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ABSTRACT 

Major previous studies on global media have hitherto been concentrating attention on 

the investigation of the hegemonic effects of such media on the audience. Hence, the 

global media audience members are generally perceived as passive and weak message 

recipients who are easily susceptible to global media effects. However, the 

gratifications scholars criticise this hypodermic needle assumption of global media 

and argue that the diverse global media audiences have their interpretative 

frameworks and that they are not only active in selecting the media that can gratify 

their needs, but also in ascribing their own meanings to global media messages. The 

scholars, therefore, stress the need for more investigations into the global audience 

media gratifications in different cultures and societies. The present study intends to fill 

this gap, especially in the context of Muslim environment. This study explores the 

Uses and Gratifications Theory to examine the gratifications sought and obtained by 

Muslims from the use of three popular global satellite news channels, the CNN, BBC 

and Al-Jazeera and their level of trust in the media. Results show that these three 

channels are widely used by Muslims, but out of the three major news gratifications 

tested, which are the need for cognition (NFC), the need for personal integration (NPI) 

and the need for ‘ummatic’ integration (NUI), only NFC recorded a statistically 

significant positive relationship with the Muslims’ use of global media, after 

subjecting the data, collected through a cross-sectional method and self-adminstred 

questionnaire, from a sample of Muslim nations’ post-graduate students in selected 

Malaysian public universities, to the exploratory and confirmatory factor analyses as 

well as the structural equation modelling technique. This is, however, attributed to the 

relatively low Muslims’ trust in the reports of the channels, as the findings show that 

trust plays no significant role in the Muslims’ global media use behaviour. Following 

the implications of the findings, this study emphasises the need for the three global 

satellite news channels to strive hard to raise the level of Muslims’ trust in their 

reports, so as to gain their confidence. It also stresses the need for Muslims nations’ 

indigenous media to improve on their services, in order to reduce the Muslims’ 

dependency on foreign media for news gratifications. It also urges various Muslim 

government authorities to provide a congenial atmosphere, which is crucial for news 

media to thrive. This study also recommends the need for Muslims’ extensive private 

and public participation in the ownership and control of global media and the 

application of the Islamic ethics of journalism, so as to ensure a free, neutral, 

responsible and vibrant Muslim national and global media. This study attempts to 

advance the theory by expanding the Uses and Gratifications Approach to examine the 

Muslim global media use behaviour and it recommends the application of the 

combination of the “uses and effects” theory to further understand the uses and effects 

of the Muslims’ use of the global media.  
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CHAPTER ONE 

INTRODUCTION 

1.1 BACKGROUND OF THE STUDY 

Audience gratifications from the media have been the central focus of communication 

scholars since the introduction of the Uses and Gratifications approach in 1940s (Katz, 

Blumler & Gurevitch, 1974). Uses and Gratifications tradition is an audience-centred 

approach, which assumes that media audiences actively select the media and media 

contents that can satisfy their motives (Katz et al., 1974; Ruggiero, 2000; Staples, 

1998). Since the introduction of this approach, uses and gratifications researchers have 

been conducting studies on the typology of gratifications that usually attract and 

engage different audiences to different media as well as different kinds of media 

contents that are produced to satisfy individuals’ various social and Psychological 

media gratification needs (Ruggiero, 2000). 

Expectedly, the advancement in technology has enlivened the research in Uses 

and Gratifications Theory. Since the advent of the industrial revolution, the 

communication field has continued to witness tremendous growth and development. 

Various technological developments have led to the emergence of new 

communication media and enhancement of the power of the existing traditional media 

(Harrison, 2006).  

The development of satellite communication is regarded as one of the 21st 

century’s giant strides in the communication industry. With the advent of satellites, 

the dream of sending audio-visual images across borders has become a reality. This 

eventually leads to the introduction of global satellite television news channels.  
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The channels are regarded as prominent among major global media, which 

have helped to connect the world together (Harrison, 2006; Idid, 2011). This, 

however, poses a new challenge to media gratifications scholars, as different 

international audiences in different nations may resort to different uses of global 

media in order to seek for different gratifications because of their different cultural 

settings and their socio political realities (Katz & Liebes, 2010; Rosengren, 1985; 

Roy, 2008).  

The globalisation of television channels, for example, has contributed to 

increasing debates among global communication scholars, probably because of the 

controversy surrounding the concept of globalisation itself (McPhail, 2002). For 

instance, the neo-Marxist critical/ cultural and political economy schools, which focus 

attention on ownership and control of global media and its relationship with cultural 

and economic issues, view global television as another mode of Western cultural 

imperialism and economic manipulation. Satellite communication, according to these 

schools, has reinforced the Anglo-American domination of the world’s one-way flow 

of information with its attendant cultural and economic hegemony against the 

sovereignty of nation-states (Boyd-Barrett, 2010; McChesney, 2010). 

Uses and Gratifications theorists, however, argued that the critical/ cultural and 

political economy schools concentrate only on the production and distribution of 

global media materials and ignore the active role of diverse global audiences, who 

receive and use these media products purposefully to gratify their needs (Katz & 

Liebes, 2010; Rosengren, 1985; Roy, 2008). This state of affairs, according to Katz & 

Liebes (2010) emphasises the need for more research into audience media 

gratifications in different societies and countries so as to ascertain the possible 

differential effects of global media amongst diverse global audiences. 
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1.2 STATEMENT OF PROBLEM 

The power of global satellite communication and its effects on audience cultures have 

engaged the attention of scholars for decades (McPhail, 2002; Hussain, 2012a). The 

close connections between the rise of the new global media system and the expansion 

of the global capitalist political economy have led to considerable debates. Issues like 

the colonization of communications space, media imperialism, political and economic 

manipulation as well as cultural hegemony have become the focus of many 

communication researchers (Baran & Davis, 2012; Boyd-Barrett, 2010; McChesney, 

2010; Tunstall, 2010). 

In the Muslim world and other developing nations, political leaders and media 

researchers have expressed concerns regarding the cultural effects of global media on 

their citizens. Western global media are particularly criticised for imbalanced 

reporting and deliberate portrayal of negative images of the least developed countries 

(McPhail, 2002; Pintak, 2006; Poole, 2006; Tunstall, 2010). Muslims are particularly 

unhappy with the way in which these global media usually portray them and their 

religion (Haque & Hossain, n d; Idid & Galander, 2002; Khan, 2011; Shahandeh, 

2010; Hussain, 2012a).  

Hence, reports from the global media have occasionally led to religious 

tensions, protests and demonstrations by the youths in many Muslims nations. The 

crises that followed the publication of the Danish cartoon in 2005 and a video by an 

American filmmaker on the Prophet of Islam, shown on YouTube in 2012, typify an 

embittered and organised response to stereotypical portrayal of Islam and Muslims in 

the Western dominated global media.  

Despite this pejorative and stereotypical coverage of Islam and Muslims, the 

Western dominated global media still command huge audience among Muslims. 
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Notable satellite news channels such as the CNN, BBC and the Arab owned Al-

Jazeera are very popular in many Muslim countries (Ahmad, Abubakar & Mustapha, 

2009; Idid, 2011; Zakaria & Abdullah, 2010). 

 Nevertheless, the available data on why Muslims use these global media 

despite the aforementioned problems is still inadequate. The motives of Muslims’ use 

of these channels and the gratifications sought and obtained from global media are 

still under-researched in the Muslim environment. Occasional openly expressed anger 

and violent reactions by some Muslims to global media reports showed the influence 

of such media on Muslims. However, findings based on empirical research, are still 

scanty on the reasons behind such reactions, whether they reflect the Muslims’ trust or 

mistrust of reports from these global media.  

Although, the Muslims’ lack of participation regarding the ownership and 

control of global media is notably deficient, the establishment of Al-Jazeera news 

network, broadcasting in both Arabic and English to global audiences, marked a 

positive development. Hence, the network has been able to attract a considerable 

attention of media researchers from both Muslim and non-Muslim nations.  

However, the libraries are still ill-equipped with necessary comparative 

audience gratifications studies based on the use of the Arab-Muslim owned Al-Jazeera 

and the Western controlled CNN and BBC satellite channels. This is essential because 

such knowledge can assist in determining Muslims’ perceptions of the three popular 

global news channels and their resultant effects on Muslims’ use and their level of 

trust in the channels’ news reports, which may also affect their worldviews. This 

identified gap in the literature is the vacuum, which this study aims to address. 
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1.3 RESEARCH QUESTIONS 

Based on the aforementioned statement of problem, this study seeks to provide 

answers to the following questions: 

RQ1.  Why do Muslims use the CNN, BBC and Al-Jazeera global satellite news 

channels? 

 RQ2.  What are the determinants of the Muslims’ use of the three news channels, 

i.e. the gratifications sought or obtained from the channels?        

RQ3.  Do Muslims’ trust the reports of the three global news channels, especially 

their news about Islam and Muslims? 

RQ4.  What role does trust play in the Muslims’ global media use behaviours? 

 

1.4 OBJECTIVES OF THE STUDY 

The main objective of this study is to find out the patterns of the Muslims’ use of 

CNN, BBC and Al-Jazeera global satellite news channels, the ensuing gratifications 

sought/obtained and their level of trust in the channels’ news reports. 

 The specific objectives are: 

1. To understand the rationale behind the Muslims’ global media use 

behaviours, by examining the motives for their use of CNN, BBC and Al-

Jazeera. 

2. To find out the determinants of the Muslims’ use of the three news 

channels, especially the gratifications sought/obtained from the channels. 

3. To investigate and compare the level of Muslims’ trust in the news report 

of the three news channels, especially as it affects Islam and Muslims. 

4. To examine the role plays by trust in the Muslims’ global media use 

behaviours.  
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1.5 SIGNIFICANCE OF THE STUDY 

The significance of this study is manifested in its attempt to contribute to theorisation 

of global media, especially in the area of the audience-global media behaviours in the 

Muslim environment. 

Over the years, the theorisation of global media is predominantly based on the 

study of effects. Global media contents have hitherto been analysed based on the 

assessment of the message and the influence of the senders on receivers, while global 

media audiences are seen as passive recipients (Katz & Liebes, 2010). Hence, global 

media are negatively perceived as agents of neo-colonisation and imperialism (Boyd-

Barrett, 2010). In addition, the advent of globalisation and the advancement of 

satellite communication have also compounded the problems associated with global 

communication, as global media are perceived as weapons of cultural hegemony and 

political economic domination (McChesney, 2004). 

Criticising the hypodermic needle assumption of global media, Katz & Liebes 

(2010) argued that the diverse global media audiences have their interpretative 

frameworks and that they are active in giving their own meanings to various media 

contents, stressing that the receivers usually interpret the message to suit their 

purposes and not the senders. 

Commenting on different perceptions of the American popular soap opera, 

Dallas, by various global audiences in different countries, Katz & Liebes (2010) 

admitted that studies on the gratifications sought and obtained by different 

international audiences from the global media still require more research attention. 

They emphasised the need for more of such studies. 
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The significance of this study is further attested to by such calls for more 

empirical studies on the use and gratification behaviours towards global media by 

global audiences in different societies and nations. The few available studies were 

conducted mainly in Western nations (Katz & Liebes, 2010; Rosengren, 1985). 

Therefore, this study is an attempt to contribute to the literature on the 

international audience gratifications from global media in a locale that is absent in the 

extent literature. Through the application of the uses and gratifications approach to 

understand the gratification structure of global satellite news channels among different 

Muslim nationalities in Malaysia, the study is expected to add additional context to the 

theory.  

Global satellite channels have connected the Muslim world together with 

sound and pictures, thereby serving as links between the diverse Muslim nations in the 

Middle East, Africa and Asia. This has assisted Muslims to know more about the 

situation of other Muslims in different countries (Idid, 2011; Ahmad et al., 2009; 

Khan, Azmuddin & Aharari, 2008). By connecting a vast Muslim population across 

the globe together, a sense of global Muslim brotherhood is further enshrined. Hence, 

an attempt by this study to test the need for ‘Ummatic’ integration as a gratification 

variable sought by Muslims from global media can also be a major contribution to 

gratification typology of uses and gratifications theory. 

Beside the study of media gratifications, Western media scholars have 

expressed concerns on the growing decline in public media patronage due to mistrust 

of the media and other democratic institutions (Aupers, 2012; Golding, Sousa & 

Zoonen, 2012; Sandvoss, 2012).  
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Literatures on Muslims and global media have also highlighted the trend of 

general mistrust in such media because of their perceived negative reporting about 

Islam and Muslims (Hafez, 2000; Hidayat, 2011; Idid, 2011; Idid & Galander, 2002). 

However, the study of the role of audience trust and how it affects the media 

use and gratification behaviours of individuals has not received adequate attention in 

the context of uses and gratifications paradigm. This is evident particularly in locales 

inhabited by Muslims, as the few available research works were conducted in the 

United States, Europe and Israel (Jackob, 2010;Tsfati, 2003a; Tsfati, 2003b Tsfati & 

Cappella, 2005). This study, therefore, seeks to investigate the phenomenon in the 

Muslim context. 

Understanding the motives of the use and level of Muslims’ trust in the global 

media may help media researchers to better understand their potential effects on 

Muslims. It may also provide media managers in Muslim nations with useful insights 

on why Muslim audiences are attracted to these global media. 

The study may also provide operators of the three global news media, the 

CNN, BBC and Al-Jazeera, which are the focus of the study, with empirical research 

findings on Muslims’ attitude towards their satellite news channels. The three 

channels were chosen as they were the only global news channels presently 

broadcasting their news in both Arabic and English languages, which probably 

contributed to their popularity amongst Muslim audiences. 

 

  


