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ABSTRACT 

The major concern of this study was to discover the young aud iences' satisfactions of 

three FM radios in Addis Ababa . So, the research dealt with issues including young 

listeners' station and program preferences, motives and nstening habits. An attempt was 

made to review and bring in assorted resources that have strong relations with the 

central themes of th e study. Uses and gratifications theory was taken as a hub for the 

study. In order to address the research questions like whether the programs are 

matching the needs and expectations of the young listeners as well as if the programs 

on these media impact the needs of the young listeners, focus group 

discussions(FGOs) and in-depth interviews(IOls) were employed. Three FGOs with 

active young FM listeners as wel l as lOis with ten radio audiences were conducted to 

gather data that depict the expectations, feel ings and needs of young aud iences in 

Addis Ababa . Based on the active listening routines of the young, purposive and 

snowball sampling were employed. The samples included taxi drivers, member stud ents 

of mini-media in Kokebe Tsibah School , undergraduate students of FJC at AAU and 

acti ve FM listeners in Kazanchis area. Observation of young aud ience also helped to 

check and ba lance informants' real acts and word s. lOis were conducted with three 

media informants from FM 97.1, FM 98. 1 and FM 102. 1. Thus, the study attested a 

ra nge of issues that enabled the researcher to examine uses and gratifications theory 

from the young audiences' perspective. The study showed the young listen to FM radios 

for enterta inment, education and information as uses and gratifications theory also 

stresses that audience use media sources to gain pleasure through fulfilling their needs. 

The theory conceives audience as active, even if activity level varies from individual to 

ind ividual. One of the major findings of the research is that each station has its own 

distinctive quality that makes it inimitable. As an instance, FM 97 .1 is the best for the 

young for its reproductive hea lth and HIV/AIOS coverage. FM 98.1 is the finest for its 

entertainment chiefly Ethiopica Link and serial dramas as Sheger FM is favored for its 

b music selection and news presentation. The study also found out that to some degree 

peer pressure is one of the factors that encourage the young to listen to programs on 

FM rad ios. Listeners also commented FM radios to resolve the troubles that arise from 

cla shing similar gist programs that are aired at once. Most respondents reflected that 

they got satisfaction from listening to FM radios saying if there were no FM radios , 

narrow entertainment options would make life tastes hard for them. 
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CHAPTER ONE 

INTRODUCTION 

1.1 BACKGROUND 

Need less to say, information is power. Information has become the backbone of the 

progressive activities of human beings. Thus, information can be accessed through 

communication processes. Since commun ication is extremely accelerated by the use of 

media, media are rather inseparable and comprehensive parts of our lives . They are 

very influential in our daily activities. The media also have immense roles in our 

existence. Moreover, they help us abridge our communication gap. Nowadays, any 

media user or advertiser would be in trouble if there were avoidance or ignorance of 

media . Emphasizing the unfeasibility of life without media, Wood said, 

One way to assess the impact of mass communication 

upon our personal lives is to ask not, "what are the media 

doing to me?" but rather, "what would I do without the 

media? To what extent have I become dependent on the 

med ia?" (Wood , 1983: 7) 

People expose themselves to the media by turning on their radios for morning news or 

watching TV for some programs or playing their DVD player for music or film. They 

aga in gaze at newspapers seeking political, social and economic pieces of information. 

Generally, our day-to-day activities are interwoven with the va rious media elements. 

These days, people are to a larger extent dependent upon the media. One of the media 

is radio . Rad io, which is actively serving medium in our country, was introduced to our 

country six decades ago. 

The broadcast media, in particular rad io was first 

established in 1935 at Akaki town in southeastern part of 

Add is Ababa. The time coincided with the Italian invasion of 

the country.... The fascists, however, installed and 

expanded radio services for dissemination of their 

propaganda. (Population Media Center, 9: 2006) 

Even if radio was introduced to the country six decades ago, FM radio had been 

unimaginable before ten years in Ethiopia. In today's Ethiopia, there are various FM 

radio stations in different parts of the country. Some of these stations are state owned, 



Q others are private and the rest belong to some share companies all with the largest 

concentration in Addis Ababa. These FM radio stations have various groups of 

audiences. 

o 

For the most part, most of the radio stations are organized for the sake of addressing 

their various audiences with va ried interests and needs. There is also a variety of 

listeners that account for the diversified nature of radio audiences. This variety can be 

based upon ages, interests, program preferences and tendencies. As a result, it is 

sometimes hard to find out the best manifestation of the feelings, interests, and 

tendencies of the audiences. Vivian (2005:361) expressed, "The size and diversity of 

mass audiences add complexity to mass communication. Only indirectly do mass 

communicators learn whether their messages have been received. " Other scholars also 

mentioned the heterogeneity of audience as follows . "Individuals within a given 

audience represent a wide variety of social categories. Some basic media units 

increasingly seek specialized audiences, but even these groups tend to be more 

heterogeneous than homogenous." (Hiebert, Ungurait and Bohn 1988: 488) 

In spite of the diversity, one of the audiences is a group of young audiences. This 

resea rch therefore targeted young audiences in Addis Ababa. The research also 

identified three FM radios in Addis Ababa, namely FM Addis 97. 1, Fana FM 98.1 and 

Sheger FM 102.1 for the purpose of the study. 

1.1.1. A BRIEF BACKGROUND OF THREE FM RADIOS IN ETHIOPIA 

Studies show that in U.S.A. FM stations grew rapidly in the late 1940s before declining 

in the earl y 1950s. They again grew little in the 1960s. By 1970 there was a rush for FM 

licenses. According to Foster (1982), with each succeeding years of 1970s FM access 

has stead ily increased each year in and out of home. By 1980 the FM audience rose to 

50%. Accordingly, ads on FM became frequent as FM got acceptance. Basically, FM 

radios have similarities in some formats. Most of the FM radios focus mainly on 

entertainment and music. They usually seek to address social, political and economic 

features of the community surrounding them . Despite the similarities in the above 

ci rcumstances, there are also differences among them. Hence, this part manifests 

attributes including editorial policies, programs, news, entertainment, language styles, 

target aud iences and the like. 

2 
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Various FM radio stations are today operating through out Ethiopia. Among FM stations 

that operate in the capital, namely FM Addis 97.1, FM 96.3, Fana FM 98. 1, Zami FM 

90.7, Sheger FM 102.1 , and Afro FM 10S.3(English FM), two are state owned, three are 

private and one is owned by a Share Company. For the rationale of this research, FM 

Addis 97.1, state-owned; Fana FM 98.1, Share Company; and Sheger FM 102.1 , a 

private station have been chosen. These FM were selected, because they could 

represent the commencement, ownership and transformation of FM radios in Ethiopia in 

general and Addis Ababa in particular. For instance, FM Addis is the first FM station in 

the country's history as Fana FM is the branch of the previously EPRDF party-affiliated 

and now share company Radio Fana as Sheger FM is the first private station in the 

country. 

The commencement of FM radio service in the country is a one-step progress in the 

country. It is obvious that the emergence of FM stations in the country has significantly 

contributed in giving the people alternative access in the area of radio. They are also 

manifestations of competition that commercial radios exhibit in order to get public 

acceptance through giving satisfaction to audience. That has resulted in the rise in their 

numbers. Currently, FM is on more business-oriented makeover. This is felt as the 

number of ads and ever-growing enquires for ads on FM radios are mounting. This 

implies that with growing advances in digital technology and ICT, the ties between 

marketing and FM will be stronger. 

The country's media licensing agency, Ethiopian Broadcast Agency has issued codes 

on commercial radios. According to Commercial Radio Broadcast Service Guidebook 

NO.01 /2000 E.C. , the significance of licensing commercial radio broadcast service as it 

is alternative broadcast service to educate, entertain and inform the publ ic to meet the 

need for fair distribution of radio frequency and balanced accessibility of commercial 

radio broadcast service. The codes include financial capacity, credibility and efficiency; 

the needed equipment, technology and capability to render service; the applicants' 

organizational competence, knowledge and experience; programs' contents and 

societal needs built-in in the programs and the service air time. 

3 



The first FM radio in the country, FM Addis 97. 1, which for the most part operates in 

Amharic in and around Addis Ababa, was launched in June 2000. FM 97 .1 station, a 

part of Radio Ethiopia , currently renders a 24-hour service. It is an institution by the 

government to address urban-related social and economic issues in Addis Ababa. It 

mainly focuses on the social routines of the people with largest portion of music and 

entertainment air coverage. 

Fana FM 98.1, a share company station and a branch of the formerly ruling party, 

EPRDF-affiliated Radio Fana commenced broadcasting programs in March 2007 airing 

different news and programs to the audience of Add is Ababa and surround ing areas. In 

this station, entertainment comes first followed by informative and 

educative programs. It has a general coverage of 18 hours a day that runs from dawn to 

midnight. Radio Fana has currently extended its coverage to various parts of the 

country. Sheger FM 102.1, a private station, began airing program for the first time in 

December 2008 with 18-hour a day broadcast. FM Add is reaches up to 125 KM2 radius 

around Addis Ababa as Sheger Radio goes up to 250 KM rad ius around the capital. 

Fana FM 98.1, on the other hand, has made its programs accessible to Gondar, Jimma, 

Dessie, Mekele, and Harar. 

ERTA's statement indicate the objectives of FM Addis 97 .1 are the objectives of ERTA 

including serving the society loyally and effectively as well as setting accountable and 

transparent editorial work and leadership. Fana FM's objectives include standing for 

and promoting progressive values of the society. Sheger FM station also seeks to be a 

source of information that solves the country's problems. 

Study on FM Addis revealed there is no basic difference between the national radio of 

Ethiopia and FM 97.1 in their editorial pol icies , even if the latter focuses more on urban 

b issues while the former concentrates on rural development. Regarding editorial policies, 

ERT A set four cornerstones: constitutional goals, organization establ ishment, press law 

and broadcast laws, as well as national consensus. These include outlining democratic 

system that implements social participation and public progress via poverty reduction to 

ensure national security and sovereignty. 

4 
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The editorial policy of Fana FM 98.1 is the editorial policy of Radio Fana which is similar 

to ERTA. The main points in the editorial policy include compl iance with the rule of law, 

constitution, press law and broadcast laws. Fana FM 98.1 gives due coverage to publ ic 

interest to motivate people in ord er to advance, broaden and strengthen public 

participation . Sheger FM's ed itorial policy has aspiration to create good mood , entertain 

and then acquaint audience with the world by providing the information sources for daily 

life and important decisions. It also targets to provide aud iences to make the most out 

of the opportunities of the century. The media is also known for its proposition 

statement- "Sheger is you rs-it is all about you." 

Rega rd ing audience, FM Addis is participatory. Significant sections of the people of 

Add is Ababa participate in the programs. In the same way, Fana FM broadcast to 

audience in and around Addis Ababa regardless of age, sex and profession. Music 

selection is also based on that. Some programs are set to address the whole society. 

Some programs are for elites. Likewise, specific programs are set for the young. With 

some specification, Sheger FM's target audiences are all people between 18 and 49. 

The station is trying to attract urban elites (35+), comprising the town opinion leaders, 

businessmen, artists and academicians. 

FM Add is' programs such as Yibeqal (Enough) and Lewotatoch (for the Young) 

includ ing the Sunday's live phone-in discussions about HIV/AIDS and Fana FM's Testa 

Oewol (the Bell of Hope) on HIV/AIDS and reproductive health usually focus on the 

young audience. In order to attract the young, the stations organize entertaining and 

catchy programs. Sheger FM like the other two stations has programs that mainly target 

the young audience. These mainly consist of music, drama, and reproductive health 

programs like Oagu Addis (New Information) that chiefly target the young aud ience. 

The three stations mostly use informal language styles the FM mode entai ls. Talk 

shows and phone-in discussions are mainly informal on the three stations; however, it 

doesn't mean that they use culturally offensive words. ERTA's ed itorial policy also 

denounces offensive language use that undermines a religious group or community. 

Language use demands alertness. Fana FM 98. 1 usually uses informal language with 

simple approach that maintains a sort of person-to-person interaction. Sheger FM is 

un ique in that it uses a very informal form of language style that combines trad itional 

5 



o tongue and oldies manners which subsume polite approach. It doesn't employ top-down 

approach. It instead uses horizontal approach that is more conversational. 

b 

b 

News of FM Addis 97. 1 aim to educate, entertain and inform citizens as FM 97. 1 news 

and programs address political, socia l and economic aspects that take into account all 

social thoughts and interests . News bulletin is the main part of Fana FM 98.1. This part 

offers not only daily events, but also vital information linked to audience's day-to-day life 

activities. Sheger FM station's local news and information programs are exclusively 

produced by Sheger FM itself. For example, they use the word 'wore' that literally 

means 'talk' instead of the word 'zena' which is the formal meaning of news in Amharic. 

Regarding entertainment, the three stations use almost similar format. FM Addis 

entertainment emphasizes to introduce various overseas programs that can contribute 

to the nation 's progress. Domestic artistic activities including music and drama 

encourage loca l cultural and artistic issues that make up entertainment. Fana FM 

implements frequently used globally known entertainment programs like music, drama, 

fi ction, poems, narration, plays and jokes. Vox-pop and opinion polls reveal public 

enterta inment reception. Based on the entertainment nature of MOR, Sheger FM1 02 .1 

has creatively fused the news and information content with entertainment values, and 

this has so far been the distinctive and competitive quality of the station. 

The operation of all these FM stations with news, entertainment, music, sports, the 

young program includ ing live phone-in productions commonly targets to address their 

varied audiences. This has also made listeners not only media users but also media 

holders as the stations launch interactive ground for their audiences. Among these, the 

young listeners utilize the FM radio stations by intensively tuning in from one station to 

another in search of their best programs to satisfy their needs and meet their interests. 

1.2.STATEMENT OF THE PROBLEM 

In spite of the fact that there is a diversity of listeners, there is a particular audience 

group -- a group of young listeners of the three FM radios. This study, thus , focuses 

particu larl y on young audience in Addis Ababa. These audience make up a large 

segment of the popu lace of the capita l. It is not only being part of the mass population 

but also to be the new generation makes young audience the target of the research. 

6 
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Young audiences are rea lly parts of the majority audience that have notably contributed 

to the mass audience. As mentioned earlier, they make up a sUbstantial aspect of the 

media aud iences. They are supposedly the greater builders of future generations. They 

also link the past generations, which consist of elderly group of people, and the 

forthcoming generation that make up kids and children. This implies that they are 

targets and contributor of media who have roles on the fate of FM radios in the country. 

This research, therefore, attempted to discover the scale of satisfaction of young 

audiences of the programs of the selected FM radio stations in Addis Ababa . The 

research then revealed the level of satisfaction and the attitudes of the young 

audience towards the programs and FM stations in focus. 

The study, also, attempted to explore to what extent the radio stations satisfy their 

young audience and their needs. This also paved the way for the research process to 

assess the actions taken by the FM radios . According to the current Ethiopian 

government, the young in the country make up the age group that ranges from as low 

as 15 to as high as 29. Since this group is the target audience of the research, the 

analysis will examine the stations' programs, their young audiences, and capability of 

offering satisfying programs that meet the needs of the young . 

This study would, therefore, be crucial to assess the satisfaction of the young in Addis 

Ababa regarding the programs of the three selected FM radios . 

1.3. OBJECTIVES 

1.3.1. GENERAL OBJECTIVE 

The general objective of the study is to discover the overall degree of satisfaction 

of young audience of the programs of three FM radio stations based on audience's 

listening habit , motives and program preferences. 

1.3.2. SPECIFIC OBJECTIVES 

The specific objectives: 

.:. Find out the sort of programs which satisfy young audience on the three 

stations. 
7 
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.:. Find out the satisfaction vis-a-vis dissatisfaction of young audience with 

th e programs of the radio stations . 

• :. Identify, describe and generate an analysis of the factors, which influence 

the program preferences of young listeners in relation to gratifications . 

• :. Describe th e nature and extent of the programs of each media based on 

the choices of the young audience. 

.:. Indicate the young audience's perspectives on how improvements can be 

made to some programs of the stations that need adjustment. 

1.4. RESEARCH QUESTIONS 

In general, the questions that helped to carry out the research include: 

.:. What is the linkage between uses and gratifications theory and the actual 

young FM audience's need and satisfactions? 

.:. Why do young audience listen to the diverse programs of these FM radios? 

.:. Do the programs meet the needs and expectations of the young listeners to 

result in gratifications of young aud ience? 

.:. What are the responses of listening groups like? 

1.5. SIGNIFICANCE OF THE STUDY 

First of all the research gave the opportunity for those young audiences to articulate 

their ideas on their satisfactions and dissatisfactions of FM radios. Consequently, the 

research attempted to dig out to what extent the young listeners of the FM radio stations 

are satisfied with the programs. Therefore, the research's major significance lies in 

extrapolating the uses and gratifications theory from media function. In other words, this 

study tried to attest the applicability of the uses and gratifications theory in the media 

houses' endeavors to satisfy their young listeners. The research also entrenched 

signi ficance in revealing the efforts the stations exert to satisfy the needs of their young 

audiences. Based on that, this research attempted to bring to light the young audiences' 

attitudes of the stations. 

8 
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Accordingly, the result of the research will be of great worth to the FM stations to 

identify their strengths and weaknesses as it reveals the degree of satisfaction of their 

young audience in Addis Ababa. The result of this research will also help the various 

radio stations plan their programs according to the needs of their varied young audience 

if they have to satisfy the young. The outcomes of this research might indicate breaches 

in programs at the va rious radio stations which require improvement to meet the needs 

of their mixed young aud iences. 

The outcomes of this research will pave the way for those who would like to do further 

studies in related area, particularly on FM radio audience satisfactions. It particularly 

gives highlight to those who will mainly study the satisfactions of young audience of FM 

radio stations in Addis Ababa. 

1.6. LIMITATIONS OF THE STUDY 

In conducting the study, in fact, there were challenges and tribulations to the researcher 

as the respondents were loath in some circumstances. Attempts to persuade disinclined 

b respondents prevented the smooth flow of process as lobbying informants was time­

taking in al l FGOs and lOis. In addition, most of the time, especially organizing focus 

groups was the hardest part of the data collection as the free time of the participants 

was not in agreement with one another. Moreover, those who were unwilling to give 

their words even if they had the idea of the contents of the interview made the data 

gathering process rough. 

t 

The unava ilability of crucial data and materials at their exact location led the researcher 

to further sighting that caused time wastage. To some extent very pertinent expert's 

neglect of the researcher's demand as well as decline to cooperate on some issues was 

an unexpected frustration the researcher faced that hampered the data collection 

process a little bit. Further, time shortage and bulk of data that caused the researcher 

to toughly deal with facts analysis and synthesis pulled back the research process out 

of the time table to some extent. 
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1.7.SCOPE OF THE STUDY 

Although there are many radio stations in the country, the research targets three FM 

radios only. The line of investigation is also limited to Addis Ababa even if the FM radio 

stations ' services set out of the margins of the capital. Besides, the study area only 

ta rgets the young audience based in Addis Ababa. The outcomes of the research are 

therefore limited only to the research participants that may not be applied to the whole 

society and the whole young community in the nation. 

1.8.0RGANIZATION OF THE STUDY 

The thesis employs the standard outline of master's thesis papers at Addis Ababa 

University. It, therefore, consists of five chapters . 

Chapter one presents a general background of the study with the synopsis of three FM 

radios in Addis Ababa, statement of the problem, research objectives and questions. 

The chapter also covers significance, limitations and scope of the study. 

Chapter two stresses critical points in review of related literature such as uses and 

gratifications paradigm that is very central in the study. In doing so, an attempt has 

been made to illustrate the general essence of audience, young audience, audience 

satisfaction, typologies of audience satisfaction, sources of gratification and their 

versatility. The chapter, in addition, brings in va rious arguments made by intellectuals 

about aud ience satisfaction. 

Chapter three takes up the methods, procedures and sampling techniques employed in 

th e research . The chapter also elaborates the basis for adopting focus group discussion 

and in-depth interview. That chapter also underlines the weight of observation to check 

and balance the informants' words and actions. 

Chapter four discusses the major findings of the study maintaining relations and 

interdependence between the opening chapter and the theoretical perspectives In 

chapter two. This chapter presents the major findings of the techniques applied. 

The last chapter, chapter five, gives conclusion based on the outcomes of the research. 
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CHAPTER TWO 

REVI EW OF RELATED LITERATURE 

2. 1. INTRODUCTION 

In the earlier unit the resea rch high lighted on the various ideas including background of 

three foca l FM rad io stations. The statement of the problem also indicated some initials 

that have instigated and shaped the need to study the cases in focus. 

The preced ing un it also addressed the significance of the research that inspired the 

resea rcher to discover specifics of the study. The specific and the general objectives of 

the research gave the precise as well as overal l reasons for the researcher to convene 

the study. The facts about the three FM radios revealed pieces of information regard ing 

the similarities , distinctive features and differences about them. These features 

comprised editorial policies, contents of programs, target aud iences and objectives of 

the FM stations. The significance in the previous unit also stressed extrapolating uses 

and gratifications parad igm from the satisfactions of young audiences as well as 

auspicious commendation includ ing the motivation of others to conduct further study. 

Th is pa rt of the paper, on the other hand, reviews some literature in re lation to the 

theme of the study. Th is un it is composed of works, pertaining to audience, young 

audience, typologies of satisfaction, sources of satisfaction and versatil ity of sources. It 

also analyses uses and gratifications model. The second unit analyses the theory and 

assumptions with the perspective of audiences specifically to young audience. This 

pa rt also attempts to answer the question of media functions including media social 

fu nctions. 

2.2.AUDIENCE 

Many scholars define the term audience in different ways. Audience is a listener, a 

viewer, an attendant, spectator that follows programs on va rious sources. These 

sources can be radio, television, stages, internet blogs, books, newspapers, bulletins, 

and the like. Schroder cited Denis McQuai l's definition of audience, "Audience simply 

refers to readers of, viewers of, listeners to one or other med ia channel or of this or that 

type of content or performance." (Schroder et aI., 2003: 24) 

\I 



o 

b 

Schramm in McQuail (2001: 360) also defined the notion of 'audience' as the communal 

expression for the 'receivers' in the usual sequential model of mass communication. For 

some researchers, audience is not visible. Further, audience is a non-existent being for 

some scholars as Allure in McQuail (2001: 360) puts aud ience in a different way. Allure 

says, "The audience exists nowhere; it inhabits no rea l space, only positions within 

ana lytic discourses'. Similarl y, other scholars defined audience as non-existent. 

Nightinga le and Rose (2003: 1) put it li ke, "Audiences are unnatural phenomena. They 

do not exist in nature, but are created in the course of human interactions-with each 

other and with the technologies we invent to make our communications more enjoyable 

and entertaining, more powerfu l, fast and efficient." They further mentioned some 

dimensions. 

. .. there are at least five dimensions to all research about 
audiences. They incl ude the people involved; their activities; 
the media materials with which they engage; the media 
time/space in which the engagement occurs; and the media 
power structure that delimits the control that each 
stakeholder in a med ia event can wield. 
(Nightingale & Rose, 2003:3) 

In general, the term 'audience' has an abstract and debatable character and the real ity 

to which the term refers is also diverse and constantly changing. Consequently, 

McQua il (2001) attempted to define audience from varied perspectives. "An audience 

can thus be defined in different and overlapping ways: by place (as in the case of loca l 

media); by people (as when med ium is characterized by an appeal to a certain age 

group , gender, political belief or income category)." (McQuail : 2001 , 360). He further put 

definition of audience based on extra features. He defined audience: 

... by the pa rticular type of medium or channel 
involved(technology and organization combined); by the 
content of its message(genres, subject matter, styles) ;by 
time(as when one speaks of 'daytime' or 'primetime' 
audience , or an audience that is fleeting and short term 
compared with one that endures). (McQuail : 2001 ,360) 

Hiebert , Ungurait and Bohn (1988, 488-489) suggested audiences can be defined 

based on five characteristics they exhibit. The audience is a composition of those who 

share similar experience and are affected by similar interpersonal communal relations; 

the audience is large that tends to be heterogeneous rather than homogenous; it also 

tends to be re latively unnamed, the audience tends to be physically separated from 

communicator. In Questioning the Media, audience is defined in similar way as Hiebert , 
12 



o Ungurait and Bohn described it as miscellaneous, fragmented by societal background , 

consisting of class and racia l disparities , by cultural sense, and by pattern of utilization, 

which involves va rious kinds of feedback to the same med ia content. (Downing, 

Mohammad i, Sreberny-Mohammadi, 1995:205) 

b 

On the other hand , DeFleur in Wood (1983: 175-177) viewed aud iences from three 

perspectives based on their responses to the contents and messages of med ia. 

Accord ing to DeFleur's individua l differences perspective, different people respond in 

different ways to the same media message. The social re lationships perspective 

defined audience that the receiver's attachment with family and others significantly 

affect one's reaction to a given mass commun ication stimulus- a receiver of any media 

message is consistently influenced by friend s, close relation s, and co lleagues who 

interpret and emphasize certain features of the communication process. 

Audiences members who share some re lated characteri stics as age, income, sex, 

occupation , race, and the li ke wi ll be inclined to react in a similar manner to a given 

media stimu lus or message. In relation to this, Wood (177) cited DeFleur's Social 

Categories Perspective, underlining , "this perspective" 'assumes that there are broad 

collectives, aggregates, or social categories in urban-industrial societies whose 

behavior in the face of a given set of stimuli is more or less uniform .' 

2.2.1. AUDIENCE ACTIVITY AND SELECTIVITY 

Proponents of the active audience theory argue that media cannot tell people what to 

th ink or how to behave in any direct way (even if state-run media may be trying to do 

this) because people are not nearly as stupid, or easy to dominate as the media 

indoctrination perspective would have us believe. Croteau and Hoynes (2003) further 

highlighted advocates of active aud ience believe that people cannot be told on how to 

behave and act despite some attempts by state-owned media. 

'0 The phrase active audience appeals to our belief in the 
intelligence and autonomy of people. The term is both a 
critique of cynicism about the power of med ia and an 
expression of faith in the power of people . For those of us 
who do not want to simply dismiss people-especially those 
who partake in devalued forms of media such as soap 
operas, enterta inment-oriented magazines, and action films­
the concept of the active audience is a signifi cant step 
forward. (Croteau & Hoynes, 2003:266-267) 
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o According to Downing, Mohammadi, Srebemy-Mohammad i, various preced ing 

theorists, had a concern that the media, and particularly extremely common med ia such 

as movies, radio , and later televis ion, served as ' hypodermic needles'- injecting 

messages straight into the blood vessels of their completely exposed audiences. More 

commonly, the mass viewers and listeners were regularly underestimated as a 

composition of people with low sense and mental power. (Downing, Mohammadi, 

Sreberny-Mohammadi , 1995: 210) 

b 

Gillespie enlighten the disparity between active and passive audiences citing Kate's 

mediating factors , selectivity and interpersonal relations. He put the main points. 

In his development of uses and gratifications theoretical 
approach, Kate asked not what the media do to the people 
but what people do with the media. He did so because, as 
research readily shows, people are motivated, selective 
and active in their use of the media. (Gillespie, 2005: 21) 

Downing, Mohammadi and Sreberny-Mohammadi , pointed out that as, "Uses and 

gratifications researchers assume that media audiences are active in their choices of 

media material. From this perspective, the use of media is a highly selective and 

motivated activity, not a mindless pass time. " (Downing, Mohammadi and Sreberny­

Mohammadi 1995: 212). According to Gillespie (2005), selectivity of people can also be 

based on their prior knowledge , values, bel iefs, and the media text. 

Biocca 's report in McQuail (2003:380-381) proposed five different angles to determine 

audience as active. These include se/ectivity- that entails exercise of media and content 

choice and favoritism ; utilitarianism-audience as image of self-interested consumer with 

need consciousness; intentionality- in which active audience is with active cognitive 

processing of received information and experience; as in resistance to influence, the 

listener or viewer is self-governing and unchanged by others for except personal choice 

t> as in involvement audience is expected to be absorbed and aroused in media 

processes, and talking about programs to fellows. On the other hand, Gillespie cited 

Kate's argument of interpersonal relations , " ... because people talk to each other about 

the media, any media message may be affected , or reshaped , by everyday 

conversations. Consequently, some people in a community- the 'opinion leaders'-are 

influ ential in meditating the effect of the media." (Gillespie, 2005:21). Schroder, Drotner, 
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Kl ine, and Murray (2003), stated an active aud ience as the one who seeks to gratify 

diverse personal and communal needs through the media outlets . Regarding activity of 

aud ience Nightingale and Rose cited the impact of opin ion leaders as, "Katz and 

Lazarsfeld understood audiences to be influenced not just by med ia content but also by 

special interests that people they knew took in the media ."(N ightingale and Rose, 

2003: 12). Scholars also analyzed passive aud iences. "Nevertheless, one should not 

reject the concept of passive audiences completely. Passivity is a matter of degree. 

Some media users are more passive than others; some people are active at some 

times and passive at other times." (Davison, Boylan and Frederick, 1976: 148). 

2.2.2. YOUNG AUDIENCE 

Young audiences are parts of the majority audience that have notably contributed to the 

mass audience. The concept of young does not cl ing to a single universally accepted 

definition . Its defin ition differs from place to place. The age limit in which an ind ividual is 

considered as young differs from situation to situation, region to region, and society to 

society through out the globe. In some sources , young is defined as the period between 

childhood and adulthood. It is also descri bed as the period of physica l and 

psychological development from the onset of puberty to maturity and early adulthood. 

UN descri bes th e young as those persons between the ages of 15 and 24 years. 

Sources ind icate that around the world the terms "youth ", "adolescent", "teenager", and 

"you ng person" are interchangeable, often meaning the same thing. Young generally 

refers to a time of life that is neither childhood nor adulthood, but rather somewhere in­

between. World Bank also defines young as time in a person's life between childhood 

and adulthood . The term young in general refer to those who are between the ages of 

15 to 25. World Bank cited Curtain (2002), as has been quoted in the U.N. World Youth 

Report 2003 who defined young as a phase when a person moves from a time of 

dependence (childhood ) to independence (adulthood). African youth charter defines 

young as those people between the ages of 15 and 35. 

The report of FORE Ministry of Youth and Sports indicated that the national young 

policy of Ethiopia defines young citi zens as those in the age range between 15 and 29. 

This segment of the society comprises a sizable proportion of the total population. 

Acco rding to the 2007 report of CSA 15-19 age range was 8,787,740 that made up to 
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b 11.9% of the total population of 73,918,505 in the country. The young in 20-24 age 

group numbered at 6,425,164 accounted for about 8.7% of the whole census. 

5,680,569 young in 25-29 age range formed 7.7%. These three age groups totally 

formed 28.3% the entire population . 

o 

Similar data of CSA in the same period depicted that 15-19 age range that numbered 

386,363 accounted for 14% of the total census , 2,738,248 of Addis Ababa . The young 

in 20-24 age group that consisted of 405,134 represented 14.8%. 371,904 young 

constituted 13.6% of the total of the capital population. Therefore, this age range 15-29 

makes up nearly 42.4% of the total population in Addis Ababa. This implies that the 

young are at the center of media targets. They also account for considerable size of the 

media audiences. However, some sources commented about the threat of miss out of 

the young, the large contributor and the future productive power by various 

stakeholders . The FORE (YSDP 1: 6) put this as: "Despite this , the large potential as 

the agent of social change, are not duly appreciated , harnessed and institutionalized for 

the purpose of national development while they are the prime movers of the process." 

Researchers like Buckingham(n.d .) also put three factors for young people handling of 

med ia including their overall level of cognitive, emotional and social development; their 

experience of the world in general ; and their experience of the media in particular. 

2.2.3. WHY IS IT IMPORTANT TO STUDY YOUNG RADIO AUDIENCES? , 

There are also va rious reasons to study young audiences. Nowadays, the young are at 

the center of media targets . As mentioned earlier, they make up a considerable size of 

the media audiences. Anything that impacts the young also impacts the whole society. 

So to concentrate on the young is to deal with the whole society. They are also 

supposedly the greater builders of future generations. They also act as a bridge 

between the past generations, which consist of elderly group of people, and the 

b fo rthcoming generation that make up kids and children. Programs like entertainment, 

sport, HIV and reproductive health chiefly focus on the young. Thus, this demands 

review of young audiences' outlook and mind-set towards the programs as well as their 

satisfactions. This study, then, helped to explore to what extent the young exploit FM 

radios for satisfaction. 
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Ziehe (1994) in Buckingham and Bragg (2003) further put the linkage between young 

o aud ience and media stating that the young people are engaged in making a shift from 

their parents to a broad peer tradition. The media regularly act as the special foundation 

on which identities are built on, social ties agreed and peer tradition originated. Besides, 

today's young people are the adult consumers of tomorrow. Nowadays there are also 

public notices that pa rticularl y target the young audiences. Therefore, this study tried to 

address these features. Some researchers highlighted the relationship between young 

people demands and promotion targets to satisfy the needs of the young. One of the 

reasons may be to get the insight into how media consumption affects young audience 

identities . The other factor that needs to be considered is how media are powerful 

sources that can influence the young. It is also noteworthy to revea l the impacts media 

caused to brings about makeove r in the young. 

2.2 .4. YOUNG RADIO AUDIENCES AND THEIR SATISFACTIONS 

This research chiefl y focuses on active young listeners in order to meet its objectives. 

Some theories assume that most of audiences are active in their media consumption 

and preferences. It is well-known that the young audiences, in this le T era, have 

diverse sources of satisfaction. Radio is assumed to be one of them. As a resu lt, the FM 

o radios need to offer attractive programs and contents to continue competent and 

preferable media of young audiences. So, this pa rt addressed young radio listnership in 

several different forms and several factors including preferences, the degree of liking 

and to what extent they resort to the pa rticular programs in the selected FM rad ios . 

There is a scrutiny of the young audience's taste of news on different media including 

trusteeship and dependability. This part also assessed the music seeking inclination of 

youngsters to satisfy their needs. Live radio discussions including phone-in radio shows 

are also parts that young listeners make use of. They are not only listeners but also 

users and contributors on some debatable social and sport issues. 

t 

Buckingham and Bragg (2003) described the behavior of media consumption of young, 

"Despite some trends towards individualized viewing as they grow older, young people 

continue to consume med ia material in the company of others." Buckingham (n.d.) in 

other related study showed th at radio is all-encompassing phases of young people's 

lives; mainly for teenagers. He stated studies which indicate that young people are 

regular users of rad io, and that no less than 74% of their listening is to commercial 

stations. 
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2.3. MODEL 

Some theories show that media aud iences are affected by the content of the media. 

Other hypothesis also insist audience themselves gain satisfaction through their own 

active participation. However, uses and gratifications theory is one of the models that 

feature the arguments about audience and media ties. 

2.3.1. USES AND GRATIFICATIONS THEORY 

Uses and gratifications theory assumes that individuals use media sources to ga in 

satisfaction through fulfill ing their needs. On the study of audience, uses and 

gratifications writers stated the essence as: "The approach simply represents attempts 

to expla in something of the way in which individuals use communications, among other 

resources in their environment, to satisfy their needs and to achieve their goals .. .. " 

(Boyd-Barrett & Newbold, 2004: 164). Schroder et al. (2003) elucidated uses and 
< 

gratifications perspective as a theory that presents the concept of the 'active audience', 

who seek out to gratify a range of individual and social needs through the mass media. 

Regard ing needs and gratifications, Wood (1983:247) articu lated "Researchers in this 

area[uses and gratifications] point out that individuals approach any media experience 

with specific needs-either consciously expressed or subjectively felt-and they use the 

media channels to fu lfill those particular needs whether they know it or not. " 

Carey and Krei ling in Nightingale & Ross (2003) put uses and gratifications as a vastly 

powerful functionalist approach to examine audiences. It investigated audience activity 

as a manifestation of human needs, particularly individual or psychological needs with 

ve ry low descriptive power as explanation of audience choices . 

2.3.1.1.ASSUMPTIONS OF USES AND GRATIFICATIONS MODEL 

Accord ing to (Nightingale & Ross, 2003:35-36; Boyd-Barrett & New hold, 2004:164-65), 

Uses and gratification theory has fi ve assumptions. These include: 

1. The audience is regard ed as active- a vital part of mass media use is assumed to 

be goa l-oriented. This assumption probably contrasts with the effect that 'most 

mass media experiences signify pastime rather than purposefu l activity, 

reflecting situations within a range of available chances rather than the 

expression of 'psychological motivation '. 
18 



2. In the mass communication process much in itiative in linking need gratification 

and media choice lies with the audience member. Th is puts a limit on theorizing 

about any form of straight-line effect of media content on attitudes and behavior. 

3. The media compete with other sources of need satisfaction. The needs fulfilled 

by media message form a range of human needs, and the degree to which they 

can be adequately met through mass media consumption certainly varies. 

4. Methodologically, largely, goals of mass media use can be obtained from data 

supplied by individual audience - that is , people are amply self-aware to report 

their in terests and motives in particular cases. Or to recognize them when 

confronted within an intelligible and familiar verbal articulation. 

5. Values about the cultural significance of mass communication suspend while 

audience orientations are explored on their own terms. In this perspective , 

certain similarities and contrasts between the uses and gratifications approach 

and much speculative writing about popu lar culture may be considered. 

Williams (2003) also put three assumptions that uses and gratifications approach 

o entails. The theory suggests, first, people vigorously use the media for their own aims; 

second ly, people know these aims and can express them; thirdly, despite personal 

differences in media use, it is likely to imply some basic outline in uses and 

gratifications. Though uses and gratifications approach has its own streng!bs, it is not 

without defect. Diverse studies put that the model has its own flaws in spite of the 

va rious attributes. 

b 

t 

The strength of the uses and gratification theory is its focus 
on the role of individuals in making sense of media messages 
previously neglected or ignored. Critics, however, argue the 
approach suffers from a number of flaws. The first is the 
focus on the individual as the unit of analysis. ... By 
concentrating on the individual psychological make-up of the 
audience members the approach tends to lose sight of the 
social dimension altogether. There is also doubt as to 
whether it is possible to do no more than speculate about the 
audience's basic needs. ... the model also assumes 
individuals act with purpose in th eir viewing , listening and 
read ing but often activities such as watching television are 
causal and unplanned ... the motive for watch ing can be due 
to the reputation of the program or lack of sufficient choice 
rather than the result of any specific need of the individual. 
(Williams, 2003: 178-9) 

19 



o 

t 

Wil liams (2003) reviewed the criticisms saying the uses and gratifications model is 

barely psychological and fail to put the message or the aud ience in a wider social state. 

Carey and Krei ling in Nightingale & Ross (2003:6) pointed out that in emphasizing 

audience acti vi ty and individual needs, the 'uses and gratifications' approach declined 

to integrate a sense of identity, to a large cultural setting . They further argued that 

rega rdless of this notion, 'uses and gratifications' wou ld not be able to deliver a logical 

analysis of th e processes of mass communication. Elliot (1974) cited in Downing 

Mohammadi, Sreberny-Mohammadi (1995:213) also assessed drawbacks of uses and 

gratifications model criticizing the approach as individualistic aiming personal uses of 

media and emotional gratifications; lacked notice to the content of media output ignoring 

what people gain out of a med ia content; political approach that assumes utilizing med ia 

always resu lts in gratifications. 

Scholars, on the other hand, accentuated the value of uses and gratifications model 

affirming that the fundamenta l sense of the uses and gratifications paradigm is that it 

inspires researchers to examine what inspires audiences to utilize media by discovering 

the gain obtained from its use. They also emphasized the uses and gratifications theory 

as useful in elucidating the remarkable rise in radio and television talk shows over the 

period of time. Most of these programs are informative or entertaining. 

2.4. TYPOLOGIES OF AUDIENCE GRATIFICATIONS 

In fact, various listeners have diverse reasons to listen to radio. Some may wish to 

pass time; others may need it for the purpose of entertainment, as the rest are keen on 

getting new information about the globe. Even more others wou ld be interested in 

shaping their attitudes through gaining information that match their needs. All factors 

altogether are principa lly to get satisfaction out of the media . 

Researchers have used several different strategies to 
identify needs that mass communication can help. One of 
these is to ask people why they make use of one or more of 
the mass med ia. The needs of the respondents can be 
inferred from their replies . 
(Davison, Boylan and Frederick, 1976: 140) 

Researchers further mentioned the reasons of many audiences including young 

aud ience to attend a particular media. These are to learn - about oneself and others; to 

find out how to act; to be aroused - for excitation and cheer up; to have companionsh ip-
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b, to forget solitude; for relaxation - to calm down; to forget other life pressures and to 

pass time. (Davison, Boylan and Frederick, 1976:141). 

According to Davison, Boylan and Frederick, scholars further reviewed additional 

factors that account for audience satisfaction. These are survei llance- to catch up with 

the latest information; to get elections directions-to get information on how to take part 

in a ballot; to anticipated communication- to be ready for argumentative ideas; for 

enjoyment- to decide who wi ll succeed in the elections, to take pleasure in election 

contest; for support- to know cand idates' stands. In similar way, Downing, Mohammadi; 

Sreberny Mohammadi (1995) rnentioned reasons for audiences' utilization some media. 

These reasons include: 

o 

information-finding out about society and the world ; seeking 
advice on practical matters; satisfy curiosity and interest; 
learning; personal identity-finding reinforcernent for 
personal values; finding model for behavior; identifying with 
valued others; gaining insight into oneself; integration and 
social interaction- gaining insight into circumstances of 
others; gaining a sense of belonging; finding a basis for 
conversation; helping to carry out social roles and; 
entertainment- being diverted frorn problems; relaxation; 
getting cultural and aesthetic pleasure and enjoyment; 
filling time; ernotional release; sexual arousal. 

t 

(Downing, Mohammadi ; Sreberny Mohammadi, 1995:213) 

Stating the reasons for media consumptions, Croteau & Hoynes (2003: 295) said the 

central reason for peoples' media consumption is seeking fun as the media offer 

nurnerous choices for entertainment. Similarly, McQuail (2001) stipulated audiences are 

mostly created based on resemblances of personal need, fascination and perception. 

Lots of them have societal and psychosomatic basis. "Typical of such 'needs' are those 

for information, relaxation, compan ionship, diversion or 'escape'. Audiences for 

particular media and kinds of media content can often be typified according to such 

broad motivational types. " (McQuail , 2001 :387) 

Wood (1983:24) reviewed the decision of the aud ience (receiver) on when and how to 

use the media affirming the limitations of the source (sender). Wood analyzed 

'escapism ' and 'reality' as the receivers' preferences to be entertained, to escape from 

the realities of the world as well as to be informed to learn the realities of the world apart 

from publicity and indirect pressure of the source. 
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Nowadays, it is also verity that young aud iences are not only listeners, but also media 

contributors and participants as they are actively involved in activities like phone-in 

discussions. In relations to this , Pavlik & Mcintosh pointed out, "Audiences can get their 

information and entertainment from literally thousands of sources around the world. 

Audiences aren 't content to sit back and listen in silence to what the media report. They 

want their own voices to be heard."(Pavlik & Mcintosh, 2004:24). This implies that 

audience are not only listeners but also participants who play their roles in activities like 

phone-in discussions that will select music, debate on some issues and later on get 

satisfaction. 

About audiences' media motives, Merrill and Lowenstein (1971: 134) put three 

motivational factors . The first one is loneliness- the sense of social estrangement, of 

frustration, of anxiety, and of fear that leads people be with a mass media. Loneliness is 

awfull y powerful motivation that drives people into mass media use. Curiosity is the 

other inspiring factor. As people are inquisitive on what is going around them, there is 

nothing like turning to the media. Curiosity is the prime factor that leads people to media 

exposure. Self-aggrandizement, the human selfish behavior to satisfy their personal 

interests, biases and prejudices also motivates audiences. Self-aggrandizement can 

also serve as the guidance and reassurance to beliefs and ideologies. To some extent, 

this is also reflected in the answers of respondents in FGDs and lOis. 

Regarding interest, McDonald (1957) cited in (Boyd-Barrett & Newbold, 2004) proposed 

conceptions of audience interests are expressed in different ways. Cultural writers 

based their criticism of the audience as primarily serving the escapists need of the 

audience. Nordenstreng (1970) in Boyd- Barrett and Newbold also stated the implicit 

need for social contact as other motivation for media use. Weiss (1971) in Boyd­

Barrett and Newbold also summarized the audience concern as the fantasist-escapist 

or informational-educational dichotomy between media and media content. 

Laswell (1948) and Wright (1960) put a four-function of media at macro and micro 

sociological levels: surveillance, correlation, entertainment, and cultural transmission . 

According to Nightingale and Ross, McQuail et al. (1972) proposed typologies 

consisting of diversion (escape from burdens of routines); personal relationships 

(companionship); personal identity (personal orientation, reality investigation, and value 

support); and survei llance. Similarly, McQuial (2001 ) mentioned four major contents of 
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typology of media-person interactions. These are diversion (escape from routine; 

emotional release); personal relationship (companionship); personal identity (self 

reference; real ity exploration); and surveillance (information seeking). 

2.5. SOURCES OF MEDIA GRATIFICATIONS 

There are va rious sources of media gratifications. One factor can be the media content; 

the other may be the tendency of the audience toward the va ried programs of the 

med ia , and the programs aptness to the expectations of the different audiences. 

In this term, it is possible to note that the substance of med ia, exposure to media and 

socia l context playa key role in satisfaction of a particular listener. Nightingale and 

Rose (2003:41) stated the weight of taking an insight into the feature of content; unique 

quality of the media and typical exposure situations such as at home or outside, isolated 

or accompanied and the sort of with or without control over the temporal aspects. 

Boyd-Barrett and Newbold (2004: 167) also cited Waples et al. (1940) study of sources 

of med ia satisfactions. Media satisfaction sources are contents, experience to a 

medium, and the societal framework. They also further identified the need to enjoy or 

pass time, the need to spend time in a valuable manner, and the need to organize one's 

time vary from media to media usage as it also matters to utilize a medium with kins 

and fe llow. Merrill and Lowenstein (1971: 133) further stated factors that affect med ia 

choice. These include, "Leisure time, state of health, political orientation, media 

ava ilability at the time, special interests, finances, and habit-all these contribute in 

varying degrees to med ia and med ia selection." 

An attempt to include a lot of specific functions that have been anticipated is made in a 

detailed scheme of Katz, et al (1973). The vital concept is that mass communication is 

used by people to connect (or sometimes to disconnect) themselves- via influential , 

emotional or attached relations-with of others incl uding self, kin, associates, state, and 

the like. The idea tries to grasp the whole range of individual gratifications of many 

facets of the need 'to be connected.' (Nightingale & Ross , 2003; Boyd-Barrett & 

Newbold , 2004). Likewise , Croteau and Hoynes remarked media gratification sources: 
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Pleasure can also come from entrance into a world of 
fantasy; here, again, social position will shape the kinds of 
fantasy worlds that are attractive and the ways audiences 
engage with fantasy images. Pleasure can also come from 
asserting autonomy in the face of conformity and from seeing 
through media in ways that are empowering. More generally, 
media can be fun because they are a forum for play in a 
society that values work far above leisure. 
(Croteau & Hoynes, 2003:298) 

2.6. GRATIFICATIONS AND NEEDS 

There is indeed a basic tie between psychological needs and media offerings. 

Nevertheless, there are not specially adopted principles and theories that link needs 

and mass media. In this regard, Nightingale and Ross hinted the absence of related 

theories stating that media study lacks pertinent theories to social and psychological 

needs despite the pile of a list of resources relevant to needs, classification of varied 

stages of needs and specified assumptions associated with media gratifications. Yet, in 

regards to the relationship between gratifications and needs, Davison et al. (1976: 143) 

also identified: 

Whichever research method we prefer, it is obvious that the 
needs that can be satisfied by mass communications will vary 
from person to person. Because people have different 
attitudes, values, and interests, they will make different uses 
of the media and obtain different gratifications. 

In 1961 other schola rs like Schramm, Lyle and Parker attempted to deduce a disparity 

between reality and gratification principles of Freud and others, although recent studies 

suggest that those categories are excessively bulky to be pragmatic. (Boyd-Barrett & 

Newbold, 167). Boyd-Barrett and Newbold further judged Maslow's (1954) need 

hierarchy as promising but with unrefined relevance to communication expectations and 

Lasswell 's (1948) communication model that pronounce media satisfaction as valuable 

that wi ll help to analyze the categorization of values. Davison et al (1976) also showed 

the people's need practice will rely somewhat on what is going on in proximity and on 

the societal context in which they locate themselves. Depicting the functions from 

gratifications to needs, Nightingale and Ross (2003:41) demonstrated that: 
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In the informational field , fo r example, the surveillance 
function may be traced to a desire for reinforcement of one's 
attitudes and values may derive; seeking rei nforcement of 
one' attitudes and values may derive from a need for 
reassurance that one is right; and attempts to correlate 
informational elements may stem from a more basic need to 
develop one's cogn itive mastery of the environment. 
Similarl y ... 'personal reference' may spring from a need for 
self-esteem; social util ity functions may be traced to the need 
for affiliation; and escape functions may be related to the 
need to release tension and reduce anxiety. 

Boyd-Barrett and Newbold (2004: 167) further stated the long-standing argument of 

social and psychological science is how to and whether to systematize the assorted 

human and societal needs. So, gratifications research has been fused to media-related 

needs in the sense that media have been pragmatic to gratify them, at least in part . 

2.7. GRATIFICATIONS AND EFFECTS 

In studying the uses and gratif ications model, pioneer scholars had two ambitions. The 

first was an attempt to assess the interdependence between gratifications and needs. 

The other motive was to seek the interrelation between media effects and gratifications. 

In the perspective about the effects of media, Davison, Boylan and Frederick 

(1976: 183) concluded : 

The effects of med ia on level of information, attitudes, and 
attention may influence us in what we do. And they may not. 
If we want to do something anyway- say buy a given 
product-then an advertisement may immediately affect our 
behavior by tell ing us where we can buy and at what price. 
But a great deal of information gained from advertising does 
not lead to sales. 

They further stated, "Campaign publicity may be successful in changing a person 's 

atti tude toward a candidate, but this person may no take the trouble to vote on Election 

Day. "(Davison, Boylan and Frederick (1976: 183). Nightingale and Ross (2003:46) 

demonstrated due to the impact of exposu re to media, audiences might relate th is to the 

materials appearing in med ia to entertain or portray more or less faithfully to some 

portion of social rea lity. The link between med ia effects and gratifications is also 

depicted as: 

25 



b 

b 

b 

Hypothesis about the cumulative effects of exposure to such 
materials [med ia] on aud ience members' cognitive 
perceptions of these spheres of activity, and on the 
individuals engaged in them, might be formulated in the 
awareness of the likely fact that some individuals will be 
viewing them primarily for purposes of escape, while others 
will be using them for reality- exploring gratifications. 
(Boyd-Barrett& Newbold, 2004: 171) 

Blumler (1972) cited in Nightingales and Ross (2003: 46) found out a factor for listening 

that exists between gratifications and effects as: "In fact, one cluster of gratifications 

that emerged from an English study of listeners to a long-running daytime radio serial 

centered on tendency of the program to uphold traditional family values." According to 

Nightingale and Ross, this suggests that the extent programs impact attitudes and 

norms, the extent they trace and support their audiences. 

2.8. THE VERSATILITY OF SOURCES OF NEED SATISFACTION 

It is vital to consider that one particular med ia content may address a variety of 

aud ience needs. A range of audience needs and interests can be satisfied through the 

use of one program from one source. Nightingale and Ross (2003:44) reinforced this: 

Before becoming too sanguine about the possibility of 
relating social situations to psychological needs to medial 
content gratifications, it is important to bear in mind that 
gratifications studies based on specific media contents have 
demonstrated that one and the same set of media materials 
is capable of serving a multiplicity of needs and audience 
satisfactions. 

Several suggestions have been made regarding the relationship of content material and 

needs of audience. As cited in (Nightingale and Ross , 2003), Rosemarie and Windahl 

(1972) concluded nearly any type of content may sensibly serve any type of function. 

Blumler et al. (1970) further emphasized a media serial program could serve functions 

of personal reference, personal identity, and surveillance, despite its primary 

entertainment function. McQuail et al. (1972) aga in highlighted the complexity of 

content-audience ties as source of escape for one is anchorage for another individual. 

Croteau and Hoynes (2003:297) also denoted, "The pleasure of media use comes 

precisely from interpretative engagement with media texts; media are fun because we 

actively participate in the making of meaning, not because we simply turn off our 

brains. " They further deduced media use could be pleasurable in circumstances where 

audiences are not refusing domineering meanings. 
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CHAPTER THREE 

METHODOLOGY AND DESIGN OF THE STUDY 

3.1. MAIN DATA GATHERING METHODS AND SOURCES 

This pa rt of the study comprises techniques applied to gather pertinent data and th e 

entities that helped the completion of the course of data col lection. This section also 

offers a detail of components incorporated in the phase of data collection. 

3.1.1. QUALITATIVE APPROACH 

The fundamental reason for selecting these methods of data collection yva_s to get direct 

information from the young audiences as well as the stations' ed itors. Therefore, th e 

stated methods were essentially helpful to find out the level of satisfaction of young 

aud iences and to identify related facts. All methods altogether helped to find out both 

primary and secondary data that are pertinent to the focus of the study. 

The language employed in lOis and FGOs was Amharic, the national language, which is . 

widely spoken in the capita l city of Addis Ababa. This helped the researcher to have 

smooth communication and better understanding with the participants and interviewees . 

The researcher uti lized purposive sampl ing to select participants for the study. In a 

group, six to seven participants involved. Although the age group comprises 15 to 29 

yea rs-old listeners, it was divided into three sub-groups. The first group included 15-1 9 

year-old youngsters. The second group consisted of 19-24 year-old young people as 

the th ird group comprised youngsters whose ages ranged from 25 to 29. The other 

demographic representation was involving both sexes. 

Snowball sampl ing was used in order to find appropriate subjects to the topic of the 

study. Some schola rs defined the nature and application of snowball sampling as: 

Here the researcher identifies one or more individuals from 
the population of interest. After they have been interviewed , 
they are used as informants to identify other members of the 
population , who are themselves used as informants and so 
on. This is useful approach when there is difficulty in 
identifying members of the population .... it can be seen as a 
particular type of purposive sample. (Robson, 142: 1993) 
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o The researcher stayed tuned to the programs of the three radios in order to identify the 

va rieties of programs that may be linked to the interests of the youngsters . This enabled 

the researcher to acquire very crucial results by triangulating the findings of the focu s 

group discussions, in-depth interviews and observation . All the stated techniques 

helped to get access to research subjects by provid ing first hand information. The detail 

of the methods applied is explicitly stated below. 

The research technique applied in this study is a qualitative one. This method is 

o defined in many different ways by various scholars as a method of great importance in 

human and social studies. Schroder et al (2003) cited Frey et al (1991) on the 

distinction between qualitative and quantitative paradigms. Frey et al define the idea as: 

b 

Quantitative observations provide a high level of 
measurement precision and statistical power while qualitative 
observations provide greater depth of information about how 
people perceive events in the context of the actual situations 
in which they occur. (Schroder et ai , 2003:29) 

Gunter (2000) also expressed about qualitative paradigm as a method that help to 

examine behaviors like in which respondents are free to articulate their media 

experiences with their own ways of expressions and even sometimes with their own 

quest. So, qualitative technique helps to draw information about naturally occurring 

manners without the interference of the examiner. Colin also made a distinction 

between the qualitative and quantitative assumptions. 

A major difference in the interpretive approach is that 
theories and concepts tend to arise from the enquiry. They 
come after data collection rather than before it. Because of 
this, it [qualitative) is often referred to as 'hypothesis 
generating' (as against 'hypothesis testing ') research. 
(Colin , 2007: 19) 

Colin (370) further stated Miles' description of qualitative data as 'attractive nuisance' 

t) defining the nuisance as something sensitive and attractive that must not be let 

ca relessly and unsafely. Wisker (2001 : 137), in addition, indicated the precise point 

where qualitative research should be cited, "Often collections of statistics and number 

crunching are not the answers to understanding meanings, beliefs and experience, 

which are better understood through qualitative data." Gunter also emphasized the 

application of major methodologies in media qualitative research . 
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Qualitative research embraces methodologies that are 
theoretically framed by critical or interpretivist social science 
parad igms that emphasize interpretation over measurement. 
The principal techniques in audience research comprise in­
depth interviews, often conducted in a focus group format, 
and ethnographic approaches based on observation. 
(Gunter, 2000: 23) 

3.1.2. IN·DEPTH INTERVIEW 

For the purpose of this project, the researcher used in-depth interview in order to gather 

o re levant and specific information. As stated by scholars, in-depth interview is high ly 

helpfu l in fi nding out detailed information. Gunter (2000:99) affirmed the importance of 

in-depth interview in media researches that "This approach to data collection from 

media aud iences has been promoted by media scholars who adhere to critical and 

interpretative forms of social scientific enquires." Gunter further explained the notion of 

in-depth interview as the major data co llection technique that has been used in med ia 

aud ience research , where the spotlight has been placed upon the extent of audiences. 

Yet, Twyman (1994) listed problems with radio audience measurement. These include: 

tJ 

D 

Recall of radio listening tends to be more difficult than for 
other media; radio tends to be used as a companion rather 
than a med ium to which primary attention is directed; 
listeners are often mobile, either listening while driving or 
moving around the house; unlike television, rad io 
programming tends to flow continuously rather than being a 
series of unique broadcasts; radio is highly fragmented and 
there are many more rad io stations than te levision stations to 
distinguish between; as a poorer medium than television, 
radio tends to invest less in audience research. 
(Gunter, 2000: 11 3) 

A combination of open and closed questions in interview is helpful in obtaining a set of 

key information related to the study of audience. Closed questions that mainly depict 

specifics , facts and figures are instrumental to reinforce the information gathered 

through open-ended questions. Actually both have their own drawbacks as Wisker 

(2001) mentioned closed questions are awfully shallow and limited whilst open 

questions are broad and tiresome to analyze. 

Colin (2007:229) mentioned the advantages of face-to-face interview that embrace non­

verbal cues which open the chance of adjusting forms of enquiry, following to interesting 
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b replies and investigating underl ying motives in a way that other forms of questionnaires 

cannot. According to Colin, interview is time-consuming on the other hand., Accordingly, 

I used3 emi-structured interview that would help to get the intended outcome from the 

ta rget subjects, This, in fact, mainly includes the active audience respondents as well as 

FM radio station .informants who have a clear experience of the media station they are 

serving. The station informants were solicited to focus their explanation more on their 

young audience than the whole listeners. 
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3.1.3. FOCUS GROUP DISCUSSIONS 

Focus group, as part of the qualitative data, is a substantial element added as an input 

to that of the in-depth interview to serve a sound data from groups having similar 

features. This grouping can be based on a sort of demographic milieu. Krueger and 

Casey (2000:4) confirmed this, "Focus group is not just getting a bunch of people 

together to talk. Scholars mentioned purposes, and motives of focus group as : 

The purpose of a focus group is to listen and gather 
information. It is a way to better understand how people feel 
or think about an issue, product, or service. Participants are 
selected because they have certain characteristics In 
common that relate to the topic of the focus group. 
(Kruger & Casey, 2000: 4) 

Krueger and Cas~y , 20QO:5 highlighted the goa l of focus group discussions as follows. 

The go I of a focus group is to collect data that are of interest 
to the esearcher- typically to find a range of opinions of 
people cross several groups. ,The researcher compares and 
contra ts data co llected from at least three focus ·groups. 
This di ers form other group interactions in wh ich the goal is 
to co e to some conclusion at the end of a discussion -reach 
conse sus, provide recommendations, or make decisions 
amo alternatives. The focus group presents a more natural 
envir nment than that of an individual interview because 
parti ipants are influencing and influenced by others-jusl as 
the are in life. (Kruger&' Casey, 2000: 11) 

In this study, the rese rcher employed three focus group discussions based on the age 

sort of the sUbjects. /t his helped the researcher to gain a variety of useful responses 

embracing a range 0 ideas. 
! 
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3.1.4. OBSERVATION 

Observation is the other component of the data gathering techniques that assist to 

check the link between what respondents say and do. This method requires repetitive 

watch ing and addressing of various subjects in different areas over a period of time. ' 

The observers usually immerse themselves in the context in the very natural way in 

order to get information on the real circumstances. Gunter (2000: 48) elaborated the 

essence of observation as data collection process on non-verbal behaviors. He further 

articulated, "Whereas other qualitative methods rely primarily on verbally articulated 

responses, observational research collects data on non-verbal behavior.i Robson 

(1993: 192) pointed out the elements of collecting data in observation. 

Observation can take a variety of forms; can be used for 
several purposes in a study. It is commonly used in an 
exploratory phase, typically in an unstructured form, to seek 
to find out what is going on in a situation as precursor to 
subsequent testing out of these insights as hypothesis. 

Accord ing to Robson, observation can also be used as a supportive technique in data 

collection that may balance data obtained by other means. Gunter (2000) stressed 

observation can be of a range of forms. The observer can be a participant in the 

activities; the observation can be structured or unstructured; the observed activities 

show in the natural or simulated setting. Wisker (2001) also suggested that the va lue of 

distinguishing the subjective parts from the objective ones when taking into account 

facts and responses. Studies show that observation can be participant (overt) or non­

participant (covert). However, for this study, non-participant observation was applied as 

it did not demand the researcher to partake in the behaviors being observed. 

Researchers further considered observation as beneficial technique for its directness. 

Robson (1993:191) pronounced, "You don't ask people about their views, feelings or 

attitudes; you watch what they do and listen to what they say." Some scholars like 

Robson identified the value of observation in providing meaningful data . Gunter also 

mentioned observation can be a superior technique in focus group for collecting data on 

non-verbal behaviors that occur in natural environment. Yet, observation has its own 

limitations. Robson (2007: 191-192) and Gunter (2000; 52) stated the flaws in 

observation technique. They stressed alert observed characters might pretend; it can 
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b also be time-consuming ; the use of observation technique might end up with ethical 

dilemmas as inaccuracies may result from late data registration. 
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I observed different young people in different parts of the city from March up to mid­

May. I conducted observations two to three days a week with higher frequency on 

weekdays and afternoons. The reason behind is that weekends and afternoons are 

usually times for entertainment. The observation targeted young taxi drivers, shoppers 

and students. For example, on my way to Mercato or Megenagna, I purposely sat in 

the cabin closer to the driver and watched what kinds of programs they preferred, the 

stations they usually listened, and the reason why they tuned in from station to station. 

3.1.5. BACKGROUND AND LOCATION OF SUBJECTS 

By using purposive and snowball sampling techniques, the researcher held FGOs and 

lO is wi th young listener subjects in Addis Ababa. The subjects were not average 

listeners, but rather active and interested listeners who listened to the three FM radio 

stations. I also chose three FM radios located in the capital that represent state, private 

and share company stations. 

A group of seven listener informants. ideal for focus group were particularly taken from 

Kokobe Tsibah High and Preparatory School. These were in the age group of 15-19 

yea r-old who were active FM radio listeners as they were school mini-media members 

who brought in media programs to their mini-station. A group of six subjects of 

undergraduate students in FJC at Addis Ababa University were also involved in FGO. 

These students were also active listeners of the three FM radio stations who belonged 

to the age group of 20-24. The other focus group was a gathering of seven participants 

at Kazanchis area in kirkos Sub-city who were also active listeners of FM radios in the 

capital. Their age ranged from as low as 25 to as high as 29. The rest of subjects 

included in the study were ten people who went through in-depth interview. All of the 

ind ividual interviewee subjects were young in the age range of 15-29 year-old as their 

locations and background were diverse. 

3.1.6. SAMPLES AND SAMPLING TECHNIQUES 

The researcher employed purposive sampling technique to select the desired 

pa rticipants for the study. The decision on which groups to select was directed by the 

32 



b subjects' relevance to the research topic. Although the age group corprise~ 5 t<:, '29' 

yea r-old listeners, it was divided into three sub-groups. The fi r~t group comprised 1'5-1.g 

yea r-old youngsters as the second group consisted of 20-24 year-old young listeners. 

The third group embraced young informants whose ages ranged from 25 to 29 .­

Besides, as much as possible the researcher attempted to maintain balance between 

the number of male and female participants. 

o 

The other technique employed in the study was snowball sampling technique that 

helped the researcher in finding active FM radio listeners. The researcher informed 

some active young FM radio listeners to find some more active listeners so that the 

clued-up ones in their turn would ca ll on and inform on active FM radio listeners. 

3.1.7. PROCEDURES 

The procedures can be illustrated briefly as follows. The researcher went to Kokobe 

Tsibah High and Preparatory School. It was necessary to notify one of the mini-media 

students to inform the rest of them to find other active students. The same was true with 

AAU's active listeners. The researcher made brief explanations to the participants about 

the purpose and substance of the questions in 101 and FGOs. The researcher went to 

Kazanch is area in Kirkos Sub-city for focus group to meet seven participants who were 

also active listeners of FM radios by informing a few active listeners to find some more 

active FM radio listeners. I, again , went to three FM Radio stations namely FM Addis 

97.1, Fana FM 98.1 and Sheger FM 102.1 to meet media informants who wou ld give 

pertinent information. The data gathered at each site was noted , recorded, transcribed , 

interpreted , analyzed and summarized to get sound conclusion . 

I also observed different young people in different parts of the city from March up to 

mid-May 2010 two to three days a week with higher rate on weekends and afternoons. 

The observation targeted young taxi drivers, shoppers and students. For example, I 

had a to and from trip to Mercato, Shiromeda and Megenagna, I purposely sat in the 

cabin closer to the drivers and watched what kinds of programs they preferred, the 

stations they usually listened , and the reasons they tune in from station to station . All 

the information obtained through the aforementioned techniques including the lOis, 

FGOs and observation have been analyzed, discussed and addressed in the following 

section. All interviews were in Amharic that later on were transcribed into English. 
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b CHAPTER FOUR 

DATA PRESENTATION, DISCUSSION AND ANALYSIS 

4.1. INTRODUCTION 

Th is chapter comprises elements of presentation, discussion and analysis of data and 

facts obtained through focus group discussions, in-depth interview and observation 

techniques mentioned in the previous chapter. The study focused mainly on three 

selected FM rad io stations to test out young audiences' satisfactions. The whole 

research was conducted in Addis Ababa. During the focus group discussions, the 

researcher divided the subjects into three categori cal groups in order to simplify the 

research process. In addition to the focus group discussions (FGD), in-depth interviews 

(101 ) were implemented in the research. The subjects for the FGDs and IDls have been 

selected by means of purposive sampling with snowball method to get active listeners in 

different areas. The in-depth interview went on with the media informants as well. 

4.2 .DEMOGRAPHIC DISTRIBUTION OF THE RESPONDENTS 

Respondents had varied background revealed through the diverse methodologies 

implemented in the processes of the research. The respondents were not similar in their 

demograph ic distribution. 

The respondents were selected purposefully based on the fact that they had been 

active listeners who could judge the contents and elements that were broadcast on the 

three selected FM radios . Out of the total number (30) of audience informants, 11 of 

them were females as the rest of the informers, 19, were male. The gap in male and 

female respondents figures occurred, because most of the ladies were unwilling to 

partake being afraid of speaking in public. Others were shy and reserved although they 

were aware of the points they were asked about. 

The ages of the respondents ranged from as low as 15 to as high as 29. Those in the 

age range 15-19 formed seven as individuals between 20 and 24 were eight. The oldest 

age range in this study was 25-29 that involved 15 respondents. 
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t> Regarding the educational status of the subjects, no informant was in the category of 

illiterate, nor was in the group of able to write and read only. The elementary graduate 

and the diploma holder accounted for the least level that formed only one informant 

each. High and preparatory school respondents as well as those who completed high 

school altogether were 16 followed by those in university and colleges wh ich constituted 

six respondents. Certificate holders ' were four and there were two degree holders. 

4 
U 

In the data co llection 14 respondents were students. There were four respondents in 

each of unemployed and taxi drivers that totally formed eight. The employed were six 

wh ile there were two private workers. 

All the respondents were in Addis Ababa by the time they were asked . Some of FM 

stations like Sheger FM 102.1 that started service in 2008 are young less than three 

yea rs old. It was not long since Fana FM 98 .1 began airing program in 2007. As a 

result, the report of listen ing to the three FM stations altogether was not more than three 

yea rs. Anyhow, purposive sampling and snowball sampling helped to keep the reliability 

and va lidity of the study about the FM stations as three focus groups with 20 individuals 

and in-depth interviews with another ten informants were conducted. 

The data obta ined through the above mentioned techniques was presented, discussed 

and analyzed based on major themes consisting of young listeners' habit, behavior, 

interest and media access; young listeners' preferences of stations, programs, contents 

and presentations; as well as young listeners' satisfaction s and dissatisfactions in 

relation to uses and gratifications paradigm. 

On weekdays most of the students were in school during the day. Therefore , only 16 

respondents consisting of private workers, employees, taxi drivers and unemployed 

ones found it suitable to listen to FM radios in the morning time between 8 a.m. and 12 

a.m. The same number of respondents found it suitable to listen to FM radios in the 

afternoon between 12 a.m. and 6 p.m. The rest of the time of the day was su itable to 

listen to FM radios for all listeners except two private workers as their location posed 

complexity to fine tune FM radios at 6a.m. - 8a.m. and 6p.m.-12 p.m. when they were at 

home. However, if the two people were in favorable location, the time wou ld be suitable 

to listen to FM radios. On weekends the time at 8a.m.-12a.m. and 12a.m.-6p.m . was 

su itable to all except the aforementioned complexity for the two private workers. 
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b 4.3. THE LISTENERS' MOTIVES, LISTENING HABITS AND BEHAVIORS 

Respondents who were asked about their motives replied there were various reasons 

for them to listen to FM radios . Their responses fall under major reasons-namely to 

seek information, entertainment, refreshment and education. 

S2: I bel ieve it is good to listen to media. I take listening rad io as an obligation . It is a 
must. You have to know what is going on in the world and the country. 

TXD2: I listen to FM radios, because there are many educative and entertainment 
programs. I, as a taxi driver, listen to varieties of music to get refreshment. 

Ang in Questioning the Media (1995) mentioned motivations like information, personal 

identity, integration , socia l interaction and entertainment as audience media use factors. 

As mentioned by Merrill and Lowenstein (1974) loneliness leads people to stick to th~ ____ 

media. Some of the respondents who were asked about the manner in which they 

attend to FM radios said they mostly listen to FM radios alone as others said they listen 

to FM radios whi le doing other activities. On the other hand, most of the students 

replied assorted answers. Some of them listen to FM rad ios with family while others 

listen alone depending on the content of the message. Among those who listen to FM 

alone, E4 is the one. 

E4: Most of the time I listen to FM radios alone and sometimes I listen with fami ly 
members. For example, in Saturday mornings, there is live phone-in talk 
show on Fana FM. My family members like it. So, I share it with the famil y. 
Otherwise, I often listen to FM radios alone. 

Listeners li ke TXD2 and PVTW2 who usually listen to FM Radio programs while doing 

businesses share similar manner regarding style of listening. 

TXD2: Since I am a taxi driver, I don't spend much of the time with the family. I go out 
early and come home late evening. Since I go back home tired , I go to bed 
shortl y. It is not as such possible for me to sit and listen to radio with family. 
Rather, I mostly listen to FM rad ios while driving. 

PVTW2: I listen to FM radios while doing my business. Since my workplace 
is comfortable to listen to FM radios, I do my job as I listen to FM radios. 
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However, a very young listener, S1, 17, is selective in programs on FM radios. 
Especially during the presence of her family, she is afraid to listen to reproductive health 
programs. She described it as follows, 

S1 : With regards to reproductive health , I don't dare to listen to program in 
the presence of my parents. Regarding news and other development issues, it is 
normal to share with the whole family. Yet, on issues like romance , I take the radio 

set to my bedroom or go out if my parents are there listening to the programs too. 

Most of Informants including taxi drivers who were asked about their behavior on tuning 

in from one station to the other affirmed that they tuned in station to station in search of 

interesting music. The other informants said, since they know the programs they want to 

listen, they tune to a station based on schedule. Tuning from station to station is seen 

mainly on taxis . An average observation by the researcher also revealed taxi drivers 

tune in from station to station for the sake of music, sports news and traffic safety 

programs . TXD2, a taxi driver, also disclosed he switches station to station for the sake 

of sport news, music or traffic program and vital information. Merrill and Lowenstein 

(1971: 134) expansively stated lonel iness, curiosity and self-aggrandizement as 

motivational factors for media and message selection. 

TXD2: I tune from station to station on schedule. I usually listen to FM 97.1 for the sake 
of sports tips. Then, I tune in FM 98.1 to seek traffic safety and sports. When you 
tune in to Sheger you find some information . Due to this reason I tune from 
station to station. 

For S5 the major reasons are checking the available programs at a time in order to 

select the most suitable one from the presented ones. 

S5: When I start listening to FM radios, I tune in each station in order to check the bit 
of programs avai lable at a time. I select the better program to listen that goes on 
with me. Some programs may be about the young, romance or reproductive health. 
Others will be jokes. I fol low and tune to funs on radio. Therefore, I stay tuned for 
various stations to select the best. 

Other people also said they tuned in from station to station for the sake of better 

b program. They keep on searching due to dislike to too much talk, propaganda and 

unexciting programs. Some respondents reflected similar behaviors. 

PVTW2: I tune in station to station overly. I use a scheduled program tuning. When 
Tadias Addis begins on Sheger FM, I simultaneously tune to 97.1 FM 
for Kapuka Arada. If for example, a presenter talks much on a particular 
program and station, I tune into different the stations for the sake of more 
interesting programs. 
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Most of the informants admitted they have peer influence to listen to FM radios. They 

replied they share their friends' choice. They also disclosed they accept what their 

friends tell them. They also put forward they influence their equals to listen to programs 

on FM radios. For TXD4, it is his friends' pressure that has made him active listener of 

Sheger Shelf. TXD2 also reasoned out soccer and drama chats were the means for him 

and his fellows to influence each other to attend FM stations. 

TXD4: I have peer influence to stay tuned for a particular FM radio. For example, I did 
not know Sheger Shelf before. My friend, once, came and told me about 
that program. I, once, listened to it to have become interested in. So, my friend 
influenced me to listen to that program. 

Others also believed companionsh ip is the basic reason for peer pressure that pushes 

one to listen to similar program that a friend does. Wood (1983: 176) stressed a 

receiver's personal relations with family members and friends greatly influence the way 

they will react to a given mass communication motivation-a receiver of any media 

message is constantly influenced by friends, close relations, and colleagues who 

interpret and emphasize certain features of the communication process. 

S3: Yes, in friendship there is a peer influence. My friend tells me about a program she 
likes. We are in the same age. Friendship is based on some similar features. 
Perhaps what has influenced her may influence me. Then, I go and listen to the 
program. If the program is pleasing, I pursue to listen. 

Wood (1983:177) also underscored audience members who have certa in similar traits 

like age, sex, earnings, work, race and forth tend to behave in similar fashion. However, 

respondents like PVTW1 responded there is no peer pressure on her to listen to FM 

stations. For her self-satisfaction and self-interest comes forth as satisfaction basis. 

This is for the reason that the audiences are diverse with diverse backgrounds. 

PVTW1: I don 't have peer pressure to listen to FM radios. I listen to FM radios by 
myself. I listen to them to satisfy my own interest. I tune in to the programs of 
my interest. If I am not interested in a program, I do not listen to it at all. 

Therefore, uses and gratifications theory as well as the outcomes of FGDs and lOis 

indicated entertainment, information, education , integration and social interaction are 

motivations for the young aud ience media use. Davison, Boylan and Fredrick (1976) 

also mentioned audiences attend media to learn about oneself and others; to find out 

how to act; for excitement, enjoyment and relaxation. Gillespie (2005) also cited 
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o resea rch outcomes in relation to selectivity in uses and gratifications theory that people 

are motivated, selective and active in their media use. Regarding manners of listening, 

young audience gave diverse answers that they listen to radio alone, with family, and 

col leagues. 

Moreover, most respondents also indicated they tune in station to station in search of 

satisfaction . Likewise, uses and gratifications theory analyzed media use is not simply 

pastime, but it is individualized activity and goal-oriented. Therefore, people are active 

and know what they do in tuning in station to station to seek satisfaction. Peer pressure 

was the other factor that instigated listeners to be in a better position to attend some 

radio programs. Nordenstreng (1970) stated social contact as motivation for media use. 

There is also audience tendency to be encouraged or affected by others. Katz and 

Lazarsfield (1955) in Gillespie (2005) highlighted the role of interpersonal relations that 

could modify or reshape several media messages as people talk to each other about 

media. 

4.4 LISTENERS' CHOICES AND PREFERENCES OF STATIONS AND PROGRAMS 

Regarding programs on FM stations, different respondents answered in different ways. 

Yet, a few respondents exhibited similarities in their reactions. About the program 

preferences on FM 97.1, most respondents particularly students and females showed 

similarity in suggesting that they like programs that revolve around HIV/AID8 including 

Yibeqa/. 81 and E5 mentioned their ideas as follow, 

8 1: I like information tips in the morning, Yibeqal-HIV/AID8 program as well as Zikre 

Fikir that focuses on romance and passion. 

E5: I usually listen to FM Addis for the sake of Drama. That gives me a great education. 

I also listen to Yibeqa/. 

Male respondents said they like tips including morning sports news. 

o 

TXD2: These days the interest of the young about sports is high. You get tips early in 

the morning particularly of sports. I also get traffic safety information. That 

information gives me lesson on how I should carefully drive. I also like dramas 

that give lessons. 

8 11: There is phone-in music selection program on Mondays and Fridays. I am also 

keen on the quiz on Thursday mornings. 
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The rest also said they like entertainment like love and passion programs while others 

noted likings to music selections and quiz on FM 97.1. So, TXD2 is sports fan while S11 

is keen on music. 

Regard ing program preferences on Fana FM 98.1, most respondents expressed 

Ethiopica Link (Young Entertainment Program) is their fi rst choice . For TXD4, Ethiopica 

Link is appealing. 

TXD4: I li ke Ethiopica link. It is brill iant program. It is also perceptible. Their 
presentation is again interesting. The programs on FM 98.1 are smart . 

People commented they like serial drama Tininish Tsehayoch (Small Suns), Kana 

lema (Savor of Rhythm), and l ena Metsehet (News Bullefin) on Fana FM. 

PVTW2: I like th e media review on Wednesday mornings that assesses the problems 
on the FM radios . I appreciate Kana lema too . I am glad about the news 
bulletin on Fana FM. 

Informants stated their ideas on program likings of Sheger FM 102.1 . Most of them 

disclosed they like music selections on Sheger FM . Equa l number of respondents 

witnessed the news content and presentations on Sheger FM are superb. E4 has the 

likings to the news and the music on Sheger. 

E4: I like Sheger FM news most. There is also a selection of revitalizing Music. 

The young also answered they like literary works presentations in both Yazebot Terek 

(Routine Narration) and Sheger Shelf on Sheger FM. Likewise, equal number of 

informants articu lated they like Betegna and Oagu Addis programs which revolve 

arou nd reproductive Health-particularly HIV/AIDS. Female informants had a say on that. 

PVTW2: I like Sheger Shelf program on which different literary works are presented . 
That motivates me to read books. Betegna (companion) is also another 
program I fond of. Their news is also pleasant. There are wonderful reports 
incl uded in the news. Their presentation and description is very lovely. It is 
special . Oagu Addis that brings in the young discussions on reprod uctive 
issues is interesting. 

Asked about station they frequently listen to, most of respondents including students, 

taxi dri vers, priva te workers and employees underlined they spent much more time to 

listen Sheger FM than the other two stations. They reasoned out attractiveness of 
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programs, attention to the young, charming presentation and approach in news, 

narratives, and music. S14 underlined Sheger FM is good at shaping the new 

generation about nationalism through historical reviews and diverse lessons. 

S14: I listen to Sheger radio most, because it is not boring. It has a lot of 
attracti ve programs, especially I like Oagu Addis. They also teach the young 
about nationalism and the supremacy of the country. Especially now wh ile the 
young are under pressure to lose their sense of nationalism, they are shaping the 
you ng in terms of nationality. 

Those respondents like S7 highlighted their limited attendance to FM 97 .1 for its 
commitment on socio-politics and state issues. 

S7: I favor Sheger most of all. It is a private one. It also transmits non-government 
issues. The rest of FM stations are state-owned which raise state issues. I am not 
as such interested in listen ing to those things. Or even if I attend them, I do not 
pay due attention. 

Female students replied they mostly resort to Fana FM because of its attractiveness of 

presentations and music selections. S4 stated it. 

S4: I mainly categorize FM stations based on their presentations. I most of the time 
listen to FM 98.1. I like the presenters too. I like Kana Zema. I know them by name. 
There is time for me to tune in mainly with likings to the presenters on FM 97.1 too. 

Generally , th e young female audience reflected they like FM 97.1 for its reproductive 

health and HIVI AIDS programs like Yibeqa/ coverage as male respondents said music 

selection and sports tips. This implies that based on sex the same media program 

preferences vary. As mentioned by McQuail , Blumler and Brown (1972) in Boyd-Barrett 

and Newbold (1995), the relationship between content categories and audience needs 

is far less ord erly and more complex. One man's source of escape is a point of 

anchorage for another. 

About Fana FM 's program preferences, most of the young respondents reflected 

Ethiopica Link (young entertainment program) is their first choice. Kana Zema and 

Serial dramas like Tinnish Tsehayoch are also their favorite programs. 

The respondents mentioned music and programs like literary works presentations in 

both Yazebot Terek and Sheger Shelf on Sheger FM . They also stated Oagu Addis and 

Betegna which revolve around reproductive health and HIV/AIDS. This implies that 

each radio station has its own distinctive feature that the audiences prefer. 
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Downing, Mohammadi and Sreberny Mohammadi (1995) also stated that diverting from 

problems, relaxation and getting cu ltural and aesthetic pleasure are motives to gain 

media satisfactions. 

4.5. STATIONS' CONTENTS AND PRESENTATIONS 

Most of the informants of different background commented they prefer Sheger FM for 

the content. They also put various reasons for saying that. Some of them sa id they li ke 

the news while others favored program charm . The rest also tended to say they prefer 

Sheger FM to other stations for its music and most up-to-d ate info rmation . 

S 1: I normal ly listen to Sheger. There are various programs. Their precise programs are 
not ti resome. They are brief and appealing. Their presentation is not boring. It is 
rather flavored with music. It attracts the young. So, I focus on Sheger mostly. 

Like the content, most respondents preferred Sheger FM for its attractive presentations 

and approach to the audiences. Most people said they like it fo r the unique and precise 

presentation. They also put that extensive coverage of young entertainment issues as 

attractive element. The language that is more uniquely applied by the station is the 

basis of inclination for the majority to say Sheger FM is their first choice. People of 

t) various backgrounds put their reasons. 

D 

TXD4: Sheger FM offers suitable programs to me. They offer that in a very attractive 
way. They use horizontal approach. They tell you like your intimate friend. It is 
percepti ble. They don't use formal approach. The language they use is simple 
and striking. 

This shows that a station can be preferred not on ly for content but also presentation and 

language style. Uses and gratifications theory highlights that gratification can be 

obta ined from media content, exposure to media per se, and social context that 

characterizes the situation of exposure. So, here one can observe that media content is 

one of the sources of satisfaction for audience. In addition, social context is the other 

basic sources of pleasure as the listeners get the language style and culture reflected 

by the med ia. That's why listeners preferred Sheger FM for its content and language 

style. 
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4.6. AUDIENCE PREFERENCE OF STATIONS BY DIFFERENT GENRES 

4.6.1. EDUCATION 

Regarding educative programs the respondents reflected assorted ideas. Some of 

respondents sa id they like FM 97. 1 for its edutainment and general knowledge. 

However, most student informants tended to mention Sheger FM as most educative for 

its records on nationalism and enlighten ing history. Some listeners mentioned it as, 

S9: As to me, Sheger is the best in giving educative programs. In the news, the arts, the 

sports and the like, they tend to present current issues in comparison to past ones. 

They tell you about the real meaning of the music before they start to play it. Yet, 

when you listen to Ethiopica Link on FM 98.1 , they probe privacy of individuals. 

That is disgusting to me. 

On the other hand , S12 is in favor of FM 97.1 for its educative values . She mentioned 

general knowledge quiz and edutainment programs as excellent elements of the station . 

S 12: Regarding educative programs I like FM 97.1. It uses entertainment and education 

approach. There is general knowledge quiz. There is also music selection 

program. They offer interesting edutainment. 

4.6.2. INFORMATION 

Significant number of respondents tended to say Sheger FM is good to offer attractive 

information. Most of those in the age group 15-19 tended to choose Fana FM as their 

best informative station. S4, 15 and S 1, 17 agree that Fana FM is most informative of 

th e three for offering latest information. 

S4: As to me FM 98.1 is most informative . For instance, Ethiopica Link offers va ried 

issues including inside story. They tell you about celebrities. They tell you about 

comedy. They also offer latest information. They have information in va rious 

categories including news, traffic, and sports . 

However, for students Sheger FM is the most informative station. 

S1 1: Sheger also presents fresh information. There is more information on 

Sheger FM than any other station. 
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4.6.3. ENTERTAINMENT 

Both FGDs and lOis revealed listeners were often fond of Fana FM for entertainment. 

The informants witnessed they listen to Fana FM for amusement and diversion. Almost 

all respondents said they particularly like Ethiopica Link entertainment program on FM 

98.1 for its pleasurable issues. Respondents repl ied they like Fana FM for 

entertainment. McQUail (2000:80) also cited one of media functions is entertainment­

providing amusement, diversion and relaxation in order to reduce social tension. 

E3: I like Fana FM for its entertainment. Dramas on Fana FM are interesting. The live 
phone-in discussions are also interesting that sometimes entertains you. 

On the other hand, TXD3 cri ticized stations but Sheger FM for boring news. 

TXD3: I like Sheger news very much. When we listen to news on other stations, 
we don't pay attention to them even if they are brief. But on Sheger FM 
although the news is long, we listen it. I think it is the impact of the presentation. 
News takes very long time on Sheger, but we listen to it with interest. 

Especially informants li ke E4 criti cized FM Addis 97. 1 for its poor flavor of entertainment 

issues as they esteemed Fana FM for its entertainment contents. 

E4: Ethiopica Link on FM 98. 1 is enjoyable. Yet, FM 97. 1 presents sub-city programs 
regardless of our needs. I listen to rad io to entertain rather than to attend chat. 

4.6.4. NEWS, SOCIETY AND THE WORLD 

Pertaining to news, Sheger FM 102.1 is the first choice of almost all informants. Most 

respondents pronounced Sheger news presentation is charming. Others said Sheger 

FM uses plain explanation . It was preferred for its soft and intemational news. E4 and 

S8 assessed the va lues of Sheger FM news as follows . 

b E4: Sheger is precise for news. Most of the time, they offer news categorizing it into 

't 

different sort. They have entertainment news; they also bring in international 
news. They try to cover every country in their news. They have also local news. 

S8: For news I listen to Sheger. The news is fresh and new. Most of the young prefer 
Sheger for news. The news is straightforward. It's also easily understood . 
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Generally, with regards to news, Sheger FM was the first choice of the majority of 

young listeners. They mentioned major factors like reliab le, amusing, straightforward 

and plain news that led them to say Sheger FM is the first station. 

In this section, comparable number of respondents commented both Fana FM 98.1 and 

Sheger 102.1 give equivalent coverage about society and the world. Nevertheless, the 

majority favored 8heger FM 102.1. They selected these stations for their unveiling of 

hidden facts and classified news presentation. They also reasoned out broad coverage 

of local, national and international news to favor 8heger FM. They also mentioned up­

to-date information for saying Fana FM and 8heger FM preferable. 

82: For me Ethiopica Link on Fana FM 98.1 offers information about society and the 
world . Especially inside story is fascinating. 

4.6.5. PERSONALITY MODELS AND EXEMPLAR PROGRAMS 

It was possible to deduce all the three FM stations give interesting information that 

helps the young to gain personality va lues through presenting models. The informants 

gave their words that they liked the interviews presented in the three FM stations. The 

three FM stations were in a good position in presenting model personality values. 

However, most of the students particularly females tended to say they like FM 98.1 for 

offering celebrity models and exemplars on Ethiopica Link and Temsalet (Exemplar) 

programs. Female students like 813 underlined their reasons for fondness of FM 98.1 . 

81 3: I prefer FM 98 .1 . There is a program called Temsalet. That station offers success 
stories of celebrities from different sources including the internet. The program is 

aired on Wednesdays; they tell you about artists, singers, film actors, footballers etc. 

In general, the three stations invite people of affluent quality and great personality as 

the stations are all in competition. Croteau and Hoyens (2003: 295) noted, "The world 

of entertainment celebrity is also connected to questions of pleasure. Who are these 

fa mous people, where do they come from and why are they worthy of our attention?" 

Downing, Maohammadi and 8reberny Mohammadi (1995) reflected personal identity 

including find ing personal reinforcement for personal va lues; and finding model for 

behavior are motivation factors to get media enjoyment. 
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MI2 from Fana FM noted that te lling success stories of local and fo re ign outstanding 

personalities has been helpful means to give lessons to the young about fine manners . 

MI2 (FM 98.1): Though we don't force the young people to learn from 
the stories of celebrities, we indirectly make the young 
learn from both local and foreign celebrities by presenting success 
stories. 

Some of the male respondents involved in FGDs, on the other hand, underlined Sheger 

FM is outstanding in telling influential past history of the country. 

UE1: We like FM 97.1, because it presents about Ethiopia and the past history. 
Histories are very educative for us. We learn from the past experiences. Those 
things are relevant even today. 

For E2, the media differ in offering different qualities. He said FM 97.1 and FM 98.1 are 

nice for music and arts models , as Sheger FM is good at telling about the past heroes. 

E2: We have to categorize the subjects in focus. In music, indeed, FM 97.1 and FM 
98.1 offer good role models. In story telling about patriots and past history, Sheger 
FM tips the balance . 

4.6.6. LIVE PHONE-IN RADIO DISCUSSIONS 

A number of respondents replied that they have never joined live phone-in radio 

debates. Moreover, some respondents said they were not engaged in discussions even 

if they tried their best to participate, due to the active lines and busy numbers. Yet, S10, 

(a university student) replied that he had partaken on live phone-in entertainment 

program Tadias Addis on Sheger long ago. Pavlik and Mcintosh (2004:24) put 

audiences aren 't content to sit back and listen in si lence to what the media report. They 

want their own voices to be heard . 

Remarkably, nearly all respondents stated FM Addis as a favorite station for live phone-

i:D in discussions followed by Fana FM. Especially the young witnessed FM Addis is 

educative in its presentation of HIV/AIDS issues, listeners' music selection and general 

knowledge quiz; whereas the rest of respondents disclosed they like Erso Bihonu Min 

yaderga /u on Fana FM that faci litates call-in debates on the dilemmas of people in 

trouble. Females like PVTW2 answered FM 97.1 is eminent for its phone-in discussions 

including music selections, HIV/AIDS talk shows and qu iz. 

46 



4.7. PROGRAMS FOR YOUNG AND YOUNG AUDIENCE'S NEEDS AND 
EXPECTATIONS 

Regarding the incidence of young programs coverage, the respondents voiced for the 

three FM stations at comparable degrees of tone. Some of the respondents preferred 

FM 98.1 for its young programs. The station is favored for its music selection and 

information delivery on Ethiopica Link and other programs. Almost equivalent number of 

respondents acknowledged FM 97.1 and Sheger FM 102.1 for their young related 

coverage. Yibeqalon FM Addis and Oagu Addis on Sheger FM were chosen since both 

emphasize HIV/AIDS and youth programs. E2 affirmed Fana FM is his favorite station 

for its young issues. Schroder et al (2003) also underlined active audience seeks to 

grati fy diverse private and social needs through the media channel. 

E2: I like Ethiopica Link, because it gives a lot of attractive information to the young. To 
some extent I also notice similar approach on FM 97.1. 

Females like S 1 reiterated that Oagu Addis on Sheger FM was their favorite program. 

S1: Sheger FM gives better coverage of the young issues. Young programs on Sheger 
FM are too confined to the young. For example, if I asked my father to listen the 
young programs on Sheger, he would tell me to turn off the radio. Anyway, I 

usually listen to young programs particularly Oagu Addis on Sheger FM. 

Similarly, S 13 stressed FM 97.1 is able to convey huge message in short time. 

S13: There is Yibeqal, precise program about HIV/AIDS on FM 97.1. It is about the 
young. It is not boring . For me, to convey a great message in short time is good 

quality. So, FM 97.1 really does it. 

The data obtained from various respondents reflected the three FM radios' programs in 

general and young programs in particular are not offered at suitable time for most of the 

young. The majority of student respondents said daytime is too inapt to listen to radio. 

They could get the chance to listen to FM radios only in the evenings and at night. 

However, taxi drivers , private workers and shopkeepers replied that they did not have 

problems to listen to FM radios at working time during the day. When most high school 

students talked about Ethiopica Link on FM 98.1, they referred to only the Saturday 

evening programs and not the programs on weekday afternoons. Informants like S10 

agreed that prog rams were offered regardless of time suitability for the majority of the 

young. 
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S 1 0: Most of the stations have set up their prog rams regard less of the interests of the 
young. When you take Ethiopica Link, it is offered at 2p.m . - 4p.m. on weekdays . 
At that time, most of the young are in school. In the morning, it is suitable to 
listen FM rad io up to 8a.m. Oagu Addis in the evening is exciting yet. 

Students like S2 expressed they use the evenings and the nights instead of the day for 

listening their favorite programs. 

S2: Ethiopica Link is offered after 9 p.m. on Saturdays when I fini sh my work. So, it 
does not clash with my businesses. They tell us about love affairs. It is fun . 

Meanwhile PVTW 1 who work in shop avowed the programs including the young issues 

are offered at appropriate time for her, because she listens to FM radios while doing her 

job during the daytime. 

PVTW1: It is suitable time as I am in shop wo rking on private business. Since I know 
the programs, I listen to the stations tuning from station to station. Yet, in 
the even ing I don't listen to FM radios due to poor modulation at home. 

On the contrary, the stations seem they are not aware of their young audiences concern 

about young programs time unsuitability. MI1 (FM 97 .1 ) reflected most of their young 

program fa lls on weekends, while MI2 (FM 98. 1) revealed their prog rams for young are 

aired before and after school. 

MI1 (FM 97. 1): Most of our young programs are ai red on Saturdays and Sundays. The 
other entertainment programs are aired in the evenings. Th is helps us 
to get the majority of our young audience. 

MI2 (FM 98 .1 ): As much as possible we try to offer programs in the evenings and earl y 
mornings before and after school for the young. 

The majority of respondents underlined they expect FM radios to entertain , educate and 

inform them. Other respondents also replied entertainment and educative values come 

at the front. The young also answered that they liked love issues and romantic affairs 

very much on different programs of FM rad ios. A young informant stressed his 

expectations of the young programs to help him learn from others so that he could 

broaden his understandings. Uses and gratifications paradigm also underlines that 

audience make use of med ia for information about society and the world , for learning 

and finding reinforcement for personal va lues. 
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TXD3: When I listen to young programs, I expect to learn from the experiences of 
others. That helps me to know the better way. Very interesting love affairs 
programs help us to learn a lot. That makes us ready to love or be loved by 

others. That broadens understanding about sensation and disappointment in love. 

Media informants disclosed the significance of addressing the media needs and 

expectations of the young. They articulated the young make up the largest number of 

the aud iences in the country. The editors also agreed on the value of paying attention to 

the young. MI3 is one of them. He expressed his idea as follows . 

MI3 (FM 102.1): In the country, young population is dominant. It is vital to address 
the young. If we don't attract the young today, they will not follow our 
programs in the future. They may not develop listening culture. 

The majority of the young, especially the students believe that the three FM radios have 

a great impact in educative and entertainment programs. The respondents answered 

that FM radios give lessons in diverse forms. FM radios are vital in public awareness 

creation. Some FM radio programs educate the young about the harms of HIV/AIDS. As 

a result, the young will learn how to lead safe life. The other young programs initiate the 

young to act towards their talents and interests. The informants also assume 

6 responsibility after listening to the young programs. According to Wood (1983) receivers 

prefer to be entertained, and be informed to learn the realities of the world apart from 

open and indirect pressure. Young respondents expressed their ideas as follow. 

Q 

'0 

UE 1: The impacts are useful that advise the young not to be addicted and vulnerable to 
HIV/AIDS. FM radios inform the young to lead healthy lives. They also inspire us 
to spend time effectively. 

S13: The biggest positive impact of FM stations is their awareness creation on young. 
They have advanced the knowledge of the society to some extent. They also 
entertain us significantly. 

MI1 and MI2 also agreed young programs inspire the young listeners to entertainment 

and incite them to be engaged in creativity and entrepreneurships. 

MI1 (FM 97.1): We have Le Wotatoch (Youth) program that goes on air on 
Sundays. Moreover, the majority of music programs attract the 
young. The entertainment night programs also attract the young . The 
music selection, quiz, and arts on our station target the young. 
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b male respondents, the lO is and FGOs also reve led that FM 98.1 was a choice of female 

listeners particularly for its commentator- Mesele Mengistu. Some Young informants 

mentioned FM 97.1 as the first-rate station for sports. 

TX02: FM 97.1 gives me interesting sports information early morning. Even after their 
news, they present additional information about European Leagues. 

E6: The three stations are all in all good at sports coverage. Especially FM 97.1 offers a 
very good sport analysis; Sheger also gives good sports coverage every news hour. 

An informant from FM Addis underlined the reason for the station's sports coverage to 

be the first choice for the majority of respondents . He stated attractive approach based 

on the needs of the young as a prominent factor. 

MI1 (FM97. 1): Regarding sports audience, most of them are young people. They want 
to know about the soccer players ; they reflect ideas on different 
leagues. So, our FM gives more emphasis to football news based on 

the needs of the young. 

Especially female respondents reflected they like FM 98.1 for its commentator's 

picturesque reportage and magnetism. PVTW1 mentioned it as , 

PVTW1: The soccer commentator on FM 98.1 is interesting. His presentation has 
become attractive. He also tells you even about the background, story and 
interests of soccer people. 

MI2 also underlined that due emphasis has been given to European soccer leagues. 

MI2 (FM98.1): Our sports programs give more emphasis to local sports activities . We 
take initiative to excite people to comment on the weak sides of the 
country's sport activities. At the same time, we also give emphasis to 
European soccer leagues. We even have radio live commentaries of 
European leagues. 

4.8.2. MUSIC 

Q Regarding music selection, the majority of respondents answered Sheger is their best 

for music. The informants stated oldies and unique music selection as the reason for 

them to rank Sheger FM at the top . They chose Sheger FM for oldies, fresh and unique 

music variety. 

PVTW2: Sheger FM is the best in its music selection . The reason is that Sheger offers 
unique and oldies music co llection mostly. They are good at music selection. 
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b Virtually equivalent number of respondents replied they like both FM 97.1 and FM 98.1 

for music selection. The informants preferred FM 97.1 for its extended music time as 

others said FM 98.1 is the best for its assorted music selection. 

84: FM 97. 1 plays fine music. They have 24-hour program. The music at night is even 
more pleasant than the music on day. For me, there is no other station like FM 97. 1. 

86: FM 98.1 is fine since it plays oldies music, mainly on Mondays and Thursdays. It 
lets me know the old music and be fami liar with. 

The stations also mentioned what kind of music they play in order to attract their young 

audiences. 8heger FM informant is one of them. 

MI3 (FM102.1): We air popular music that is perceptible to 15-49 age grou ps. 

4.8.3. DRAMA 

According to the majority of respondents, FM 98.1 is the best for attractive dramas. FM 

98. 1 is sought for its serial drama called Tininish Tsehayoch. FM 97.1 is also the other 

station chosen by comparable informants for its lengthy serial dramas. 

E6: Fana FM is the best FM in its presentation of drama; especially the Saturday's 
serial drama is interesting. I like the major characters of Tininish Tsehayoch. 

The prominent station put the reasons for impacting the young audiences. Outsourcing 

edutainment dramas is the major factor for the charm of dramas for FM 98.1. 

MI3 (FM 98.1): We outsource costly dramas. Our dramas focus on the young. We 
select eduta inment dramas that could please the young. There are 
youth-portrayal characters. 

4.9. YOUNG'S SATISFACTIONS! DISATISFATIFACTION OF THE THREE FM 

4.9.1. YOUNG AUDINECE 'S SATISFACTION AND ITS MANIFESTATION 

b Most respondents reflected they get satisfaction from listening to FM radios. For the 

majority, if there were no FM radios, narrow entertainment options would make lives 

difficult for them. The respondents also put different reasons to get satisfaction from 

different sources. They believe that FM rad ios have given them options to tune in from 

station to station in search of news. Obtain ing good music and captivating programs are 

also mentioned as source of satisfactions. Boyd-Barrett and Newbold (1995) stated 
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o media content, exposure to media per se and the social context that typify the situation 

of exposure to media as the major three factors that create aud ience satisfaction . 

Respondents stated the basis for saying they get satisfaction from FM radio stations. 

E2: I really get satisfaction from FM radios. After the inception of FM rad io in the 
country, we have got different options. In the past the national service was boring. 
Although all programs are not pleasing, there are some good programs produced 
for us. So, this implies that the open ing of FM radios gives us satisfaction. 

Taxi drivers also mentioned the three stations are sources of media satisfaction despite 

the differences among th em. 

TXD3: We get very deep satisfaction. All the three stations give us 
satisfaction although they are different from one another. For example, if 
a program on one station is not suitable we tune to th e other and listen to 
better program. So, tuning in from station to station gives us satisfaction. 

Different respondents reflected diverse ways to exh ibit satisfaction. Some of them 

responded they reflect satisfaction of a particular program at a particular time by waiting 

for the air time of the program. Equal number of respondents answered when they get 

satisfaction from programs on FM radio stations, they tell their friends, family and other 

people about the programs. A student respondent is one of them. 

S5: If a program gives me satisfaction, I schedu le my time to listen that particu lar 
program at a particu lar time on particular station. I also te ll others about the good 
qualities of that program. 

The rest rep lied when they get satisfaction from the FM rad ios, they turn up the volume 

as others revealed they sing together with music on radio; they also laugh and shout 

loud ly when they get satisfaction. A taxi driver is the one who exhibit laughter and roar 

to reflect satisfaction. 

TXD1: When I get satisfaction from FM rad ios, everything goes out of my control and 
then I shot loudly. 

Media informants stressed the young desires need to be addressed in many ways. 

Diverse methods reveal whether the stations satisfy the needs of young audiences. 

MI1 (FM 97.1): Different ways help us to find out whether we satisfy our audience or 
not. People give us comments by phone, mai l or in dialogues. A survey, 
once a year also helps us to know the attitudes of ou r audience. 
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o media content, exposure to media per se and the social context that typify the situation 

of exposure to media as the major three factors that create audience satisfaction. 

Respondents stated the basis for saying they get satisfaction from FM radio stations. 

E2: I really get satisfaction from FM radios. After the inception of FM radio in the 
country, we have got different options. In the past the national service was boring. 
Although all programs are not pleasing , there are some good programs produced 
for us. So, this implies that the opening of FM radios gives us satisfaction. 

Taxi drivers also mentioned the three stations are sources of media satisfaction despite 

the differences among them. 

TXD3: We get very deep satisfaction . All the three stations give us 
satisfaction although they are different from one another. For example, if 
a program on one station is not suitable we tune to the other and listen to 
better program. So, tuning in from station to station gives us satisfaction. 

Different respondents reflected diverse ways to exh ibit satisfaction. Some of them 

responded they reflect satisfaction of a particular program at a particular time by waiting 

for the air time of the program. Equal number of respondents answered when they get 

satisfaction from programs on FM radio stations, they tell their friends, family and other 

people about the programs. A student respondent is one of them. 

85: If a program gives me satisfaction, I schedule my time to listen that particular 
program at a particular time on particular station. I also tell others about the good 
qualities of that program. 

The rest replied when they get satisfaction from the FM radios, they turn up the volume 

as others revealed they sing together with music on radio; they also laugh and shout 

loudly when they get satisfaction. A taxi driver is the one who exhibit laughter and roar 

to reflect satisfaction. 

TXD1: When I get satisfaction from FM radios , everyth ing goes out of my control and 
then I shot loudly. 

Media informants stressed the young desires need to be addressed in many ways. 

Diverse methods reveal whether the stations satisfy the needs of young audiences. 

MI1 (FM 97.1): Different ways help us to find out whether we satisfy ou r audience or 
not. People give us comments by phone, mail or in dialogues. A survey, 
once a year also helps us to know the attitudes of our audience. 
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b MI3 (FM 102.1): There are so many young people that give us feedback. They listen to 
sports and music. We get young audience's feedback. 

Nigussie also disclosed, "Most of the youth programs, used aud ience generated 

feedback, and sometimes media generated feedback as a means to involve the target 

audience in the plann ing and selection of issues." (N igussie, 2008: 177). 

4.9.2. YOUNG AUDIENCE'S MEDIA DISSATISFCTION AND ITS CAUSES 

Both lOis and FGOs revealed there are overlapping programs on the three FM rad ios. 

Thus, respondents commented to the stations that to air programs at different times of a 

day instead of airing clashing programs at simi lar hours so that listeners could use the 

opportun ity to attend captivating programs one after the other. Informants also observed 

overlapping programs narrow enterta inment options as they could not listen to 

programs one after the other. Generally, the young noted the stations to offer the 

overlapping programs separately and consecutively instead of concurrently. A private 

worker disclosed her discontentment as follows, 

PVTW2: There is overlap of programs among FM radios. Similar programs on different 
rad io stations clash. For example, Sheger FM 's Tadias Addis clashes with 
Ethiopica Link on Fana FM . If we listened both at different time, it would 
be fine . For example, the three media programs about HIV/AIOS are also 
the same except name changes. 

The respondents gave some commentaries on how the FM stations should do in order 

to alleviate the contrasting programs that highly impact the listeners' degree of 

sati sfaction and interest. Various listeners gave assorted remarks. The informants 

suggested the FM stations to bring in different programs at different times one after the 

other to minimize similar content program clashes. Some respondents also said FM 

radios can reschedule thei r programs by agreement. 

E2: The news on different stations overlap. On different stations you may get similar but 
disgusting programs; at that time I turn off my radio and go out. However, if the 
stations offer their similar programs consecutively and separately, that will 
be interesting. 

S6: As to me, it is better for the stations to offer their similar programs at 
dissimilar times. Perhaps the stations may bring in their programs at different times 
and on different days by agreement through discussion. 
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While the listeners were bitterly complaining about the clashing programs, the three FM 

stations seem to have been unready to come up with some remedies to resolve the 

problems. In fact, the stations admitted rescheduling is imperative. However, they 

assu med they are doing their businesses according to their own schedule. A few of 

th em believed the importance of some program reshuffle , but especially informants from 

Fana FM and Sheger FM reflected their inflexible stands. 

MI2 (FM 98.1): We are the first private FM. We set time . If the comment of the young 
shows that they are pressed between two stations, we will see it. 
However, we know that we have been heard by the young audience. 

MI3 (FM 102.1): In the afternoon we know that we have to air uplifting and entertaining 
programs and music. We have already cultured our audience. 

An informant from FM 97.1 noted the significance of informal discussions to solve this. 

MI1 (FM 97.1 /): Most of the other FM stations in our country take FM 97.1 as a point of 
reference . It was on air for over eight years. Program presentation 
similarity and program ideas match are noticeable. We were in 
trouble before recent years . There are stations that air traffic program 
when we air traffic program. The same was true with HIV/AIDS issues. 
There were stations that broadcast quiz the same day and time as we 
did . When we met with other stations' producers and productions 
mangers, we discuss informally. It is resolved currently. I think the other 
stations understand depravity of airing similar programs of similar 
content at the same time. We have regular program schedule though 
there are reshuffled programs. 

Most young informants showed, on FM 97.1 and FM 98.1, there are unfit programs to 

their needs and expectations. Programs especially like Gebi (Revenue) and Oewol 

(Bell / social issues program) on FM 97.1 are not in agreement with their interests. 

Some respondents in general and female students in particu lar also mentioned phone­

in debates on sports and traffic issues cause hate for stations. Others also mentioned 

unreliable information broadcast has made th e stations detestable. The respondents 

also mentioned tuning in other stations as well as turning off radio as means to express 

their displeasure of programs. 

Most respondents answered political and government activities have nothing to do with 

FM stations. They replied political issues, social affairs and lengthy programs should not 
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b be transmitted on FM radios. Informants highlighted that FM stations should emphasize 

entertainment mainly. For that matter, FM Addis 97. 1 has been criticized to largest 

extent for state-related reporti ng followed by Fana FM. 

S 13: Gebi (revenue) program is unfit for my interest. Dewol (Bell) [a program on social 
affairs] is also boring to me for it takes long time. Both should not be aired on 
FM 97.1. On the same station, sports program is a sort of gamble that wastes 
time of listeners on phone-in debates by contrasting Arsenal aga inst Manchester 
United. So, I suggest such lengthy programs to end transmission. 

Some respondents suggested that such boring programs shou ld be substituted by more 

attractive, entraining and precise programs. S 13 reiterated her recommendations as, 

S 13: It is hard to say programs must be completely blocked. Nevertheless, their 
coverage should not be superfluou s; in instead it should be precise. For the 
programs to be perceptible, they have to be presented in an attractive way. Their 
time being shortened is better. 

4.9.2.1. YOUNG AUDIENCE COMMENTS ON PROGRAM REPETITIONS 

Regarding repetitions numerous informants said repetitions are necessary where the 

repeated programs are of high quality. Otherwise, the same respondents suggested 

repetitions are boring that trigger listeners' detest of programs and stations. Listeners 

also noted instead of repeating programs, it is fine to air music. They stressed that 

repeti tions ch iefly on development issues posed dislikes to programs that were aired on 

FM Addis and Fana FM. 

E3: There are unwanted programs repeated on FM. On the other hand, there are some 
progra ms that I want to be repeated. If a program is interesting and educative, it is 
good to repeat it. 

S3: Fana FM usually offers programs that don't match our interest. There is also a sort 
of pestering on that station. 

Student respondents described they are discontent with overly spoken development, 

state and polit ical news. 

S7: Except Sheger FM the other two stations offer development programs repeatedly. I 
have become bored of those programs on the other two stations. They sometimes 
force me to listen to programs that are hard to swallow. 
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b The interview with the informants of the stations witnessed different measures that they 

had taken in order to improve the qualities of programs and presentation as well as to 

meet the needs and satisfactions of the young. FM 97.1 and FM 98. 1 respondents said 

as follow. 

MI2 (FM 98.1): We conducted research by unbiased body. Based on the outcomes of 
the research, we made program format change. We filled air time gap. 
We also tried to make our music time full. We always go through 
change. 

MI3 (FM 102. 1): We try to please our young listeners. We try to show them the way, not 
educate about business, economy, culture, music, entertainment 
opportunities in Addis Ababa . We instead act like information broker. 

The stations also showed their ded ication to accept the comments of the young on 

weaknesses. They underlined comments on weaknesses are valuable to see their flaws 

so that they cou ld bring about change and reformation. 

MI1 (FM 97.1): Critical audiences give us feedback on weaknesses. The comments we 
get from the young audiences are good for us. After keeping a record of 
those issues, we discuss on them. On the survey we mainly focus on 
our weaknesses . We want ou r listeners to reason out ou r weaknesses 

b as well . We also focus on our strengths so that we could keep them up. 

According to M1 1, instead of constructive remarks, comments on weaknesses are 

helpful to see their drawbacks. Young audience's comments on flaws also give them 

options which are cru cial to improve qualities of programs. MI2 also believed that their 

door is open for young comments on weaknesses as he also agreed with M11. 

Generally , the young audience reflected they use media for major reasons like seeking 

information , entertainment or refreshment and education. Informants said, since they 

know the programs they want to listen, they tune to a station based on schedule . Tuning 

from station to station was seen mainly on taxis. An average observation by the 

researcher also revealed taxi drivers tune in from station to statioo for the sake of 

music, sports news and traffic safety programs. Uses and gratification theory also 

stresses that people are sufficiently self-aware to exhibit their interests and motives 

seeking satisfaction. 
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The young audience also reflected that they were encouraged by peers to listen to 

certain programs on different FM stations. Wood (1983: 177) also highlighted the 

audience who have certain sim ilar traits like age, sex, earnings, work, race and forth 

tend to behave in simi lar fashion. Wood further cited the social relationships perspective 

that defines the receiver's attachment with family and others significantly affect one's 

reaction to a given mass communication stimulus-a receiver of any media message is 

consistentl y influenced by friends, close relations, and colleagues who interpret and 

emphasize certain features of the communication process. 

About the program preferences on FM 97.1, most respondents particularly students and 

females showed similarity in suggesting that they like programs that revolve around 

HIV/AIDS incl uding Yibeqal. Male respondents said they like tips including morning 

sports news . Young entertainment program Ethiopica Link on Fana FM 98.1 is the 

preference of most young respondents. The respondents also reflected that serial 

drama Tininish Tsehayoch, and Kana Zema were the favorite programs on FM 98.1. 

Most of the young disclosed they like music selections on Sheger FM . Equal number of 

respondents witnessed the news content and presentations on Sheger FM is terrific. 

Some of them sa id they like the news wh ile others favored program charm. The rest of 

them also preferred Sheger FM to other stations for its music and most up-to-date 

information . Uses and gratifications theory also highlights pleasure can be obtained 

from media content. 

The young reflected they like literary works narration in both Yazebot and Sheger Shelf 

on Sheger FM. Others voiced they like Sheger's Betegna and Oagu Addis programs · 

that are linked to reprod uctive health and HIV/AIDS. Students, taxi drivers, private 

workers and employees said they spend much more time to listen Sheger FM than the 

other two. They reasoned out cha rm of programs, attention to the young, pleasant 

presentation and approach in news, narratives, music and language style. 

Most student informants mentioned Sheger FM as most educative for its records on 

nationalism and enlightening history. On the other hand, others were in favor of FM 97.1 

fo r its educative values. They mentioned general knowledge quiz and edutainment 

programs as excellent elements of the station. Most of those in the age group 15-19 

chose Fana FM as their paramount informative station. 
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Significant number of respondents said Sheger FM is fine in offering attractive 

information. The research also revealed often young listeners are fond of Fana FM's 

entertainment. The informants witnessed they listen to Fana FM for amusement and 

diversion. They mentioned they particularly like Ethiopica Link entertainment program 

on FM 98. 1 for its pleasurable issues. McQUail (2000:80) cited one of media functions 

is entertainment through providing amusement, diversion and relaxation. 

Pertaining to news, Sheger FM 102.1 is the first choice of almost all informants. Most of 

the respondents marked Sheger news presentation is charming. Others said Sheger 

FM uses plain explanation. They are preferred for their soft and international news. 

They also reasoned out broad coverage of local , national and international news to 

favor Sheger FM. They also pointed out major factors like reliable, amusing, 

straightforward and plain news that led them to say Sheger FM is the first station. 

Respondents also noted both Fana FM 98.1 and Sheger 102.1 give equivalent 

coverage about society and the world. Yet, the majority of students favored Sheger FM 

102.1. They selected these stations for their unveiling of hidden facts and investigative 

presentation . They also mentioned the latest information for saying Fana FM and 

Sheger FM preferable. 

In general, the three stations invite people of affluent quality and great personality as 

the stations are all in competition . The difference is in that Fana is engaged in telling 

success stories of celebrity models and exemplars on Ethiopica Link and Temsalet 

programs while Sheger FM is outstanding in tel ling influential past history of the country. 

Croteau and Hoyens (2003: 295) noted, "The world of entertainment celebrity · is also 

connected to questions of pleasure. Who are these famous people, where do they 

come from and why are they worthy of our attention?" Downing, Maohammadi and 

Sreberny Mohammadi (1995) reflected personal identity including finding personal 

reinforcement for personal va lues; and finding model for behavior are motivation factors 

to get media enjoyment. 

Almost all respondents stated FM Addis as a favorite station for live phone-in 

discussions followed by Fana FM . Especially the young witnessed FM Addis is 

educative in its presentation of HIV/AIDS issues, listeners' music selection and general 

knowledge quiz; whereas the rest of respondents disclosed they like Erso Bihonu Min 

60 



yadergalu on Fana FM that facilitates ca ll -in debates on the dilemmas of people. Some 

b respondents showed that they were extremely interested in call ing-in live discussions 

even if they were unable to participate due to the active lines and busy numbers. Pavlik 

and Mcintosh (2004:24) put that audiences aren't content to sit back and listen in 

silence to what the media report. They want their own voices to be heard. 

Q 
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Most of the young like Yibeqal and live phone-in talk show on FM 97.1 for wider 

coverage of HIV/AIDS and reproductive health issues. Besides, the respondents 

answered they like Yibeqal and live phone-in discussions that helped them to leam from 

the life experiences of people living with HIV/AIDS. Equal number of respondents also 

replied Oagu Addis on FM 102. 1 is the best source of information about HIV/AIDS and 

reproductive health. The respondents said they like Oagu Addis for its free and open 

language. Downing, Mohammadi and Sreberny Mohammadi (1995) also indicated 

enjoyment like sexual arousal is aspect that causes the audience to stick to media. 

Concerning the young programs coverage, the respondents voiced for the three FM 

stations at similar degrees of tone. Some of the respondents preferred FM 98.1 for its 

young programs. The station is favored for its music selection and information delivery 

on Ethiopica Link and other programs. Almost equal number of respondents 

acknowledged FM 97.1 and Sheger FM 102.1 for their youth-related coverage. Yibeqal 

on FM Addis and Oagu Addis on Sheger FM were selected since both stress HIV/AIDS 

and young programs. 

Respondents reflected that the three FM radios ' programs in general and young 

programs in particular were not offered at suitable time for most of the young. The 

majority of student respondents said that daytime was too inapt to listen to radio. They 

could get the chance to listen to FM radios only in the evenings and at nights. However, 

taxi drivers, private workers and shopkeepers replied that they did not have problems to 

listen to FM radios at working time during the day. When most high school students 

talked about Ethiopica Link on FM 98.1 , they referred to the Saturday evening programs 

to access the program on weekday afternoons. 

The majority of respondents underlined they expect FM radios to entertain, educate and 

inform them. Other respondents also replied entertainment and educative values come 

at the front. The young also mentioned they like love issues and romantic affairs very 
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hours so that listeners could use the opportunity to attend captivating programs one 

after the other. Informants also notified overlapping programs limit their entertainment 

options as they could not listen to programs one after the other. 

Generally, the young noted the stations to offer the overlapping programs separately 

and consecutively instead of concurrently. Croteau and Hoynes (2003) suggested 

pleasure can come from interpretive engagement and active participation to make 

mean in g. This implies that since young audience make fun out of making meaning they 

may not be content with all things aired on FM. In order to make meaning, one should 

taste every point aired on radio. That's why respondents said their media satisfaction 

wou ld be reduced as ove rlapping programs lim it their perceptions of each item on the 

va rious FM stations and again th e young stressed some FM programs to be reshuffled . 

Young listeners said political and government activities have nothing to do with FM 

stations. They underlined political issues, social affairs and lengthy programs should not 

be broadcast on FM radios . Instead FM stations should emphasize entertainment 

ma inl y. Also uses and gratifications theory states individuals use media to gain 

satisfaction through fulfilling their needs. This implies that airing state activities is the 

source for dissatisfaction for the young. So, the young informants listen to FM to get 

satisfaction by listening to non-government issues. 

Most informants said program repetitions are necessary where the recurring programs 

are of high qual ity. However, similar informants commented repetitions are boring that 

trigger listeners' hate of programs and stations. The informants articulated they are 

discontent with overly spoken development, state and political news. For that they 

mainly criticized FM 97.1 . Listeners also noted the importance of airing music instead of 

repeating programs. This is also related to the assumption of uses and gratifications 

theory that audiences are active and responsive who seek media content to satisfy 

rather than disgruntle them. 

To wind up, some informants of FM stations are ready to accept comments on both 

weaknesses and strengths. Young audience's commentaries on flaws also give the FM 

stations options which are crucial to improve qualities of programs. 
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CHAPTER FIVE 

CONCLUSION 

The preceding four chapters presented the necessary elements including statement of 

the problem, objective of the study, review of related literature, data gathering 

techniques as well as data presentation and analysis. This unit, however, tries to 

present summary and conclusion of the whole study. 

The preliminary basis for the research was to examine the satisfaction of young FM 

rad io audiences. With the objectives of exploring th e gratifica tion guts of young 

audiences', the research also attempted to discover the overall degree of 

sat isfact ions of young aud iences of th e th ree FM radios namely FM97.1, FM 98 .1 

and FM 102 .1. The stud y also scrutinized the programs of the three FM radio 

stations from th e viewpoints of young listeners. The research also attempted to 

discover listening habits, program preferences, content and presentation likings of 

the audience group. The study ta rgeted to identify the extent the three FM stations are 

striving to satisfy th eir young audiences as well. 

The research also attempted to reveal the young audiences' basis to listen to these FM 

rad ios. The study also aimed to know whether the programs are matching the needs 

and expectat ions of the young listeners as well as if the programs on these media 

impact th e needs of young audience. The research also found out what the responses 

of listening young groups look like. 

The researcher consulted different academic and research resources to obtain the 

re levant essential elements. In the stud y, uses and gratifications paradigm has been 

exa mined to reflect the gratifications the young FM listeners ga in from the station s as 

we ll as the impressions th e programs have on the young. 

In order to address the aforementioned points the researcher applied purposive and 

snowball sampling methods. Moreover, the research necessitated the application of 

qua litative method that required holding three FGOs with active young FM listeners as 

wel l as conducting lOis with ten audience respondents so as to gather relevant data 

that specifica lly depicted the expectations, fee lings and needs of young audiences in 
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Add is Ababa. Similarl y, the researcher also held lOis with three key informants from FM 

'97. 1, FM 98. 1 and FM 102.1 . Besides, observation of young audiences helped to check 

and balance young informants' actions and words. 

Consequently, the study found out diverse issues. One of the major findings of the 

resea rch is th at each station has its own distinctive quality that makes it special. It was 

also clea r that the young listened to FM radios for three major reasons- for 

ente rtainment, education and information. The research reflected to some degree peer 

pressure is the other encouragement for the young to listen to programs on FM radios. 

Regard ing program preferences on FM 97.1, most respondents, particularly students 

and females suggested they are fond of programs like Yibeqal that revolve around 

HIV/AIDS. For the respondents, Ethiopica Link is the best program they frequentl y listen 

to on FM 98.1. Majority of listeners also underlined they often resort to Sheger FM for 

its attractive style. On Sheger FM , the news, music selection, Sheger Shelf and Oagu 

Addis are prominent programs the young listeners chose. 

The research also discovered Sheger FM is outstanding station for its vast content as 

well as succinct and attractive presentation. The same study indicated FM Addis is fine 

for its enlightening educative programs as Sheger FM is good to offer attractive 

information. In terms of entertainment, Fana FM comes forth for its diversion programs 

like Ethiopica Link. 

The research also found out Sheger FM's news is fascinating. The reason is that the 

station uses plain explanation while the other stations broadcast uninteresting and 

unreliable news. The same finding put forth both Fana FM and Sheger FM are superior 

at presenting overall information about the society and the world. 

It was possible to figure out all the three FM stations give interesting information that 

helps the young to gain personality va lues through presenting models. The three FM 

stations were in a good position to present model personality values. The same study 

showed that female respondents were interested in the stories of celebrities offered on 

Fana FM as the males were more attracted to past histories of the country presented on 

FM Add is and Sheger FM. 
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The other finding of the research is that amazingly almost all respondents mentioned 

FM Addis 97. 1 as a favorite station for live phone-in discussions followed by Fana FM. 

The same research revealed FM 97.1 's HIV/AIDS issues, listeners' music selection and 

general knowledge quiz; as well as Erso Bihonu Min yadergalu on FM 98.1 are 

interesting issues for the young on call-in discussions. 

Concerning reproductive health, the study disclosed most of the young like Yibeqal and 

live phone-in talk shows on FM 97.1 for wider coverage of HIV/AIDS and reproductive 

() health issues that help them to learn from the life experiences of people living with 

HIV/AIDS. Similarly, the research indicated the young love Oagu Addis on Sheger FM 

for its openness and frank language use. 

o 

Regarding frequency of young programs coverage , the research highlighted the 

respondents' comparable tones for the three FM stations. The study found out FM 98.1 

is preferred for its better young programs, music selection and information delivery on 

Ethiopica Link. Almost equivalent number of respondents reiterated FM 97.1 and 

Sheger FM 102.1 for their young-related issues coverage. Yibeqal on FM Addis and 

Oagu Addis on Sheger FM were chosen since both emphasize HIV/AIDS and young 

Issues. 

The other major finding is that the three FM radios' programs in general and young 

programs in particular are not aired at suitable time for most of the young. 14 student 

respondents could not attend the major entertainment and young programs on 

weekdays ' at the day. In contrast, taxi drivers, private workers and salespersons do not 

have problems to listen to FM radios at working time during the day. The same research 

showed the stations seem to have been unaware of their young audiences' feelings, 

pa rticularly students' concern about programs time unsuitability. 

The research ascertained especially the students' belief that the three FM radios are 

essential in their educative, informative and entertainment programs. The research 

further established FM radios give lessons in diverse forms including public awareness 

creation. The research also enlightened the young like love issues and romantic affairs 

aired on different programs of the FM radios. 
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b broadcasting issues that have tones of EPRDF despite some reformations. The state­

owned FM 97.1 wi ll also be emphasizing state-associated issues like it does today. The 

private station Sheger FM will also continue to air contents that are similar to its current 

coverage. Or someday, le T itself will bring about other alternatives that may possibly 

substitute FM services and make FM obsolete. 
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Table1. Demographic Distribution of Audience Respondents 

informants Number of 
respondents 

Sex Male 19 
Female 11 

Age 15·19 7 
20·24 8 
25·29 15 
Illiterate 0 
Read and 0 
write only 
Elementary 1 
High & 16 

Educational status preparatory 
school 
University & 6 
colleqe level 
Certificate 4 
Diploma 1 

I Degree and 2 

b I Occupational status 
above 

Unemployed 4 
I Student 14 
I Employed 6 

I Private worker 2 
i Taxi Driver 4 

Residence Addis Ababa 30 
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Table 2. List of listener respondents with their profiles 

No Name Age Sex Residence Educational status 
1 Mahlet Solomon 17 Female Addis Ababa High school 
2 Nibret Teka 17 Female " High school 
3 Tigist Mengistie 16 Female " High school 
4 Yemisrach Mamo 15 Female " High school 
5 Mulushewa H/Maraim 18 Male " preparatory 
6 Esayas Hussien 17 Male " High school 
7 Yamlakcherinet Eshetu 16 Male " High school 
8 Ashenafi Tule 20 Male " University student 
9 Atallel Abohai 22 Male " " 
10 H/Selassie Solomon 21 Male " " 
11 Tsion Yosef 20 Female " " 
12 Fiyori Tewolde 20 Female " " 
13 Tinsaye Berhanu 20 Female " " 
14 Ermias Nigussie 25 Male " Diploma 
15 Melaye Belete 26 Male " 10+2 
16 Adonay Tewodros 25 Male " 10'" 
17 Dawit Tesfaye 27 Male " Degree 
18 Kaleab Getahun 29 Male " 8'" 
19 Daniel Bahiru 29 Male " 10'" 
20 Wondwossen Bekele 25 Male " 10'" 
21 Kokobe Abebe 23 Female " 10t

" 

22 Solomon Demissie 25 Male " Degree 
23 Shewanesh Abebe 28 Female " 9'" 
24 ESkedar Getachew 20 Female " 10+1 
25 Woinshet Abebe 29 Female " 12+2 
26 Anbessie Birhanu 27 Male " 9'" 
27 Tewodros Beshework 25 Male " 10'" 
28 Fisseha Abera 29 Male " 12'" 
29 Yoseph Mamuye 25 Male " 10'" 
30 Tewodros Sintayehu 25 Male " 10+2 

Table 3. List of Media Informants 

b No Name Sex Position Media organization 
1 Mesay Wondimeneh Male Senior Editor FM Addis 97.1 
2 Kassa Ayalew Male Editor- in-Chief Fana FM 98.1 
3 Sileshi Tessema Male Editor-in-Chief Sheger FM 102.1 
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Appendix-A 

Guide for In-depth Interview (IDI) and Focus Group Discussion (FGD) 

This is a blend of questions raised in Focus Group Discussion (FGD) and In-depth 

Interview to assess the satisfaction of young listeners of three FM radios in Addis 

Ababa . Try to be genuine and correct as much as possible. Your responses will be used 

to th e purpose of making a valid outcome. The researcher would like to remind you that 

your genuine and precise responses are highly appreciated. The answers you give to 

these questions are going to be used for research purposes only. Thank you in 

advance. 

I. Demographic information of informants 

a. Name/ code ____ _ 

b. Age range: D 15-19 D 20-24 D 25-29 

c. Sex: D male D female 

d. Educational status 

I. illiterate D 

ii. Read and write on lYD 

II I. Elementary D 

IV. Secondary D 

v. Preparatory D 

vi. TVET/ college D 

VI I. University level D 

vii i. Diploma holder D 

ix. Degree holderD 

x. Above degree D 

II. Listeners' grounds, behavior, interest and media access 

a. Why do you listen to FM radios in Addis Ababa? 

b. In what manner do you usually listen to FM radios? 
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Appendix-B 

In-depth Interview to Informants of Various FM Radio stations 

Part One: 

Please answer the questions clearly, accurately and precisely. Try to be genuine and 

correct as much as possible. Your responses wi ll be used to the purpose of making 

a va lid outcome. The researcher would like to remind you that your genuine and 

precise responses are highly appreciated. The answers you give to these questions 

are going to be used for research purposes only. Thank you in advance. 

IV. Demographic information of informants 

a. Name/ code of station, ________ _ 

b. Name of media officer ________ _ 

c. Position of media officer ---------

d. Sex: o Male o Female 

V. Please answer the questions clearly, accurately and precisely. 

a. Do you have young audience (listeners)? 

b. Who are your young audience? Describe them in terms of age range or 

other means. 

c. Among all programs what issues does you r station give largest emphasis? 

d. What kind of approach do you use to attract the young aud ience? 

e. How do you organize contents of programs to attract the young audience? 

f. What sorts of programs are considered as young programs? 

g. Among entertainment, information , and education, wh ich one does your 

station give most emphasis to attract young audiences? Why? 

h. What sort of music do you usually play to attract the young audience? 
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I. What sort of drama do you usually play to attract the young audience? 

j. What sort of sports coverage do you usually use to attract young 

audience? 

k. What sort of celebrity news and programs, do you usually use to attract 

young audience? 

I. What kind of language style does your station usually use? 

i. Formal ii. Informal iii. Very informal 

m. Do you think most of the programs are attractive to young audience? 

n. Are all your station's young programs presented at appropriate time? 

o. Do you think your overall programs meet the needs and expectations of 

young audience? 

p. How do you think your programs satisfy the needs of the young audience? 

q. How do you try to get feedback from your young audience? 

r. What kind of feedback do you get from the young audience? 

s. What actions have been taken to make your station more attractive to 

young audiences? 

t. In the future, what have you planned to impact young audience? 

u. If there is feedback on weaknesses from the young, how do you deal with 

it? 

v. What do you think about overlaps of similar format programs on other 

stations? 

w. What measures have you planned to take In order to alleviate these 

problems? 

x. Any thing to add ..... 

Thank you!!! 
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Appendix - C 

Amharic Version of In-Depth Interview and Focus Group Discussions 

!"l't\.p :p1'I-onm~.p C; I'hTh-C'T IH':1 (J}-~&T UDUDtf 

hll.u n;J-:)" 1'-/'11<::11<;'+ 'T' )"/:fD··j"· nm·,e,e·.,·c, n:J'I'I-onm,e:/' m·{}'T' \"/-1')'/"/: 

O.lf'} mnH- h .I'.·"'l(.'~·;i· ~,,'l . {} Mil m·{}'T' MI'I' (I{}-)' ~\.'/: ~b9u /...I'.' \,' 

nln.)'fD:j"· oD<::ll [""l.om·n';'c, \'CII;:/' J'.<::ll:r(lv} \'°'l.7t.\(/·n+ '!O}':: ,eU oD<:::il 

M'fIl:J' .... ,e mnn· ['~",/: ~b9" M~:°'lL"'·T 9"1 )'Ut.\ C~I;t· hl.l'."'1.rJ";· 

1'100 79"79" ,e<::"lt.\:: n-/-;J' I'I onflll ~,m·'d-?,:e; :/-hhl'll1 ODt.\{} ,eMn':: 

\,0'1. 0 (l1"i' 9" .... ·/i MLu 'T'c,';' 'fl;!: \,o'/.Ol·t.\ '!O}':: M·i"fl·flCfD fl,i'.e.·°'Z.)' 

() {j<)" / 001'1)' ______ _ 

1'1 o.e.·<J'l. 15-19 c::=:J 20-25 

rll f';J ' m I.e.' c::=:J (t. :/- c::=:J 
on r';'9"UC';' .1'.<:::(1 

I. )' t.\ ./. "'1 <;. c::=:J 
II. o'nn·ne; on'l,/: ·n~' c::=:J 

III. ~, '}.e.l1 .e.<::11 ';'9"UC';- c::=:J 
IV. f)'I'1./.l1 .1'.01 ';'9"UC';' c::=:J 
V. 0 0 0 C, fl. c::=:J 

VI. '/;h'/JIe; on·), c::=:J 
VII. ~'I.nC{H; c::=:J 

VIII. "l.";I'1""'1 )'l'Im· j 5'td' c::=:J 
IX. "l."lt. )'l'Im·/ )' .... :,. c::=:J 
X. M. "I t. n .... ,e c::=:J 

XI . M c::=:J 
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U. M"'} ~,.<t(] Mq OJ·(] ' r ft\ · ~,.'i: ~,.9" ~.<tf'·.9'l· '} )',Il9"fllt\.? 

t\. (, 'H' .. ,i, I]t\ U·',.;:!, OJ'(]'r 'f(U' ~,.'i: ~,.9" t~.'l.(,· (''''1 .. f',Il9''m .. i ,? 

I. tHl;J:r.. 

II. 1111.·UHl ;JC 

III. 11'1 e z" ':r; •• I • ;JC 

IV. 117"LII.:/' ;JC 

V. (1/1 

,h. h ~"(I~ ~,.9" 97.1 IIfl19" ('°'Z.OJ-5,:fOJ··} ";C·"}(.J/"~r .eHC1/<;.:: 

au. h ~,,'i: ~,.9" 98.1 W'l9" f' '''l.OJ-5, :fOJ·'} ";C"1(.'</"·f ,e l1C1/<;,:: 

(P. 11 ~,,<j : ~,.9" 102.1 nfl]?" ('°'Z.OJ~.:fOJ · '} ";C"1(''</'' ',),· .el1C11<;,: : 

L. ntl'f)l'I ~'OJ' f)~,,<J: h.9" flln.f (,"'7~~lC c-.0"l ,~' M.9")· ?M"'} ? 

0, ~,,'i: ~h9" t~.'l.r- (l·},Il.f,ll9"m· ('~,;J: ' /'6M' M·!l.9'·'/'? (l'}~:/'? 

tJ. h ~\.'i: ~\.9" 97.1 = oj.c; ~,.'i: ~,.9" 98.1 (,r, '(i 'IC h.~ ~,.9" 102.1 '~C"1t, · q":r- n.enc-.'1' 

(' '''}..!'M''flJ.'f'OJ· ·';C"7(.·qu·,),. f"}';;'OJ' 1If!, )'t\+.} ',OJ'? M"'}? 

t\. h ~,.'i: ~,.9" 97.1 = ~,.<J: ~, .9" 98.1 (lr, ~,.'i: ~,.9" 102.1 n.enc-.'r "'fl .etl 'i· )'t\OJ· 

f' }~'OJ ' ',OJ"? 

au. 11 ~, .'i: ~,.9" 97.1 : ~,,<J: ~h9" 98.1 (,r, ~,.'i: ~,,9" 102.1 n.enc-.'r "/'9"UC1' Or.Ll. 

('If', OJ· r+1OJ' ~OJ' ? M"'}? 

(I'. 11 ~,,~ ~h9" 97.1: ~,.'i: ~h9" 98.1 (,e; ~h'i: ~h9" 102.1 n,enc-.'r anLP. OGbl. (,1f~OJ' 

f' ·i ·;;'OJ· ',OJ'? t\9"n 

L. h (,,'I: ~,.9" 97.1 : ~,.<J: ~,.9" 98.1 (,r, ~,.'i: ~,.9" 102. 1 n.enc-.'r ~,1/r,"i "iC'''}(' ·9'' 

.f't\(fl. ("i'1(fl ' ',(fl''! M"'}? 
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,I'. h ~,,": ~ .. 9" 97.1: ~, , ": ~ .. 9" 98.1 ~,c,' ~hc,: h,9" 102.1 11.eI1A1' 1'<;' t'l'l1o'i''i' 

'1'9" ,'t/I,'d ' YII:rm· '} V'9':)" f'O'I,Y"'Cl1m· N'~'m' '1m·? M"'}? 

11 . h ~hc,: ~h9" 97.1: ~,,<,:: ~,,9u 98.1 ~,'i' h,c,: h,9" 102.1 I1.eOA1' 11'1'1';r t'lAIl OJ . .e,e+ 

~,'}fVH+ f'°'lpo:): (J]fLY f'+7m· '/OJ'? 

'1 '. /101'1';:1' t'lAIl m·,e.e·)' h"'I.~I'I··I:+ 7·.'wl f'·P ... ·:/i J't'l.l'.t'l+9';rA? 

:1'. h ~ .. ,,: ~,.9" 97.1 : ~,.c,: ~ .. 9" 98.1 ~,C;. ~"c,: ~,,9" 102.1 O.eONr f'°'l.Yt'l.l'.t'l-), 

f't'l'/ - ·I"PAf'· rnS "iC"? (, ·9" Y'I'CIlA? 

.). h ~,,": ~ .. 9" 97.1: ~hc,: ~,,9" 98.1 'h'i' ~"c,: ~d'" 102.1 r+<;'m· 11.eI1A1' f'<I'l.Yt'l.l'.t'l -)· 

1'(IJfl]-I"~/: ·'iC"7{,·9" Y'I'Ct]A? 

'I. f'(I)('l -I'.")"'} ·'iC"7{,·9" t\.,l'.'W"rn· h·5C"?{,·(70, 9" '} .ern·O:l' (\·? 

·'i. h ~ .. ,,: ~,.9" 97.1: ~h<':: ~,,9" 98.1 ~,'i' h.c,: ~,,9" 102.1 h'hCt'l9' <'::1I7 o ·t ;JC f'°'U'lfl19" 

f'(IJ('l'I'.'-)'- ·'iC"U·9" Or+7m· lI.e .e,pCIlA'1 

~1. h ~,.,,: ~,.9" 97.1: ~,.c,: ~h9" 98.1 'h'i' ~"c,: ~ .. 9" 102.1 f'-)'~'OJ' flll1.Y f'OJfll·l'·l··} 

TC"'}(r9" M,Ct'l9' 00Tf.t'l°'l"'l t\a,+ Y'I' CIlA? 

o II. 1' (I)fl].I'.'-)'- ·5C7{,·9" O'hCt'l9' 1I.e f'O'l.Y<'I.l'.·LOJ· 'hM';' 9"'}.1'.·'} '/OJ'? .eHCtI';, 

(l 

')'1. h ~hc,: ~,.9" 97. 1: ~ .. c,: 1,,9" 98.1 ~,'l 1,,<':: l,.9" 102.1 rr'i'(IJ' (rillY h'hCt'lfD '1:1'\0):" 

. 'JC f''''l.efl]fll?'' "iC"? {,-?" Y'I'CIl A? ~,'} $."':/,'1 

(I). 0(1(1'/: f'~" c,: ~h9" fl1l1.YfDl· 1I.e (7D-I'II(\<':: r(\ll:f OJ'?O r"'lA :f m· ·5c',,}I., c{"';f l'J(\ . 

g,llel/<;·:: lJrn:l'lI.e f'<I'l. t\ (I]"). M·I·,rN· l'J(\ ______ _ 

n. h ~"c,: h.9" 97.1: ~bc,: l,,9u 98.1 ~,'l ~,.c,: ~ .. 9" 102.1 9"C1' f't'l7'c.'i' tI7t]'i' ·t'i1:} 

r "'I. n rn OJ . I" ..,. ~' (ll. 'I m· '? 

II . h ~,.,,: ~,.?" 97. 1: ~ .. c,: ~,,9" 98.1 ~,'i' ~hG~ ~h?" 102.1 9uC1' 1"(70'11.:1' 9"C6T.), 

f'°'l.f' I'CI1(1)· \") ' <;'(IJ. '1 m·? 

']f'. h ~hc,: ~,.?" 97.1: ~h": ~h?" 98.1 ~,'i' ~hc,: ~,.9" 102.1 9"C1''i' <'111 . . l'.'{,."'l 

f'°'l.,l"I'C 11 (I). \")'7OJ' '1m? 

I'. M,(I1 .'J'II.e h(1t'l'I: f'~"c,: h,?" fl1l1.5'fD:)'· Cl'J;:I" } n7(\'? 

.~ .. i,Cl'J)" fD'} i,·H' .. + ,e7A'I(\·? 

:P:. 0(1t'l '1: f'~ .. c,: ~,.?" fl1l15'9':)" lI.e '1·.l'.{'·t"OS f'u'l.;JGr.I; -I'ao<'l<'l.e .ell:" ,rll 'f(ll' 

·'iC"7{,.<' .. ··j'-·} l1'I ' (7o(\h-I' 9"'} ,ell(\ ·? 

'/. Ma'U.;J?a° ' ·'ic"?I.·'1":f· ?"'} .en°'lfP ;:I' A? 

haot\"}'l (\ V·! !! 
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Appendix-D 

Amharic Version of In-Depth Interview to Media Informants 

'l't\.p .4'f1-oom,e.p fI h.'t: h,9D 11J11..r l]f1oo·.rfDT 

h't:t\ n'H'::-

MhfD'} 'I' ,f"I? fD:f,1 n'7t\o M, '71] n· <;' wr'~ ,1"1: ,(',oot\n':: f7,CflfD 9",,'{i 'P;J 

J'fIOJ· OJ·m.+ f1"'r7"'i:" 7, VU.P. n'b':f1 oom'~ 7,OJ'~"''i'<;, ')' hhfl'i' f1oolf'} 

,e'/oh<:,:: f"'l,(lIld· 9'Wri f1H.V '1'<;'1' ·nil' f"'LOJ·t\ 'IOJ':: M:,,,n·ncp.> 

n:" .~''''I . .r ~,oon'7<;' flU':: 

I. I'ool}! nmro- l]f1uo>J' lICllC 

Ii. \'tlln .. f'OJ· {J9"/ ll.~· -----------------------------­

fl . ftlln.J'O)· "'OJl-J,e {J9" ---------------------------

rho ftlln. J' OJ· 'l'OJ l-J,e ;:'",V/,'" /f1t\tll1 ----------------------

00, P:r c=J OJ1~' c=J n,')' 

II. MhfD,} f1"'i.hrfl"~ 'I' .r4!fDT '7t\1J 1 +hhfl'i'<;' r711. 9"" 7i ,efl/&:: 

Ii, OJtlJ1. ~\.I!.:"'Iq~' f"'I.I]t\ f ~\.I!:a'1(,",~)~ (MIMI) ~,y,'r), h" l/J'? 

1'\. OJtll:" ~,.(!;"'I(,',,:_,~ f"'l." :fOJ' f''!';;;''fi1 '/O).? 07,.«.' '''1, ht\t\ (fJ,(',?" nl'\," 

oonJ': ,e'7f1fJ' :: 

rh . fM:f1fD tlln.J' h/J'I'\ ' ?" '1C''7I,·qol ?"'~ ~,,(', '/,'1' 'I·P.f· :f· ",(', ,ent\ 'I' ')' h·d' 

,enfllt\ ? 

au. O7,<;"H' fllnJ' OJfll')' ~,.~.a'1(,''''~f '~ f1oof),n 9"1 n,e~+ ~l'I'I,Ln 

+m '1''''7'' ',j:/J' ? 

/p . f·'iC"7I,·qoil'~f/J·1 ,(',11+ OJtlH-~)~ '~ ,eM· H'}.~. 7,1;;.+ :rH;JM1'/J'? 

t.. O7,<;"H tllfl.,e ",(', 9"'~ 9" '} o,,(',~+ 7C"7I, '<[O:): <;,=,/'OJ' fOJfll·Y.:_'~ ·1C''71,·9'' 

f"'l.flfl+? 

n. hao?lC;;;' oot.:qC; ,HovC')' fhC;'H' 11J11.J' ,ent\'I' +h·d' f"'i.nmOJ· 

M ')''i'(fJ' ~(fJ.? 

0. 07, <;"H' flln.J' OJfll'/: 1 fI au "NI ?o'} ~"e '/+ 00·1t..4' ;:/'''''1. OJ ;:/'" ~/:/J'? 

"'. 07, C;1'" fllfl.J' OJflH:~ f1oo""fl ?o'} 0, ,e '/+ .~. t·"'7 p.>:}'- ;:/"I'CI]" :_'-' /J'? 

n. n7,<;,'}-/' fllfl.J' OJfll"'1 f1ao"/·n 9°'} o,,(','d' ffl7'C+ 'ri1,'~ :r"·CI]"·.f-U·? 

" ' , O7,C; 'H' flln.J' 9"'} 0,,(','1-1' fOOJ';" np.> :): HSC; ·1C"71,·9" :rtl;JF.":)~U · ? 

;r. \'7, (,"}". tlln.J' 9°'} ~,,(',~+ '.n* ,(',m'I''''It\? 
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~ . U'I'\ '9" f'(])fll ·l'·:}~ ·1C"'Jt.9° (])f1]'I:'} fl"'l.av'(-(])· Oq+ f''''l.'I'Cfl· c,:f(])·'}? 

'1. nt,Ill:/''',e ·'iC"'Jt·<F;J':hJ· f'(])f1]'I:, ~"'1.+c, 1I"'l,+ f''''l.YLh · 

,e av II t\ fD ;h~\ ? 

t, . it·}).'.,+ '/(])' f'itc,"I' "'ic'''JtJ{''l f'(])fll'I, '} ~"1'+c, II "'l,:/' f''''l.YLh·c, 

f''''l,YM'.1I 'Id·? 

h . it'}J'",i' '/(])' h(])fll'). tt.I!.:"'l(.'o . ...,·. "J 'IlL-av t\1I f'9°;r'(5+? 

TI. (])fll'). ~, .'l.·CT'1(,'"·:j'- 9", tt,e'd' M 'I')'f")' ,eOfl). ':;'1.t:\? 

OJ. (])flH·l, I'\t7Df'I·fl 9"'} q,e'/+ 11.'l.,fD+'} ')'Ill'I''''l'':rU'? 

O. n.'l.I]"'l 1"c,:,·U· ",e (])fll'lq~ f''''l.Ofl)....,~U·, M'I'Yf"lq~ it').'.")' 

;:J'II '1' 'I ''J "I" :}"U'? 

II. hitc",l' fllll,Y '1c'''JtJ /'' :r ;JC 'I'avf'lf'l,e ,eH')' y,,'fm'c, 111M f1]fl.YfD:}~ 

f'°'l,of'cn· f''''l,;JGr.\; "'ic'''Jt ·qu·,},.'} it '}9o+ y,e<f't1!M; 

lr. ,eUT} :f·"JC I'\t7DEJ:;:J' :/ ' Ilf1]ll.yl U' 9"'} ttq' ''I'f :lt:\? 

f' , ' 1'Q,).'''l t 1]1'\ .. , 
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Transcription of Recorded Materials in Amharic 

• f hf:"'i"l1' 9"tl"}.I")' : i]UC.e : ~'I1-~ <; rn.~ n.9" &,"I,\" ",.e.t-7i~~ 

S2: eTv'J<;~' ·nll·)'} O'/PreTD'f' ' ro;· '/(1). ·nll· ~,9"<;(lV': : 7,'" &'Pr.\'· O,/.v,eTO'P'} ''If.'..j' 
~,.\,;C'I, '/(Il' \'9"OJfI.I'.OJ· I \,'7 .~· '/0)':: 'M9" 'I.e 7,<; mc OJ' fI'1' 9"'} i,\,·,'.I'.l7 
i, ·} .~. If'1 "'IOJ;'- MI·nu:: 

TXD2: . i,'" ~b<;: ~L9" {oPr.\'· \,"'IPr9"mOJ' ·nll· M '/''''!tS ~,1'<;:'; TC'''lt-'l°·'l'' 
MI'I·n:,· '/(Il' :: i,'[' i, ' }.I'. ;I' M . 0'&"C'!": 1'1 eTO 1'<; <; ,). fI(.\ \""I'I)'r. cTO' II . .1'9'T'} 
~,Pr9"{'l1'l U·:: 

.. E4: 7,'[, nI, ·nl/<;'OJ· ~b<;: ~b9" ("Pr.\'· \'°'l.V,9"mOJ· 'M"Il:} ~OJ':: 'nc "}'} ~,'}Pr'}~. 

M.·'·O(l:': ;JC ~,Pr9"fllflU' : : M"<'I1'b ~' Pr°,/, m'P:/' m'P} n1S ~L<;: ~b9" 
1'<f' 'f';I' \' fI('\11 O)·.e.e:'· M I (V,'oWL' .eOJPr.;I' (.\: : MII.U h(l, ' /'O(l:f ;JC 
~,·'l9"flJl'IlJ·:: ~,l'Inl'lll,.I' n}, ·nl/<;'OJ· ~L<;: ~L9" ('.Pr.\" \''''iPr9''mOJ' ·n~:\'.:} '/OJ': : 

TXD2: ;)'110. 'I { MInh· M ,·, ·o·n ;JC ·fllI· 'I.IL ~,"I<'I('\<;:9":: nm'P:" OJ'f' :': 
heToo i,711I'lU':: n,:" fl711 fll'I"'i . .I'. l1eTo~ OJPr.)'OJ· OJ.I'. eTo:';;I' 'h'/'PrI'lU': : 
MII.U h(l""o·n ;JC 'fllI'9" &,Pr,l" MPr9"'f'9": : .e(.\;,' ~L<;: ~b9" {"Pr,I" 
\' '''iPr9''mOJ' M"IPru, '10)' :: 

PVTW2 : ~L <;: ~,,9" {"Pr.\'· \''''IM''mOJ' p't-Il:} Mot-u· '/(1). :: \'flt-Il· (1;1' ~b lj: 

~,, 9" i ,,C' PreTo'f'h' l'I eTo fl t ·:'· fll'l°'l.C70 ;,: :'; p't-Il: } 7,1'0t- U· ~,Pr9"fllfl U·: : 

S 1: l'fI'I- 'J·'P(.\ p, TC''?t·9'''} fI " 'cTOl'lh,,' (1," ' 0(1:'" 11 l'I·n ,). MPr9"'f'9": : tL<;'1'I'bI'l"T 
1'(.\"'1']' 'I'PrI" :j'-'} n ','cTOl'lh '/' hfl,"'(HI ;JC tf''j, 7,Pr9"'TJI'IU' :: 'nC '1') \'~~'C 
·I·.'l,e·} n" ' /7ol'lh '/' I.. Pr. \' . .e1C OJ.I'. cTO'~ ;I' 11<;:1'b 'h711I'lU' 1 OJ.e9n n.,/' oWI: 
;',C'.'lcTOm· h l}"1 OJ,~ ON;];l. i,mfllflU':: 

TXD2: fllfl .. (' 1""I'./.II·lm· nTC:"'1t-9" 'Im'::~L<;: ~,.9" 97.1 \''''iPr9''mOJ' I'If1TC) cTOOl 
.fl\'.. '/(Il' :: hll.,C'9" M· t-&,11 .~ u '}'d· '1· flTC ) cTOO'{ OJ.I'. ~L<;: ~L9" 98 .1 
~,I'l'PI'IU'::O'1C ~L<;: ~b9" "I.e cTOlP. 1'I°'I'?'~+ fI(.\ .I'."l'l0 ~"'l'PI'IU':: fll'IlI .U 
hflln .. (' {'In.,!' ~, \1.1I·t-1'I U·:: 

S5: ~L'i: ~,,9" {".<',,\,. O']PrcTO'f' ,,:1';9°C 9"'} 9"'} TC:'''lt-'(l')~ i,'}PrI'l· n°'ll;J'I'f' '/OJ':: 
hll .. ('9" 1'°'l.cTO ;f:';'} Te"'lt-9" cTOCW" ~,Pr90fllflU' :: ~,'}Pr'}.\'; TC'''lt-,(o'r 
Mmfll}: M<;:;"C m.e9" M fI'I- ' /''P(.\,e. 1'I.If'I· .e:r"ll'l· l 1'1,1'1":'" .\'.'1'[0 ,/,(.\.\'.. 

J""Clll'I'::i,'[' '/'(.\.\'; 7,cTOCfllflU':: Mltu \,o'/.C70 :r~'} I'IcT09"l'f' \"'·M'\'. flJn.,C'9'··j'- '} 
~, .'l9"fllll U·: : 

PVTW2: i,'l, {'In.,C' 1'000'./.II·lOJ· '1"0" 'r·o" '/0)':: fllfl .,C' \'O']~ H·lm· nTC''? t-9" '/OJ':: 
;J-.'U'fI ~,Pr.fI oK "I.e oJ!9"C n'/·eTo<'l<'l.e 00:" '7 '(.'17 !,tf-,l{ "I.e .1':7'(0 
~,I'c'.'PI'IU · :: ~,;/'t-n.OJ· n~,'}.\'; 7'Pr.e "I.e ·n~: ·fllI· !JOJt- \"''"'il'l TC:''?t-9'' <;:I'I;J 
~"F}9" ~,I'l'PI'IV':: 



TXD4: ~"fJ: ~,,?" t.:,~. {>' 7, 'MM"'!' f'''l~:;' 'hM';' MI'fl"/ :: 1'19"<'11\, fl .k }· i'i'lC i'it.\fJ:'} 
h"oH'(I)'9" ', fl C:: "l.l'.'i'\'., ~, '}~ 'I"} uofrJCi {\(IT C'''1t-uo· 'nl."/ :: ~, '} $'u "'I~uo1' 

h:e:uoC/l· 0'1" (II .I'.~· h "}· :: MII.U "l.l'.<;'\'., 'I1.fJ:'f· <;' t.\ "'1(1')' '/OJ' :: 

S3: ~,fD Wl.l'."/',.}· (II. fI '!' 1"1.1'.<;' -hM<{' M :: '1.1'.<;'\'., M9" '}'(II,v, 'I'(II' TC"'1t·']o'-j'­
'}-',"1I.<;'(ll·:: fl'I'Uo<'l<'l,e f'7,~·O'l, Ilt.\t.\ OJ·fI ' !' ',m· J'tI'!m· :: "l,~."/''')' m·fl1' ~"1{(O 

\,iT'l,J'u"<'IM'U '!'IC')', M·:: 7,0. I'I,e '''''16';' f''''I,6.1'C ','IC 7,',,9" I'I,e 6Ii),'l 

f<'lJ~: t· t.\ :: fI(lII.U f"I'II.T,,/ '} TC"1t-9" 'l,'J':, ~,~9"m'l'(lV·:: TC"'1t-uo· <'Ifl, hlf', 
"'I~uom;} 71'1'1'1'1(1 v·:: 

PVTW1 : 7,'" I'I ,e n,~<;, 'h)o<{' {' (I 'fl"/?" :: ~"fJ: ~,,9" &.~,{>' f''''IM''m(ll' flt-/'\, "" ,<'I'{j', :, , 
',(I)': : {' O'l ~9"flFr(ll· I" t-/'\, '} fJ:I'I ~,}. (lo'lCI]+ '/OJ' :: flMI.U 1"9" 6.t.\.?foJo'} 
flJn.ffD '.j'- 7,/lfJ:;.I' (lV·: : TC"1t-uo· .I'.fI 1]1'1(1"/ "L"t-'{j • MMOmm'9" :: 

S1: ~"fJ: ~,,9" M.fI I'I ,e f'°'lM U°I. :£lfD:}:'}l ,efl.!l'/:I '} U,,:}" ~,,e 11. ? '~f" :n he; 7/nt: 
9>/'C'} 7,(II~ 'I:'I'(I v·:: 

ES; ~,,'i: ~,,?" ~, ~. fI'} n~, 'fl'I<;'(11 · f' °'l~9nm(ll· (I~'t- "'I flt.\ '/OJ' :: f 'I'IC +t.\~ +9"UC-)' 
,eom<;'t.\: : ,en ,!/' t.\'}9" ~"V,9"flltlV':: 

TXD2: M,V·',· 7.11, 1"(11 flJ ,I: {'fl7'C-}' fJ:"~'}' hfJ:'I ' ?" ',m': : nm'l'-'" f'fl 7'C'}' uol.:£lfD:)··'} 
Q ;J' 7<;'(lU :: f' :, ·t-Ml .I'.u '}',.}· uol.:£lfD·r·} ~,?"/fl;.l' (lV· :: f uol.:q n1"},<p'1: 

7,V:'{jhI.I1C ,el. ,v,<;'t.\: : ')'9"UC-}' 06bl . .I';t-lf'lfD:}:'}?" 7,(I}.<n:'I' (I V·: : 

S11 : o c,"e; qG-fl f" I"!' ;.I' uo·II. '!/' 9"C""I. M :: f'Vuo ·fI f'm ;"I'I" om·,H· 1'f'l:,}9" 
7,(I}.I'. 'P (I V· :: 

TXD4: ~,:i-I"TI] (I:}Il '} 7,(I}.I'.'I'(lv·:: O~ f(l TC"'1 t-9" ~m' :: .1'. "1']"9" .I'.fI ,el'lt.\ :: 
~,." t- I.(]:I'(II·9" ,e.fI gAt.\:: f'~hfJ: ~h9" 98.1 TC'''1t-'1'':}: htfJ: e;:r(l}':: 

PVTW2: M"fJ: ~,.9" 98.1 I.fl·O ~H' ~H' f'°'l.'I'Cfl(ll·'}e; ~hfJ: ~,,9" (~~,f"fD:r'} 
l'"'l .. H :nJ-'} {'UO?C,' <;' ,flll·'/'} q'''/:/''} 7,(11.1'.'1'(1 V·:: .!Jof; Ilry,}?" 7,(I}~'I'(lv·:: 

nils u"". rId, 9" ,~.fI 'I·<;' '1"1 :: 

t PVTW2: f' fI', ·t'J IJ·fJ: flt- fD ): 1''''I.'I'Cfl·n.'J ·'} Vfi7C ilifl?: TC"'1t-9n 7,(11.1'.'1'(1 V· :: f 
uot'JIJfJ: :,"} 7, '}~','fl f',<'I<'I<;'t.\:: fl, ,/';;'?" /'\,1'1 f'9"(II.I'.m· TC"1t-9" ',(I}':: 

11.'1' :1'(11'9" ~,fI.I'.<'I :r· '/OJ' :: nils '1'(11' ~,fI'] t-"'I. II?(] fDl·'w' fl] :" ;.1' (1. : : 
~, 'I,t·t.flho·e; ?(lH' (II'9" flflJ9" Ul ,e"t.\ :: M+ f(l ',(II' :: nfl'/-'I''I't.\f!. 11·t>' 
mflJ -I:'} {' 0'1. f(ll.£'f'm· ,'f7' !,.fJ,IJ?" .I'.fI ,el'lt.\:: 
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514: OM1'I~m· ['o'lJ'.9"mm· n1C t.~.[" '} ',01" 9°tn.f"1:9° MIN( ~1.e.l'.I'I9°:: ,Q7' ),.t:.(f} 

I'aocVIII· ·011· <'111. TC"'l&--qo:}:9" M " }':: mfll-/:} M m c flo~'}' (i MvU,": 
/:\oA'i S'fI"·9"&--II.:: O'I·II.e OIl.U 1. lb m"1'/: ['0'l'}'d' fl°'l,'/:} 7,'}~,.f'''1 "l6,:" 
00110 :" 1.11. 7, 'dl' m"1'/:} fllIlI.T':'· S'fI"'9"&--II ':: 

57 : n'IC'} 0"19" 7,m5? 'PII v· :: [,"l/:\ (lln.J' ',m' :: haD'}"lfl:" ;JC .f'A"·S' .f'1I· 1'~f":r-'} 
.e~{)c'I/:\: : 11.11":(: "l'} ['ao'}"lfl'}' MIf'/' ['ao '}'?fI:"'} 1·~.e S""CfJlI· :: 7,'},\'.II.S' 
~,.e'I:'· TC"?&--'[OT ·flll·9" ~,.eflfl·')9":: 'floO<Jfm'9° ·}·h·/.'l· ~IAo"H' OI'9":: 

54: fl " 'II,e ~I, <J: ~h9" ''In . .f' ,9'):'} M, -" &--L WI'(J)' I:H'.: 7,II,f';f'P II v·: : flh -f1I1~ (J). 
1''''I ,e.9''mm· ~h'/: ~1,9" 98.1 '/OJ' :: ~I'l'&--fl,[":':'}9" 7,m~:f'PII V·:: .fI"'i Ilor} 
l.(llg.'PIIV·:: flM" V·II · '/m· ['o'/(J)'Ji,;,' m' : : ['h,'/: ~h9" 97.1 h'l' &--O.I>';,,'W' 

11°'].,\=1' flA ''In.S' [,O'JIICO+ 1.11. ~,II: : 

51 : M,mJi'''',e n1C'} ~, ,~.9""111 V' :: f"/·II.f'1'. TC:"l &-- ,/oT ~,II· : : '1"'r '} TC:"l &-- '[D;J""(J)' 
h.f' 011":9" :: h "I]·CC;' <'I fl. 'i ;1'01' :: ~,." &--L fJ :l'm'9" M' oll ):9":: .eA;" fl 170· II. Ji' {' " " PII' 
(j,,'m·: : fllIlI.U M, 'flll~OI' Mc "'.e ~d·h·t·IIV· :: 

TXD4: n'/c ~h'/: ~1,9" [,O'J,ao:I:')'} TC'''l &--1°'-)'- .f" "CfJA:: 7, '/0' fl"19" fl°'l.fI'O =Ah· 
.f" "CO· ;h:\:: I'~,;f ~I "'&--L 'fl .erJ)</'O'JII·:: All 7d.l'. 'I'C 'fl :}.I'.~U .e'I''l<',·'/A:: 
1If1"'1."'· 'l'C 'fl '/m· :: "/'}·C S'II ~,.,'t·L·fl ~,.e(ll'l'ao·9":: "''''A'i ['o'/.1C9" ~In* 
,erll"'°'lll ': : 

59: 7.H.'b hlf'/ n1C 0:"9"uC-l ' 0(,1.1.. TC'''l&--1°T fl"19" 9"C'r '/01':: flllS : h.'/-'rfl·fl : 
fI;rc+ 7,'i I' l7u <'lOIl ·+ ~IV " } S'II"}"} h "'.1'.' '/0,9':/: ;JC fl°'l"'I(JC S""CfJlI,:: 170 'II.Ji' 
h'''/6To!,(J) ;)' ;/'(1)' fl 6,,1, ['aD '11 • .9' ,9';I,'} :"111111<;' :"e1''1'' .e '/'?<',. " A: : "l'} {' ~h '/: ~h9" 

98. 1 ),,7'1''7.'1] t1,'}h "/'} ['O,9':h ["'lA u.em:/ · .e'/I-tA:: S' '/1C S'O<'l(,f,),~A:: 

512: ""9"UC+ om. TC:"ltJ["··j'-'} fl·'·l7ollh ·,' I"'/: ~,,9" 97.1 g.fI .e1l~A:: ~11/'i')'i 
,l '9"UC+ oal. ~""&--L'fl ~I"':fm ' :: {'m;""'''' OOH"}' 'rS'</:9" ~III:: ['l7o·II.Ji' 9"C6I~. 
TC:''/(r9'' M:: .\'.fI [,O'I.A ~Il''i')'i 'l'9"UC"" om. 1/"l:e:+ M'l'm·:: 

54: 11'/, ~",/: ~h?" 98. 1 fl"l9" aot,;c'l om. '/(J)':: 1'19"<'111, ~d'[,'TI-t 1I:}11 (J)·fI'r ~I(p'n 
(,J~.9"C' [""IIJ'I~ 1'~[" :J'. ,} S",'CfJ/:\:: M 7. (J). q' O,9'T9" ,e ',"l<;. VA :: M /1O'J.~ . 
. p"'CfJlI·:: ,l·h·fI aoL:~9" .f'</'CfJlI·:: fl "'IIS'{~ ')' ,'lI"T lI·tS' Ib'i: ""&--6,11 f''i 
fI;Fe''!''} (,f,).9"C: 170 L)'j S""CfJlI·:: 

511: n7C ~",/: ~h9" :'·h·fI aoL:~,9':r-'} .f" I'CfJA:: n')C ~h'/: 1"'1" "',e 1111,11":': [',"''ill 
170 0': ,e,"'CfJA:: 

1JJ 



t 

E3 : (wo'/lr,,,' 4S f,.'1: f1.9"'} 7,o) .~,'P(lU·: : I'<lS (1.lj: (1.9" ~t-°'lfP'f Ul .e'ln·:: 1'<f''P;r 
l' flAh (I)·g,g,''/·9'' ("},l\'},{'.. (,1/'1:'; Mlf', Y.fl ,e'lA:: 

TXD3: I'O'IC} It 'I nnw' 7,(IJ,P.'l'nv':: nn.'I (flO .. f'fP'.j'· 'I.e yn .. '/·'} lL'1fP:j'- 9n 'W' 7,'}tJ:} 
f, 61~,"lN: n,If""9" f,'l',l\9"(fH'(I)'9":: ','IC "l'} O'IC 'I.e yn·+'} IL'1fP~'· 9"'W' 
id~J:} l'1('1(,9" n,If""9" : 7,'1 ,l\9"fI] 'f'l'n'} :: .eU9" nf,'/'t-ln· .eooM<;' A:: 

E4: \' (,,'1: (,,9" 98.1 1,,7-r·1."1 fl, '}h (,'/1'1:'; ',m·:: (1.lj: (1.9" 97.1 "n hlj:'I7;:1' T'} (IJ·Gtl. 
I'tllj:n-h'/''''l TC",}t-9" Y'/>CfJA :: i"b t,P,J" l''''lP'9"mm· nuo'l /r,r,:/· 7,'}{ nmt, 
(,gS.n9": : 

E4 : O'iC IISm· 9" l' '} ',m· :: O(,·nll<;'m· IIS:r:oJ.'} (l,y,pcn· n-/'nYI' hlj:A M·lj:nm· 
'f{ll' : : \'001/'1<;' 11.'1' (,'1 :/'(1)" (,tl9"(,'/'lj: 11.'19" f'/'CfJn· :: 01 L'1 'f'm' V'n, ' }9" V'IC 
n"'1."rlfl .e'/"h t-n·:: I'V'IC m·fl'P 11,'19" f'/'CfJn':: 

58: nilS oK'} ',m· 1'9"m.l'.m':: IISm' 1·h·fl'l· (,,l\.fl ',m':: (,·nll<;'m, (IJ(fl')' MIS O'lC} 
,euoC(flA:: 11.'1(1)· '/'1';:1' ',m· :: n'/''In'9'' g, 'IfJA:: 

52: M'/, I'("lj: (1.9" 98.1 1,,7-r·1."l fl, '}h Mu,nl,,.,(l ·n 7,'1 'M9n uoOI Y'/'CfJA :: 
n-/'ng, (lJ·fl'P (,'1"/: ffl'1C"'1A:: 

513: i'b (,, 'I: (1.9" 98.n i,u"C(flt'lV·:: -f·fI"r)fl,-f· 1'°'l,fJA TC" 7t-9" (,n:: 1'(,:H'Cd' 
9 .. ·}{.'~,'·)'··} "!.' ·9"C nOO(11'I'9" 1';,(1)':/' (lfP:}'-'} I'm,(n,;r"'1 ',.}. ;rth .e-/·ClJn,:: .eu 
TC."1t,..9" In·t! In·t! ,e'/'CfJA :: M h:,-'Pn ·n (lfP"f : g:9"~m' f'}: (,h-,.,C::}'- i,'l' 
IJ.fl ./ ' 6'~, '1' .l'::},- ,f" /'CfJn·:: 

MI2 (98.1) : 9"'W' i,'}!).'} (I)(fl-H"} hi,m·'7' (lfP:)~ ;:I' th i, 'M,O?';, I',,}.I'.' f]'}'I<I.4.:,'m'9" 
n-/'II'I"l't h V7C (lJ·fl'P'1 hm·"!." i,oH' (lfP:): ;:I' th i,'},l\,"'1';. 
i, 'I ,P.C ;J :r'l'n'} :: 

UE1: (1.lj: (,,9" 97. n \'9"'}OJ .~. (lJ ' M (1,''I-\''7; f'1 Mn'H' ;:I'th MO'lSO/C·n ',m·:: 
;:I·t/,'·)'- t'lil'i' O(fl9" M-/'O'lt 'l·f(IJ·:: IJM+ A9nfq~9" i,'}O'lt-n-}:: i,~II.f 'nc: '-}'­
h(, V-'} 7.11.9" ;JC n.If"} 1'-/'f,f'II' '1'I'OJ' :: 

E2: :j-,l\\,, ;/,'} M·lj:(1'} "'11':/. (,(Hj'}:: ni,C"}'P (blj: (1.9" 97.1'1 f1.lj: (1.9" 98,1 nuo-II . .4' 
'r.;, '/' 9""n,-I','-)'- '} f'/>CfJn':: M (,CnQ,"f-'1 MM+ ;:I,t/l',f "}'} O'iC O'l.'n .e.l'.4,A:: 
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PVTW2: fH''1';:I' \,llAn OJ'R-R-')' "R- ·,·I'\,hl .. MOJ·'H"; un '1'';. ~,Y,'D'l6j," 't'~:: 
~d.<','H)" ;:I''P'': MO'.j"- '} n·'·Y.;J;JD'l. uolluoc "R- MD'l },?l.D'ltlU·:: \'</''1';:1'' 
(' llAn ro',eR-:"'} n"'uotlh'" ~"t): ~,,9" 97.1 9"C'P 'UD':: "l'}'/O:} 
W"l. m, 9"';, 'J . .<',("'.f "R- " ' ,f' Y1f 'r)' 'I ",'mY,· y",,'OJ"} nfP:y. mY. ll·':.<',.\'· 
nuo ;JO'II 'n,,: '1"'(1)':: 

TXD2: M,'/, ~"t): ~,,9" 98.1 9"C'1' ',(I)':: "},C(l n.lf"· 9"'} y,e.C;Jfl·?" 0"]9" ~,ht-},t 

',OJ' : : 

S 3: ~"t): ~,,9" 97.1 '1'';. TC"'lt-'/o'.j"-'} Y"'CIlA:: n"'flR- },U·Y,· 9"'IF,· "R- '1'';. \""'1';:1' 
I' ll Atl (I) , ,eR-:" M: : "'1'\;:1' ,{,fP;/, h°'1,fl")' ,nil, hro· ",,',. ;:I''J:~n;:l'fl u:: MI;J;o: '(; 
h "'I. fl o')· n" ,e "'1'\;:1' ,{, fP'" h (,.1'\ ;" roo A 9",Il: R- '1'7';. 'I A : : 

TX D4: (i']C ",e J'flOJ' ,<;7' J,,LJ./) I'\n. \'ll"-" " PA}?' mS TC'''lt-9'' J""CIlA::nTC'''lt-uo· 
",e \,0'1.1'\-""':" (I) (I].!'. :1- 'I'l'ro,:: llfl OJn"n'l t):q,C Yrot-fl·:: '7 All'l "''1';t. 'ill)': : 

nil u,,'.j" 'W' J'A "·fluo,p. 'ill)':: J' R-ll'O'I A9" '1'<;' ''I-?''UC:''9" R-n'1' uA:: 
TC'''l("un. Ilm.9'''R- llfl 7,~ 7"e.·lT'J. ',(I)':: 

E2 : • ;"'/-(" 7.", II. 11t} MM.'PflU· ; 9"n'}J""9" flrotll'l: Y.ll \,D'l.fl· uot.P,fP':!~·} J'4'CIlA:: 
n"'(I)fl', uoAh· "'uol'\l'\R- ~,"'lrL·n M"t): ~,,9" 97.1 "R-9" ~,YflU ' :: 

S1: (i1C ~"t): ~,,9" tlo){/] ·f.':!'· ']' .<',R- \,·/'i'ifl 'li</:} R-n{/]A:: (i1C "R- J'fl':" I' m(f]·l':.j"­
TC'''l(,-,{o:r n(l}{/l-': 1I't,{' ('·'·ron',· 'I'r(l}':: tl9"I'\t\, ~,Il·I;'} (i1C ",e Yfl·:"'} 
I' m tlH:r '} Tc:'''lt-9'' },VI.J'.<',9"'1' 'nmY>'I'ro' to.<',,("m·'} }, '}Y,' II ;J(I}' .e""lL~A:: },'/, 
M,·n"r,'(I)' (i'JC ",e J'fl .. )·,} \'OJtl]·n~ TC"7t-'{0,:!~ n" ' fl,e .1':7«" '>:7' 1,,LJ.1n 
~,.<',9"{/ltl U':: 

S 13: ~bt): ~,,9" 97. 1 ",e .en;/'/,I \''''I.IlA 9'''P'} J' fl \'~..:J'. ~,,e(j. ~",e.'ll TC'''lt-9'' M:: 
llfl(l)tl] .,: 'UIl ' ; ~,Ynfl :)'-9":: t\'/, 1l6j,"C 1,11, '1'<;' uoAt'Jn '/ ' "'Ill " ' ''flt): '1'';. 
·n:}';,· ',OJ':: 

8 10: ~,·nl'~':'; tlJ(],.I' fPT I'OJ(I]":'} t):,,"d' 1'\J' ·J<,' ·lIn· ',(I)' TC"7 t-'{0;1: :rro·'} .l'lIf'H": 
1,,1'(" 7,", Il.'}tl} ·n + OJll,Il: h(}~' Mh oc·n ,e'I'C::IlA :: ml.J' no·)· ·nll· (l}tl],!'·:r 

')'9"UC) n, '/' ",,'ro·:: me,,:,. },llh U·fl+ no')' ~bt): ~,,9" to.<',,\" fl°'1.<',uo'P 
,e,uu:f'/.\: : fl"'n~m'9" '</7' I,,'l/) n9"'IH· J",.9'.9'A:: 

82: 1" -/("7,'" Il.'}h ;,',v,lT'J. ;,'.<',"'1, D'l;:l' h(lll:" no')' Wi" ,e"'CIlA:: nll,J' no+ llt-~ .. } 
7,m,Cl'\flU':: MII,U hllt-~, ;JC ~,,e.:J6r.' ,n:';9":: Mt):q'C ,e'I''l';· 'IA ; J'M.ll;rA:: 

v 



... . 
PVTW1: no·:" m'fl1' If], flt-r.:} ~, rot- U' 0°'7.".001' l ' fl 0']0']. 1.lb 'uo·:: TC" 'lt- '{D;,, '} 

flt'I°'l(l)·;i,ho· hrlln.J' {'In,J' 7,J'IJ.'J.CIl· >,M"rqOU': : ,?'} 9"'M· "I .e. fl."" flU"} 
1't- 'i ' flOO.OO)· 7,.'1: 7,.9" to~l.\" 71"1,'19" 1'9" :: 

MI1 (FM 97.1) : M, ·nll~(I)· rOlrq·I'·T TC''?t- 'fD:j'· '}Y.O'J.'1 hU'Y; '/(1)' r°'l:I'cn"i·::tl.I'l"T 
I' o"l''1~ Te'? t-<JDT Y. "1qu 9"·rF/· "I.e. .e."'C'lI'l·:: .e. u 7"nl lli'0J-'} OlrI):" 
>.,f!:0'l"f]' o"'!''J''i:'' .e.l.".'1 A:: 

MI2 (FM 98.1) : n',';J'o oom'} TC"'lt-'{O~::r'n n?"'{j""'1 nO']M h:/,?,'UC+ n6,+'1 0'),"1 
omrl)'I':r 7,'i' ",C'lO'} :: 

TXD3: r(l)rq,r-T '; Tc:''?t-?" 1'1.".9"1' ht'I,o"T A9",1': OooO']C 'nr., ~(I). :: J' 'nc 
f',, ··'iom· '; 0 0 ';7 ,I': ~,'}.".O)·,} .e.l.".li' A:: nrl)?" {'O'],fln' r'l::"c 7·."..e. TC',? t-<JDT 
'fllf' ~, 'H':'}O>lC n.C7·'1A:: J' 00'] 'I: ','C '1 1'l006A'C "'''1)':: ~,'H~;'}If'} J',e.C7'1A:: 
J' 'I'IC flt'IflO'l.;J·'P.'ri·Cj flt'Im·Y;''''''· J'o'n M" 'I'IM) J'M·A'i·A:: 

MI3 (FM 102.1): nmt": (l)rI),,: ,enIIA :: flt'IlI.U (0 rI) ,,: "I.e. O']'I'I'C ,f'flt.A;>A:: lito 
I'JAI'I 'n'1;"(I)' OOlY.6"i' r7,~ '} TC' '?t-9'' >,.e.h;J·" ·O·?" 1 r°'7Y;001'9" 
'luA 7,J'.".,n';·9":: 

UE1: 7,,'1: 71,9" (. .. 'U'· O·fl Ol'fl1' ~,'}.".'}7'l'1 Md'· >,.e.n. hS:fl ~,'}.".'} ;>O1' nO']Y:l ''l 
m ;i'°'l. 'Ull ':: 7,,'1: 7,,9" to."..\" mrq,,: (n'<;O'] u.e.m'i' ~,'}.".,oot- J'.~l;>A: : 

'1.ILf rl} M,'?'ln· 7,"}.~·'}(fl'f'9" ,("/I'II'I '1A: : 

S13 : 'r<;m' f' 7" 'I: 7,,9" rI)n . .i'p'·-j'- n~ 7,fl 'I ''P(J' 7, mrl),/, "I.e. ,? '}IIfl.·} oo'l:mC '/0)' :: 

\' U'nl',·()fl· '; DOl"""" n,,·Olo'/ Y.O: h'l: 7,Y;C7Ol';J' A :: 1'';. 7,Y;C7m·?" 
.1" /1 '1 '/ ''1 A:: 

MI1 (FM 97,1): 7,u· ,1': ~,U·,~· tloJ{'l,rT TC"'/t·?" M'}: : n"·(.Jd,O']t9" 1'00'11.:1' 
TC"'ltr'fDT OJ rI) ',:'} .e.flfJO': : I' ool''1~ ?"'{j,/'. :":9" mrl),/:'} 
,eflfJl'l· ::m,~ rqn,f 1'00' 11,:1' 9"C61t rm:""I"I oOH"j,'1 h.'l-1'n'n 
mrq,,: "I.e. J"/ 'h·t-o·: : 

MI2 (FM 98,1): (J'l'nO't,' O']'nM" fOJ{",,~:r- 17D,K'Ln TC"'lt-9" M:: .e.u TC'''1t-9" ro,I'l":j'­
oP''.f·'} ru.e.Ol,j· ;J' t'n'1 A9"Y; J'!1'1:"IA:: .e.u TC"'lt-9" rmrq,/,'} f'flt­
t .mt-'1 'nUO'+ J'nl;J';:t-A:: Ol{'l'/:'} rO'],fl'l'i+ 7',c,,{":": "I.e. o P':l'·'} 
,e;>'flIIA:: 

MI2 (FM 98.1): mrlj ' /:'} I'lool'l,n h'l: '/'~ 1't- :" J'''I ;1'0J-'} Tc:''?t-'/o:j'- '} h'1II;>:<'jI'l'} :: 
rT(~"1&.</o~: ·rT} 0'1S9" 7,'}7oo"1"'7tI'}:: T(~'?&'</0~:)~'}9" I'In. 
OO'7,l':l''l f' ,/·~'t'I'n 7,'1Y.C;>I'l ' }:: O']'}~m'9" 'n'l:A oo(.J;},l·'im' 
7,'}.".,f9"C 1'/.'i' J'Y.C;>A:: 

VI 



... 
• MI3 (FM 102.1): I'Te'''}t-9'' 111): ,/:A 7,~' J': Mn:-f'm'P:/': f'hOO+ Wt'l'1 f'9u ·M· '1.11,:: 

I'm'P'" h1 2 00:/' Mlh fl t- -1- 00+ '/OJ':: ntl.Y lib U"l1n"} 
1'°'l . .f"':J>./:c, f'(J'I.YII.e.II·" "fC'"'II/luT h'1'/'Cfun:: OIl.U (}J'II1' Y:7 '/U 

(IlrlH· :)~ MI':: 

TXD2: fhl): fl.9" 97.1 Y.II 1'0'1. fl· f'lI7"C:/ ' c7UL:ijfD'-j"-'} Om'P+ Y"'CIlA :: hlb'1 0"1.'19" 
IIfI fl(ll·C:'~ fI:7 '/'rn,"'lt <70UI Y'/'Cllfl':: 

E6: OIl?·C'i· 'M:} '1,e (111'/;9" rlln.YfDT 1'<;, .e.L:ij 'I.e '1;f(}J':: O·/ ·fI.e fbI): f109'' 97.1 
'1,e, 1'<;. l'II7"C'/' '/"H-'1 .eOffJfI·:: n'lC .1':7'1" 1'<;' f'lI7"C+ 'M:} 01'00' /: 
J""CIlA: : 

MI1 (FM97.1): I'll 7" C/' M:O'Jqy} 0'/'<70flh'" ntl·OII~(}J· (}JffJ·/: '/OJ':: M 7,"lC 'J..II 
. / . 61~.'P:H· 0'l(}J:/' .et.A;JfI·' O'/'flJ'~ n: '{·,. '1.e9" f"l-flJ'~ vl'\nT'} 
J'·}OIlC:1'n·:: MII.U n~ flol): f109'' o oJffJ '/: 1):'1'l'I' 'I.e '/'c7U II C'f· M,'7C 
'}.II .eOA l' ftCl6';"/' .eOrl]A:: 

PVTW1: n,'/: fl'?" 98.1 1'7,"lC 'J.II II;JO.(}J· .1'.11 .e'lA:: fl'/'t-LO' .efllJA:: M'J,II OfDT 
·".1" ;J'tl1<;' ',,'}Iln, .e'!'7CVA:: 

MI2 (FM98.1): 1'7,;;' ffJO.,1' n V'IC (}J'II1' 117"C:/' M6';':/' .eOffJt\:: ofD':f' M V'It·/: 
117"C:/' y.tl°'l 1';'T M'/'YI':/' 7,V'r,om· 7, '} '/'r'l~'r)n'}:: n-!'i7Dr)r).e?" 
nh(ll·C:'l\ fI ."I MM"'/' 7,'}Orllfl'}:: 7,'}.'\.J'(}J·?" IIMI(}J·e'~ n."I 1"/"r;J" 
11,/1] fIn'} :: 

n. 0 0 ,11.:1' 

PVTW2: n7C 0<70,11.:1' ?"C6I~, Orl]?" fltl): ',01':: ?"I1'}J"Io?" Ofl·OII~:(}J· n'lC M'.'1 
1"".'.'.-'1" i7D·1I.,4·fD·-f-·} 5"I'CI]A:: n7C:':r 0<70,11.:1' ?OC~, 1"/''PrI]'1;r'(}J' '1;1'01':: 

54: fl.<j: fl.?" 97.1 1'<;. c7U·II.:1' f'61~,(}J·;t-A:: I' 24 00:/' Te"'lt·?" fl'l'l'm· :: f'lI.fI:t: 
i7D' I I.:J' .e. "I'/U h'I",· .eOA rI]A:: M, 'b 7,'} .I? flo I): flo?" 97.1 I;''''l.lf·} I;' fI9":: 

56: fh<j: fl.?" 98.1 f''''.1':'/'' i7D·II.:1'fDT'} o'tf''1 V<70'1I M°'l,5'61wJoo!' ?"C1' ',01':: 
I' 'I' .\':'/" <70 '11.:1' fD:)~ '} 7, ·},v,m· :1' :1'01''1 7,'}J': fI?" ,v,:J'(Il. ,I' .I'.C ;J A:: 

MI3 (FM102.1): h15 Mh 49 6.'.'.·"'L I1AA 01'111' '1f1' I;'°'l.lf·} 601"/' lit:} 
7,'1~,m' ;t-fl'}:: 

VIr 



E6: ".r, ~,. lf: ~ .. ?" n ,~'{r °'l ~1'I'?ln, W'l9" 9"C'P '/01':: n-/'fl.e r'}/l"'1.(ll' ' /'h;)' ;)".e 
Y;{r'''1 ,V, fl .e'lA:: rl'nlj Orh.e J!,.'?O,/ 'PC; '10-f)ut.r+'} ~,(ll/l:r'PflV':: 

MI3 (FM 98,1): (ll',~' J!,.'?O'f?J'-j'-'} ~,'}11Ifl'} :: r~,'i' J!,.'?O'f?J:,. (llrlj -/, 'I.e .r-/'h'?fl· :: 
~, 'lIq '/ ' (ll' r"'I,.rfl -/P<;.r, (llrlj'/"} r°'l,fM.fl-/' ,~. ?O,/ ?J:)'-'} ~,'}t7DCrljfl'}:: 

I'(ll(l],/:'} fl"'1.+ {'O'1.fWf)C'/: 10-f)Ut ,f'.'!-'} "c;ld';)' fl '} :: 

E2: n/,(ll·'d' h~101j': ~ .. 9" '::'/l,r'?J:)" I,CII;)" } ~,'1'i'flV ':: h~blJ: ~b9" M:,r, or>9"rlj"" Wl'l 
,fill, ~,o'I(""I]' ~,'?"i -/'C;A:: n,,;,,), 'flrh.?'/? flC"l.":/' MIA:£: ',nc:: V,fl·9" TC:"It.rI"',r 
MJ!,.t'j'-j'- f),elf '"y" M,'i' l'o'l,II;J}l: 1'<;. TC'??'f":r "I'} M,:: .eu yO'} °'lM· 
uonflu ~ .. Ij': ~,.?" t.,/l.r'?J:)" I,C'l;)" } .enm·'i·A "'1I'l:/. ',ill' :: 

TXD3 : 'rA'} M:'I;)' 1,'i'1'i'fl'}:: Y"'W' "'}'L'} (lfl-/, (lln..r?J:r r ' /'I'lfl~ n,If~'?" V·fl ,9" 
M :Ij;)"} f',nm''i'A:: M"t'jfl. h'}/l. rljn"f' 'I .e rO'f.et7D:/:'} TC"??9" nsc (JIJ!,.1'l/1 
1,<;'lll(ll''i' r ,/'i'ifl TC"??9" 1,C;Y,9"rljfl'} :: flI'lll.U h~,'}/l. (llY.IM rljn.f O'f~I.~I.C 

i,C'l;.!"} .enm'i'A:: 

t) 55 : ~,'H': TC"???" "C'l;)"} rO'l.nm"i hlf', .r'n Te"???" fl°'lY:t7D1' flA Te'''I?O'f;} 
n'/ 't'l!' 00')' : '1.11,<;' r'ln"f' 'I.e ~,l1f'lI\V' :: flt'bfl,,:rr n?JT flI'l Te'''I?uo' 
1,',"1 {r:/' 'P fl V' :: 

M 11 (FM 97.1): ("/'I'lff. II).'.,?J·-j'- ~,J!,.·O'f(."'·;J: l··'n o,/CIj-)· M°'lC'l;), ··,.-n flO'l(ll '} 
,el/lSA:: Ulln· nflAn: n7' fl;)-<;' n"l'}f)C M ,/·.rr+ .enmC;A :: 
n~,uo')' h '}).'., r?"ciJ'.C10l' 1''i':/' ~,Y:O'l(.b~·:f:j··'} f'lf(ll"} ~'l7oflljh+ 
,f't'j(ll"/''i' A:: 

MI3 (FM 102.1): ·nll' (llrlj-l'.',f. M '/'fr')· ,Mm''i' A :: fl 7'C+'i' l7o·11.,!/' f/l9"(llI'l' :: r(ll(lJ-)· 
~, ,~.O'f (."'·l~ '} '?·nl-l70 Afl I, 'i'1'i' fl '}: : 

PVTW2 : n(lfl'I: ~ .. Ij': ~ .. Y" t.,/l.r·?J·-j'- l70 ljIjA rTc:"??'I":r UO,V,?l·fI'i' or>;JbQ."" ~,fl:: 

M"t'jfl. ri'i1C ;J--t;';>t'I ;,,l/.t'ls· r"s ~ .. Ij': ~b?" ;,Jr'Z"1 (I,')tI .e;J=t,fl·:: V,fl·/:'} 
n'I' flJ'{~ 00;)-')' ·flC;Y,Y"1' ~,tlj': ~(ll·::M"t'jt'b r(lfl-/, (lln.J'?Jl-· r~d·· ~,.e 

(W,,,~'fl TC"?t·'1"T MY" flo}'1' nfl-I-'/'C ~,'H': a"e~+ 'i'f(ll' :: 
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E2: I' (I i.." (l1n.Y?' :)'· IIS?':Y. f!,;J 6Ll. Il· :: O'/'M'\~ {l1n .y?':r- '/ ' aol'\l'\f!, '7'} 5'.il 1''''If!,Il· 
Tc:"'1Ir'/u :}~ J' ;J'Puo, '/ C\:: ml.S' flO.). t, .11. I'·I'.:} ~,m4'<; 7,(J)flJll V' :: ~1C "I'} 
{lln.Y?, ;/: O'/'h ;:!';:!' J.'S O'/·C; mC\ O.J"/'CO· 'Pt;. '1m· :: 

56: ;,·}J'.Il'J, flJO..l'?';r: ' /'aol'\l'\f!, TC'''lIr'l'')'=l'av} O'/'M'I~ flO;:!,,)· O.J"/'CO·'P:f(J)· 
a O C\! J9" ~ro·:: 9n C; NH· {l1n.y?';r: Om· f!"e·}· ' /'il"'I ?"'/'(J)' TC'''lIr'/'';J':t'm''} 
O'/'IlY~ flO;:!,,)· 0 .. ("/'CO·9" 'P';, '1m· :: 

MI2 (FM 98.1): 7,;;' l'uo:~:aotS'm' {"'1c\ flJO.J' '(};; '].11, i,'}</>9"lrll'} :: ('mfIJ'F/; M'/'YI':/' 
oV·Il.). (lln.?".),. aO~Jhc\ ~,{I]'O'I::'; m·il'P ao'71l+ hlf'l 7,<J\''PIl'}: : 
ll"'n;;'ro'9" OrofIJ·/: 7.{'·/ ·5'.ao'r'} uolf'I"} 7,'l'm':}'Il'}:: 

MI1 (FM 97.1 /): ~"OWi'=l= 1'V11r)'.,} ~h'i: ~h9" t,p'.I'·?'l ~,,'i: ~,,9" 97.n i,H.uo'/7i 
f!,"\'P';';:!'C\::~h'i: ~,,9" 97.1 hM"'}»' quo;:!"'/· O"f!, ~,I'C " f!, '/OC: 
I'TC'''llr9'' ~,'/'Ir/"OC; V 1'\ (l:r uoaDI'\/'IIl" l f!,il'/''P''Il':: h'P,H' 
qaD;r :/' 06,,'/' :}~"lC m·il'P '/OC}:: i,;;' l'+lr6,\1 5'.UTr)· TC'''llr9'' 
il'l',/,C'O O'/' uol'\l'\f!, flO:/· 1':/' lr6,\1 Y.U'} '/,)· TC'''llr9'' I''''I.J''/'CO· 
M· :: I'~h'·}~ ~,f!, i'i.l~"Y.'il Tc:"71r'1"T?" ",e i,'}P'.V· :: I'm')'"'' om·,,.:,· 
Te'''lt·9" ilC;'/'C'O O'/'uoM,e ,/,' }C; flO" I''''U'''CO' {lln.J'?'·r '/0';· :: 
hIl.Il":}'- {l1n.S'?':}~ MI;JX'.T ;JC il'}1'l"~ 7,·}Y.'P11 i,'}mS'YIl'}:: 1l'I,lbm' 

T'7';, ' /"/'C(.,C\:: 1l,Il"T9" flln .. ('?':}~ ·,..uol'\l'\f!, f!,1i, ' S''''I'm· 
Tc:"71r'/o:j'. O'/'aDI'\I'\f!, flO,'/· uo'}/.,O i,'}y.t\,IlW/'m· J'm':}'Il':: uoY.O;;' 
I'TC'''llr9" t'l'}mt, 'l'r OS/. 'W' °'lil ' /'l-jhJ' ~,Y.'C1C; C\ :: 

t: 5 13: '10. TC'''l!,..?'' 11'1, ~,f!,'PuoW":: 5'.mC\?" a:'9n Ouolf'l' S'oM:C\::V'Il'/:9" O{b'i: 
~,,9" 97.1 aD"'''Il'i: l'IlIl'l'cD'9":: i,Ii .. ('m' flln .S' ".1.', O"''P;:!' l'ilC\\1 (J)'f!,f!,"/' "f!, 
i,'},P.,/,,,'1C ' '''I'} Ni·}4.c\?' ''''I'Ft; m,eil ~,Ct\, ' 7,S'1l' 1''''1.S'5'.C1·.). '11C J'oM'C\:: 

MII.U Ore:'9" TC'''lIr'/oT 11 f!,'" "M· ilC\ M'/'S'I'} MflJllv,: : 

513 : 1l'11';· Te'''llr'l'' '.j'- fro·ll· Ouo·ll· f!, II 1, (I'M:/' f!,h-fIP,c\:: '11C "I '} 7i4.<;:/' m· C\\1 
J'{I] (rolf'} ('1l0:"9":: TC'''lIr'/'':r '/'.\'."'1"1." it'}P'.If'I· 1'\0. If'lm· ao~'/'ll ~,Illl:fro·:: 
'1.Ii.m·?" O.J''PC 1',/·7i1l • f!,lfC;c\:: 

E3: I''''I,I'M.C\']· 'n o{,,'i: ~,,9" "f!, I''''I.Y.;J'] aD· TC"l Ir '1"',)" M·:: 011," "'I ' .~ "I'/" 
;, VU:luo , 1'9"6.C\;J'hu· TC'''lIr,/uT ~,Il': : .\'.il ('0'l.C\ TC'''llr9''C; hil"''''It hlf'l 
aD J':'19" 'P';, 'Iro·:: 

53: 1.<; ~,,'i: ~h9" hi,;;' 'i:"""/' ;JC l''''lf!,'L.·V, . TC'''lt·qu:)~ J"/'CIlC\:: ml.J' flJO.S' ".e 
l'ao,~,.:J'19" '11C ~,Il:: 

57 : hi'i1C Oil""/'C 11.11";1: V·Il ·" flln.J' ?'1" 0'" .\'.;J ;J°'I. I' C\ "'1,'/. TC'''lIr(/u:}~ J" "CIlIl·:: 
1'11.11":': V'Il": {'l0.J'?':y. TC"71r(/":Y. J'/'IIl:/=;;'C\:: ~,'}P"H", Ilao' /'OC\ 1'(I'I.J'P'''l '/: 
TC"7t· q":}~·} ,("/'CIlIl ' :: 
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