating information.

Challenges: The media industry in Nigeria faces challenges such as political
interference, limited press freedom, and economic constraints. However, there are ongoing
efforts to address these issues and promote a more robust and independent media environment.

Technological Advancements and Their Impact on Media Theories:

Digital Transformation: The advent of digital technologies has transformed the way
media content is produced, distributed, and consumed. This includes the shift from traditional to
digital formats and the emergence of multimedia storytelling.

Convergence: The convergence of media platforms, facilitated by the internet, has
blurred the lines between different types of media. Newspapers, television, and radio stations
often have online platforms, and content is shared across various channels.

User-Generated Content: The rise of social media and user-generated content has
changed the dynamics of media consumption. Audiences can actively participate in content
creation and distribution, challenging traditional notions of audience passivity.

Data Analytics: Media organizations use data analytics to understand audience
preferences and behaviour. This information informs content creation, advertising strategies,
and personalized user experiences.

Shifts in Audience Behaviour and Expectations:
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e On-Demand Consumption: Audiences increasingly expect on-demand access to content.
Streaming services and online platforms provide users with the flexibility to consume
media at their convenience.

e Social Media Influence: Social media platforms have become key sources of news and
information for many audiences. Media organizations need to adapt their strategies to
engage with audiences on these platforms.

e Interactivity: Audience expectations include a more interactive and participatory media
experience. Platforms that allow for comments, discussions, and user-generated content
contribute to this shift.

e Mobile Accessibility: The majority of media consumption occurs on mobile devices. Media
organizations must optimize their content for mobile platforms and consider mobile-first
strategies.

Challenges and Opportunities

Challenges Faced by the Media Industry in Nigeria:

Regulatory Challenges: The media industry in Nigeria faces challenges related to
regulatory frameworks, censorship, and government control. Restrictions on freedom of the
press can hinder journalistic independence and limit the diversity of voices in the media.

Financial Sustainability: Many media outlets struggle with financial sustainability due
to a reliance on advertising revenue. Economic downturns, competition from digital platforms,
and issues like piracy contribute to financial challenges.

Digital Disruption: The rise of digital media poses a challenge to traditional media
outlets. Adapting to online platforms and dealing with issues like misinformation and fake news
require significant adjustments.

Security Concerns: Journalists in Nigeria often face security threats, including violence,
harassment, and intimidation. This can lead to self-censorship and limit the ability of the media
to function independently.

Opportunities for Growth and Innovation:

Digital Transformation: Embracing digital platforms and technologies can open new
avenues for content distribution, audience engagement, and revenue generation. Online
streaming services, digital advertising, and social media present growth opportunities.

Diversification of Content: Media outlets can explore the creation of diverse and niche
content to cater to specific audience interests. This can enhance audience engagement and
attract new demographics.
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Collaboration and Partnerships: Collaborative efforts between media organizations,
tech companies, and other stakeholders can lead to innovative solutions. Partnerships can help
in addressing financial challenges and expanding reach.

Community Engagement: Building strong relationships with local communities can
create a loyal audience base. Engaging with the audience through interactive content, events,
and feedback mechanisms can foster a sense of community.

Applying Theories X, Y, and Z:

Theory X (Authoritarian Management): In addressing regulatory challenges, Theory X
could involve compliance with regulations to maintain stability. However, a balance is needed
to ensure that compliance does not compromise journalistic integrity.

Theory Y (Participative Management): Embracing Theory Y can be beneficial in
fostering innovation. Media organizations can involve employees in decision-making processes,
encouraging creative solutions to address digital disruption and content diversification.

Theory Z (Cultural Management): Theory Z, emphasizing a strong organizational
culture, can help address security concerns. Creating a culture of safety and support within the
organization can empower journalists and mitigate security threats.

Navigating the challenges in the Nigerian media industry requires a multi-faceted
approach. By embracing digital transformation, diversifying content, fostering collaboration, and
applying management theories that suit the context, the industry can position itself for growth
and innovation while addressing inherent challenges. Balancing regulatory compliance with
journalistic integrity and creating a supportive organizational culture are crucial elements in this
process.

DISCUSSION

The contemporary media landscape in Nigeria has undergone significant transformations
in recent years, necessitating a re-examination of existing theories that have long guided our
understanding of the industry. In this discussion, the paper critically assess the applicability of
Theories X, Y, and Z to the current media environment in Nigeria and explore how emerging
trends have shaped and, in some instances, challenged these theoretical frameworks.

Theory X: Traditional Media Dominance

Theory X posits the dominance of traditional media channels in shaping public opinion
and disseminating information. Historically, newspapers, television, and radio have played
pivotal roles in Nigeria's media landscape. However, with the advent of digital technologies and
the widespread use of social media platforms, the narrative of traditional media dominance is
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being redefined. The exponential growth of online news portals, podcasts, and citizen journalism
platforms demands a reconsideration of the centrality of traditional media in the contemporary
media ecosystem.

Theory Y: Audience Fragmentation and Digital Media

Theory Y focuses on audience fragmentation and the rise of digital media. The
proliferation of smartphones and increased internet penetration in Nigeria has led to a diversified
media consumption pattern. Audiences now have unprecedented access to a wide array of
content, allowing them to curate their media experiences. Social media platforms, in particular,
have become powerful tools for information dissemination, creating a decentralized landscape
that challenges traditional gatekeeping mechanisms. As a result, the theoretical lens of Theory
Y is critical in understanding the dynamic relationship between media producers and consumers
in the current Nigerian media environment.

Theory Z: Cultural Influences on Media Consumption

Theory Z emphasizes the influence of cultural factors on media consumption. In Nigeria,
a country characterized by diverse ethnicities and cultures, the role of culture in shaping media
preferences cannot be overstated. However, the globalized nature of media content, coupled
with the digital revolution, has blurred traditional cultural boundaries. As we re-examine Theory
Z, we must consider how cultural factors interact with global media trends and whether cultural
influences continue to exert the same level of impact in a digitally interconnected world.

Emerging Trends and Challenges

The discussion also delves into emerging trends that were not initially considered by
Theories X, Y, and Z. The rise of fake news, misinformation, and disinformation on digital
platforms presents new challenges to our understanding of media dynamics in Nigeria.
Additionally, the influence of social media on political discourse and its potential impact on
societal cohesion demand further exploration within the context of these theoretical frameworks.

CONCLUSION

The contemporary media industry in Nigeria is experiencing a paradigm shift,
necessitating a critical re-examination of established theories. The interplay between traditional
and digital media, the evolving relationship between media producers and consumers, and the
impact of cultural dynamics on media consumption require nuanced perspectives. As scholars
and practitioners, we must adapt our theoretical frameworks to reflect the complexities of the
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current media landscape in Nigeria, ensuring that our understanding remains relevant and
insightful in an ever-changing environment.

Recommendations

Organize forums, workshops, and focus groups involving media professionals,
academics, policymakers, and other stakeholders in the Nigerian media industry. Solicit their
perspectives on the applicability and limitations of Theories X, Y, and Z in the current media
landscape. This collaborative approach will provide diverse insights and ensure that the re-
examination process is inclusive and reflective of real-world experiences.
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