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Abstract 

A study on Audience Sa tisfaction with 'Mijuu Dilbataa' Program ofOromia Television 

Jiregna Fayera 

Addis Ababa University, 2015 

The central focus of th is stud y was to in vesti gate the sati sfaction and/or di ssati sfact ion of 

audi ences with 'M ijuu Di lbataa' program of Oromia Telev ision. The stud y attempted to see the 

extent to which the program gratify the viewers or not, reasons why audiences watch the 

program and which sections of th e program audiences watch most and least. 

In the li teratu re rev iew, various literatures that have a connection with audience satisfact ion and 

telev ision were rev iewed . Accord in gly, uses and gratificat ions theory was used as a theoretical 

framework to thi s particular theme . . The research methods utilized in thi s study were both 

quantitative and quali tative. The study, by using questionna ires and individual sem i-structured 

interview, tri ed to examine the level of the respondent' s satisfact ion/d issatisfaction in relation to 

the program. The respondents were selected purpose ly to find out the real viewers of the 

program; hence, a total of 142 viewers in Adama town participated in the study 

The findin gs of the study demonstrated that the audiences watch 'M ijuu Dilbataa' program fo r 

vario us reasons. The overwhe lming majority of the respondents watch the program secti ons as a 

habit and to pass time. The study also revea led that the overall audience satisfact ion with ' Mijuu 

Dilbata' program was very low, implying that the program has lim itations in address ing the 

needs and in terests of its audi ence. Specifica ll y, th e program has gotten th e fo ll owing 

shortcom ings; ma inly, poor editing and presentation style, extreme repet ition of program 

sections, absence of excellen t, competent and talented profess ionals. The stud y conc lu des that 

' Mijuu Dil bataa' program sections are not sati s fying the needs of its audi ences; and hence, the 

program sections are not fu ll y in a position of fu lfilling the desires and needs of its aud ience. 
, 

Based on the findin gs, the study forwa rded recommendations on how to improve the program to 

grati fy the aud iences. 
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Chapter one 

1.1. Introduction 

The beginn ing of the twenty- first century is a remarkable time for media. It has been call ed the 

"age of digitali zation" , as the deve lopment of digital technology has acce lerated tremendously. 

One of the significant changes with respect to television in thi s age was the growth of mu lti­

media and multi-channeli zed television which provides ample opp0l1unity for audience to access 

diverse contents of their interests. 

Among the plenty of mass-commun ication tools available in the today's world, Television 

provides the best opportuni ties for the public needs satisfact ion. Th is fact makes Televi sion one 

of the most popular and favorab le products of consumption and man ufacture. Hence, Television 

is just one of the many examples of how technology has changed our li ves, fo r instance, we 

depend on it to' entertain ourse lves with its sitcoms/s ituational comedy and to get in fo rmed of 

current world issues (Seaman, W.R.1 992). 

Some research on telev ision viewing has identified inconsistenc ies, showing that audience 

figures and enjoyment measures are often unrelated, as viewers commonl y watch programs that 

they find of poor quali ty or do not appreciate ex-post (Gunter and Wober, 1992). The ma in 

explanat ion of these phenomena is based on social desi rability bias: when asked to report their 

viewing choices or appreciation for different programs, viewers tend to under-report viewing or 

under-evaluate programs that are considered less sociall y acceptable (Ang, 1985). 

This explanation is implicitly based on the notion that "people watch what they like on televis ion 

and like what they watch" (McQuail , 1997, p. 58). Accord ing to the "uses and grati fi cation" 

theories of communication peop le use the med ia in ways that satisfy their individual needs 

(Blumler and Katz, 1974). Viewers choose in their best in terest, and if a given content is 

preferred to others, it must lead to hi gher sat isfact ion. As a consequence, any inconsistencies 

between viewers' choices and satisfact ion should be attributed to inapprop ri ate measurement of 

viewing or apprec iation. 
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It is thus ev ident that media organi zations need to understand the needs of their audiences in 

order to provide relevant contents in an engaging presentation style so as to gratify the audience 

and susta in their loyalty and th is may not achieved without the support of appropriate research in 

the area. 

Accordingly, the present study considers Oromia Radio and Television Organization, a 

governmenta ll y operated media stat ion owned by Oromia Regional State. The media 

organi zation was established with the li cense from Ethiopia Broadcast Agency, in 2008G.C and 

a yea r later in 2009, Oromia Television was launched in Adama town, east shoe Zone of Oromia 

Regional State. 

The media organization addresses people at different corners of the region with information 

using various programs mainl y in Afaan Oromo and also in Amharic and Engl ish. After its 

establi shment the station has played its ro le in promoting the development of the culture, 

econom y, politics, hi story and the other aspects of the Oromo people. To thi s effect, the 

organization has crafted various a program among which is Mijuu Dilbataa, a program 

specifica lly intended for infotainment. 

The program gets transmitted on Sunday to entertain the society, and provide the audience across 

the region and living at different corners of the world with information about the wo rld. 

Nevertheless, there is dearth of scientific research related to audience sati sfact ion with th is 

entertainment program which is the central focus of the present study. 
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1.2. Statement of the problem 

Media, no doubt, as the nervous systems of the contemporary world are playi ng an important 

ro le in constru cting and shaping our world views in whi ch cultural va lues, norms, and partl y 

behav ior are fo rmed and defin ed (Ugboj ah, 1985). What must be crucial fo r any media stati on is 

people whom they are addressing because audiences are a criti ca l subj ect fo r the media stat ions 

whi ch hi ghl y verify its ex istence. Techno logy is tota ll y changin g the re lationship between med ia 

and their aud ience, and hence; medi a audiences' are no further called as readers or viewer but 

criti cal and real users of certa in med ia text. Consequentl y, the ad vent of In formati on and 

Communication Technology (ICT) has deliberate ly changed the media environment and its 

ecosystem so that new technologies are at the heart of all of these changes. 

Currently med ia organi zations are the subj ects of intense exploration due to two major reasons: 

th e fragmentati on of audiences, and the tri via li zation o f the contents (Schudson, 2003: 12). In thi s 

regard, continuous audience satisfacti on researches can have paramount importance to underta ke 

such criti cisms, which are likely to be the concern of Oromia Radi o and Telev ision organizati on 

as well. So, it is regrettable not to do audi ence satisfaction research effici ently as it has a key role 

in improving the media performance. Reusser (2004 : 17) emphasized that media organization use 

audience satisfaction research as an instrument fo r determ ini ng the effectiveness of programs, fo r 

med ia performance measurement and management as we ll as organizational learnin g. On the 

oth er hand, he also stated that aud ience satis fact ion research practices in med ia organi zations 

have rarely been examined in terms of effecti veness and learning outcomes. 

Every audi ence wants something from their entertainment; thus, whatever this desire is, 

audi ences' sati sfacti on with a product . is dependent on whether their expectati ons are fulfill ed or 

exceeded. Consequently, 'Audience satis facti on' research is a very important concept throughout 

media studi es. So, it wo uld be cruci al to conduct research on aud ience sati sfacti on for any medi a 

so as to know the status of its aud ience. 

In thi s regard, so far, Oromia Radio and Telev ision Organizat ion has not done wide-ranging 

resea rch concernin g audience need assessment and audience satisfaction with d iffere nt programs 

though'" audi ence satisfacti on research plays an im perative role of feed back in program 

evaluat ion. It is generally obse rved that some people are heard express ing th eir di scontentment 

with the program. 
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Therefore, the present study attempts to assess audience sati sfaction /di ssati sfaction with Oromia 

Radio and Televi sion ' Mijuu Dilbataa ' Program ' . A research of thi s kind helps the organization 

to understand their audiences. 

1.3. Objectives of the study 

1.3.1. General objective 

The main objective of the study is to examine the level of audience sati sfaction with ' Mijuu 

Dilbataa' Program ofOromia Television 

1.3.2. Specific objectives 

The specific objectives of the research are to: 

• explore the extent to which sati sfied/di ssati sfied the audiences are with ' Miju 

Dilbataa ' program 

• Identify factors, if any, for the audiences ' satisfaction/dissati sfaction with the program 

• ide ntify the pro gram 's conten t that a ttracts/dejec ts majority of the vi ewe rs in 

th e town 

1.4. Research questions 

The study intends to answer the following basic questions: 

I. How satisfied/di ssatisfied are the audience with ' Mijuu Dilbataa' program? 

2. What are the factors, if any, causing audience sati sfaction/dissatisfaction with 

'Mijuuu Dilbataa' program? 

3. What content or aspect of the program attracts/ dejects the audiences? 

1.5. Significance of the study 

For an y media station to exist there should be audiences uSll1g the product of the lI1edia, 

therefore; without audiences there would be no media. Even every media organizations produce 

media texts to sati sfy audiences ' needs. The researcher believes that the outcome of th e study 

would have the followin g significance : 
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a) The stud y may help in identifying the audience sati sfacti on level of Oromia Television 

with ' M ijuu Dilbataa ' program. This information may reveal the strengths and weaknesses 

of the program in fulfilling the interest or the audience. 

b) The find ings of thi s study may also help in generating new knowledge in the area of medi a 

and audience sati sfaction with d ifferent medi a product. 

1.6. Scope of the study 

Among other programs that are being di sseminated, th e study focused onl y on 'Mijuu Dilbataa' 

program of Oromia Radio and Telev ision Organizati on, from the perspectives of audiences 

dwelling in East Showa Zone of Adama Town. 

1.7. Limitation ofthe study 

There are ce rta in constra ints that hampers the researcher whil e conductin g the normal operation 

of th e research, these are; the subj ecti vity nature of sati sfacti on might influence the overa ll 

outcome of the study, lack of source materi a ls, d istance from the station, and lack of enough 

research undertaken on the subject matter so far have impacts on the study to some extent. 
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Chapter Two 

2. Review of Related Literature 

This chapter attempts to present a selected part of media literature wh ich is related to audience 

and audience sat isfaction ; and hence, theories and research approaches are di scussed. Media and 

its functions, audience interest, followed by a literature review of the topics of TV Audiences; 

the meaning of satisfaction; people's reasons for viewing tel ev ision, and television viewers' 

satisfaction are also addressed. 

2.1. Media and their Functions 

The mass media gradua lly become a part of our daily li ves and sources of information , education 

and entertainment. Decades of resea rch have demonstrated that tel ev ision provides people with 

important information about social reality. People understand the world through the lens of 

televi sion because "television is the source of the most broad ly shared images and messages in 

history," and it is "the common symbolic environment into which humans are born and in which 

humans all live out our lives" (Gerbner, Gross, Morgan, Signorielli, & Shanahan, 2002, p. 17). 

Therefore, it goes without say ing that the ways television represents social reality may have 

important effects on the ways audiences perceive the quality of their own lives as well as that of 

other social members' lives. For example, a television viewer may see what others' li ves look 

like (e.g., what they possess, what they enj oy, etc.) through mirrored images in the medium. 

Lasswell (1948) as cited in Folarin (2005 , p.74) assigns three functions to the media: 

• Surveillance of the Environment (the news function). 

• Correlati on of the different parts of the Environments (the editorial function). 

• Transmission of the cu ltural heritage from one generation to the other (the cu ltural 

transmission function) . 

So, mass med ia has become an integral part of our lives and cannot be separated from our life. 

Our values and way of life in the society in this in formation era are strongly influenced by the 

mass media like newspapers, TV, rad io, video, and the internet. 

Mass media ' s influence on people ' s li ves is even greater and deeper than many kinds of state 

indoctrination or priest' s serm ons from the pulp it in th e church 
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And, hence, one cannot separate aud ience and media from each other because audiences get 

these a ll benefit from media in that med ia is indi spensable part of human being and vice versa. 

Genera ll y, across various fi elds of stud y, the researcher perce ive that there to be two mai n 

theoretica l approaches to mass media and its relationship both to a society and to individuals. 

One perspective focuses on the structural power of media to in fl uence thought (Van Gorp 2007; 

Grindstaff and Turow 2006; Rea l 1996; Kosicki 1993; Gatnson et al 1992; Bandura 1986, 1994; 

Gerbner and Gross 1976; Gramsci 197 1). The other foc uses on an indi vidual's agency in 

choos ing media to consume so that the researcher has chosen thi s as it is conven ience with the 

resea rch topic (B lumler and Katz 1974, Tan et al. 1997, Krosnick et al 2003). 

2.2. Agency in Media Selection 

Theorists have al so acknowledged that there is an oppos ll1g force to the power of structural 

influence. In an agentic viewpoint, audiences wou ld be viewed as active consumers of media 

cu lture who use media to help define their environment. Thi s th eory, used in media research, is 

referred to as "uses and gratifications." The uses and grati fications theory focuses on why people 

use particular media rather than what the med ia content may display. This assumes that the 

person consuming the med ia has greater agency within the interaction and that media does not 

act as a hypoderm ic needle inj ecting proscribed beliefs into a homogenous soc iety . A uses and 

gratifications approach presents the use of media in terms of th e needs it meets for the individual 

(B lumler and Katz 1974) . Finding reinforcement for persona l va lues is one specific way viewers 

may use med ia; however, va lues on television are not d irectl y absorbed by audi ences accordi ng 

to the freq uency of which they are displayed (McQuail 1987, Tan et al. 1997). Audiences 

internalize values on television only when they recogni ze and evaluate them as important to 

being successful (Tan etal. 1997) . Due to the app lication of heterogene ity in thi s approach, it is 

also acknowledged that the same med ia content may fulfi ll d ifferent needs for different people. 

In this approach , aud iences view media which enforces their developing be li efs. This more 

agent ic viewpoint a lso al igns wi th the "need sati sfaction" perspecti ve found in social psychology 

(Krosnick et al 2003) . Te lev ision-viewing frequency is related to needs such as soc ial integration 

(i. e.,when integrat ion with soc iety is lacking, audi ence will fi ll that soc ial interaction vo id wi th 

telev ision)(Krosnick et al 2003) . The need sati s faction perspective wo uld al so suggest that 

viewers who spend less time wi th society spend more time filling socia li zation needs th rough 

media. Subrahmanyam and Lin 's resea rch (2007) on viewers use of online commun ication medi a 
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supports this perspect ive as well , and also suggests that wi th proper supervision the internet can 

potentia lly provide a support network for its audience who fee l they do not rece ive adeq uate 

support from soc iety. Different forms of medi a thus all ow audiences to acti ve ly try d ifferent 

soc ial lenses from whi ch to view their worl d and establ ish their soc ial identi ty (Zeru bave l 1991). 

However, it is im pOit ant to re member that in thi s agency-driven perspecti ve, the viewers may 

al so active ly access other sources of information to guide deci sion makin g or enforce deve loping 

be liefs (e.g., parents, peers or society in general) . 

2.3. Clarifying Audience satisfaction 

2.3.1. Definition of TV Audiences 

The med ia environment is changing in ways that are dramati ca ll y reconfiguring how, when, and 

where audi ences consume medi a, and , consequently, forc ing medi a industri es to re-conceptuali ze 

the ir audiences . Audiences are a critical subj ect in studying med ia due to the fact that it is for the 

audience that the media are constructi ng and conveying information, and, if it were not for the 

audiences, the medi a wo uld not exist. Hence, as audi ences are indispensable part of any media 

station, consum ing media products from different corners of the world, Oromia Television 

program producers of ' Mij uu Dilbataa ' would rather bear in mind the heterogen ic nature of the 

audi ence and their needs. Likewise, accord ing to Katz ( 1959), the di versifi ed audiences expect a 

sort of media text which fulfill s their gratifi cation need or audience are active wh il e using media 

as to pursue their own needs 

Modern life is paradox ically both constrained and empowered by images and information 

rece ived through the te lev ision. Theori sts, such as Jean Baudrillard, contend that contemporary 

soc iety has become so immersed in medi a events, rea lity and the meaning of reality has been 

substituted by signs and symbo ls whi ch merely simulate reali ty ( 198 1). 

So who are the audience? To try to understand who the aud ience is, to attempt to grasp that 

recognizab le yet intangible designate, one must take into accoun t the complex ity surround in g the 

multitude of individuals who nati ona ll y and internationally form what is uni versa ll y termed as 

the ' audi ence' . There have been many de fi nitions o f the te lev ision audience. Li sa Lewis notes 

that "network te levision' s enduring image as mass cul ture inevitab ly has im pli ed a low class and 

unedu cated audi ence" ( 1992: 164). Label l ing cult ure "a paradox ical commodity", theori sts such 

as Theodore Adorn o and Max I-Iorkheimer be li eved audi ences were mere ent it ies fashioned by 
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media institutions and televi sion texts (1944 : 18) . The audi ence can be defi ned as specific groups 

of peop le characterized by part icula r econom ic, cu ltura l and social associations and classified 

accordin g to their particular, unique op inions and outlooks (Morley D. 1980; Lewis, J. 199 1). 

They are also creat ions of specific types relating to age, class, gender and demograph ic region 

(L iebes, T. & Katz, E. 1993; Television Aud ience Measurement Ireland Ltd. 20 12). 

len Ang asserts that "medi a audience hood has become an intrinsic part of our everyday reality" 

( 1996: 80). So it should come as no surpri se to any theori st, researcher or academ ic that watch ing 

television in a domestic environment is an extremel y complex practice. Lewis asserts that to 

understand televi sion, "we must understand the rules of the domestic settin g in which it finds 

itself' ( 1991 : 52). Watching television is sometimes an active process, whi ch involves the 

aud ience actively sitting down and watch ing televi sion. At other t imes, they can also be 

perform ing a variety of other tasks simultaneous ly which bear abso lute ly no relation to the task 

of watching television. Audience members view many different types of program, based on 

interests derived from their social and cu ltu ra l background and more impOitantly, to sati sfy their 

particular needs at a particular moment. 

Therefore, as Ang con tt:nds, the abso lute definition of the tclevision audience can never be 

concluded "because the world of actual audiences is too po lysemic and polymorphic to be 

completel y art icu lated in a closed di scursive structure" ( 1991 : 14). 

A lthough valuab le in attem pting to understand the d iverse ways in which audiences engage with 

televi sion programs, thi s st il l doesn' t explain what a v iewer actua ll y does whi le watching the 

programs, what levels of attention are given to watch ing a parti cular program and what meaning 

o r enjoyment they take from that program. So where does one begin to examine how an audience 

reads meani ngs into media messages? 

As audi ence members spend considerab le amou nts of their leisure t ime watch ing television , 

there cilll be no doubt that television is used primarily as a source of enterta inment and 

enjoyment. John Tulloch notes that " most of the audience research about TV talk relates ... to 

pleasure" (2000: 58). In David Buckingham ' s stud y of the Briti sh soap opera Eastenders, he 

surmises that soap operas are a pleasurable experience fo r the audience because "the narratives 

of soap opera tend to place the viewer . . . in a position of knowledge" ( 1987: 64). David Morley 

a lso exa mines the pleasure factor an aud ience member experiences when he questi ons " the 

viewers' positi ve or negati ve response to th e text as a parti cul a r cultural form - do they enjoy it, 
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fee l bored by it, and recognize it as at all relevant to their concern s?" (1981: 10). James Lull 

examines th e social uses of television in a domest ic context in order to ex plain the di stinct 

behav io rs which are associated with watching te lev ision. 

Lull div ides how audi ences use tel evis ion into "communication facilitation, affili at ion 

/avoidance, socia l learn ing and competence/domi nance" ( 1990: 37). Te lev ision can be used to 

ass ist communication in a household by act ing as a mediator in conversations or reduce 

di scomfort when conversation wanes. Morl ey confirms that telev ision "may often simply serve 

as a common experiential ground for conversati on" ( 1986: 22). As a method of 

affi liat ion/avo idance, telev ision unites fami lies because it is a family behav ior wh ich IS 

undertaken together. 

With regard to soc ial learning, television transmits programming of national concern, enab ling 

audiences to make informed deci sions from pre-e lectoral debates and even uncovers social and 

cultural injust ices through investigative journalism. Television can also be used to reinforce or 

negate an audience member's behavioral conduct as a process of competence by his/her 

connection to a character. As a form of dominance, a mother can regulate what and when a child 

is allowed to watch and can even use television as a means of punishment. In understanding how 

audience members use and integrate television into a central part of family li fe, one can then 

beg in to apply this as a way of researching television audiences. 

2.3.2. Meaning of satisfaction 

Scholars have defined and studied satis faction from different perspectives in empiri ca l studies. 

Abe l (2006) defines audience satisfaction as a process in which "audiences atta in/ fulfill desired 

needs and wants" from the media. This defi niti on is based on th e assumption that aud iences have 

needs and wants that they want to satisfy by using the med ia. When these needs and wants are 

fulfill ed, they are sat is fied. This definit ion can work in some situat ions; however, it is not all ­

rounded, for there are cases in which it does not work . 

The researcher beli eves that it is wise to take the defin ition of satisfaction from consumer stud ies 

which are ri ch in sat isfact ion studi es. Consumer stud ies have "a wide variance in the definitions 

of satisfact ion" (Giese and Cote, 2003: I). Cogn izant of thi s lack of operationa l definition that 

"limits the contribution of [ ... ] satisfaction research" , Giese and Cote (2003: I) conducted a study 
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that aimed to come up with a "uniform definition of sat isfaction" that can enable resea rchers "to 

se lect an appropriate definition for a given context; develop va li d measures of satisfaction; 

andlor compare and interpret empirical results". They define satisfaction as an emotional or 

cognitive response that "pertains to a particular focus" (e.g. expectations or product) that "occurs 

at a particu lar time". This defin ition emphasizes that sati sfaction has three important components 

or elements: satisfaction is "a response", it "pertains to a particular focus" and it "occurs at a 

particular time" (Giese and Cote, 2003: I). 

2.3.3. Studying satisfaction 

Studying satisfaction has become very common. In consumers ' studies, studying satisfaction is 

related to listening to the voice of customers. It helps to understand and better serve consumers 

(Stank and Oaugherry, 1997). It also helps business and nonprofit organizations to measure how 

well their products and services are meeting the ir customers' needs and wants (Andreasen , 

1977), and to take appropriate actions in order to minimize their customers dissatisfaction and to 

maximize their satisfaction (Chen-Yu and Hong, 2002). 

There are 'moral reasons' for using satisfaction studies. In all democratic societies, those who are 

affected by the decisions wh ich concern them must have an opinion regarding these decisions. 

The right of expression of people toward serv ices that they receive from others shows the 

responsibility of the service provider to gather information (Papanikolaou and Sigalas, 1995, 

cited in Merkouris et aI. , 1999: 2 1-22). 

In media studies in general and in television studies in particular, studying the satisfaction of 

audiences helps media organizations to understand their aud iences better based on the audiences' 

responses to the service the media organizations give and to take appropriate measures to 

mll1l1TIlZe audiences' dissatisfaction and to maximize their sat isfaction. Peop le who are 

dissati sfied with services like the media "are less likely to contact the prov ider unless there's a 

sudden change in the service" (List, 2005: IV). As a resu lt, media organizations may not have 

real view of their audiences concerning the services they provide. 

In addition , because it has been found that people get tired of pub li c services ' including - a 

television - long before they stop using' , it is important to carry out regular audience sati sfaction 
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resea rch to identi fy ' the leve l of viewers dissatis faction' , if there IS any, and ta ke measures 

before it is too late (Li st, 200) 

2.3.4. Satisfaction and the focus of response 

Responses that people give concerning sati s facti on have a focus that identifi es the object o f their 

satisfaction, and that "entail s comparing performance to some standard". This standard can be 

general li ke the product in general, or can be spec ifi c by being related to "specifi c attribu tes, 

and/or product benefits, price, and expectations" (Giese and Cote, 2003: II ). 

The foc us of a response of sati sfacti on can di ffe r in different satisfaction studies. In consumers' 

studies, fo r example, people may give responses li ke " It does everything you ex pected it to do", 

re lating the focus of the response to expectat ions; and "You are gett ing something new, you 

kn ow ... You'd be exc ited about that", assoc iating the foc us of the response to pu rchase 

ex peri ence (G iese and Cote, 2003: 9) . In media audience sati sfaction studies in general and in 

telev ision sati sfacti on studies in particul ar, the focus of responses can be related to ex pectations 

or reasons of watching, habit of watching, TV program performance, appea l, cred ibili ty, and 

generall y sati sfaction about the TV program (Rubin, 1979, cited in Infante et a I. , 1993; Abel, 

2006). 

2.3.5. TV Audience Satisfaction Idissatisfaction 

The notion of aud ience satisfactionl d issati sfacti on has been defined by many scho lars 111 

d iffe rent ways. Some say, it is an emotiona l reaction growing out of confirmat ion or 

disconfi rmation of medi a message expectati ons (Oliver, 1980) . Accordi ng to Jacobs ( 1995) and 

Assae l ( 1998) when program or service perfo rmance is greater than expectations sati sfacti on can 

be achi eved; on the contrary, di ssati sfacti on overtakes when expectati on exceeds perfo rm ance. 

On the other hand, when we examine the word audience, di fferent scholars exp lain it by tak in g 

into account vari ous perspecti ves . Some consider onl y those peop le who acti ve ly engage with the 

med ia as audiences. According to this view "people are aud iences when they are in an audience 

and in aud ience". For thi s group media events do not on ly entail peop le to be in attendance at a 

pa rti cular ti me but also to ' physica ll y, menta ll y and emoti onall y engage with media materials, 

technologies and power structures' (Ross & Nighti nga le, 2003:6). However, McQuail (1997) 

elaborated in hi s deta il di scuss ion the word I concepti audience from various perspectives. 
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An audience can be defined in different and overlapping ways: by place ( as in 

the case of loca l media); by peop le (as when a medium is characterized by an 

appea l to a certain age group, gender, politi ca l belief, or income category); by the 

parti cular type of med ium or channel invo lved ( technology and organi zation 

combined); by the contents of its message (genres, subject matter, sty les); by 

time ( as when one speaks of the day time or the par-t ime audience, or an 

audience that is neeting and sholt term compared to one that endures) . 

For the purpose of thi s study, McQuail ' s description which looks at the audience from different 

Perspectives (P lace, peo ple, type of medium, content of message and time) and , The definitions 

that assume those who act ively engage with mediated message as audiences; will be utilized to 

mean audience in the study. 

Some scholars like McQuail ( 1997), states that audi ences are active within themselves and 

within med ia performers. Even though not easy to formulate an agreed up on terminology 

regarding telev ision audience, it is necessary to understand audi ences as act ive and purposive 

(most of the time) viewers and encoders of television text (messages). 

From thi s one could see that the audience of the media is active and purposIve. If they are 

purposively watch ing it is obv ious beyond dispute that they will have needs to fulfill. However 

one should answer the main issue that how would it could be possible to know whether 

audiences are satisfied or not with OTV ' Mijuu Dilbataa' programs. 

2.4. Why People Watch TV/Typologies of TV satisfaction 

Though some people can watch telev ision without hav ing clear motives, for instance they simp ly 

watch TV because they enjoy watching television or because th ey do not have any other th ing to 

do (Davison et aI., 1982) . Generall y, peop le watch te levis ion for different reasons and their 

watching behav ior cou ld be intentional or unintentional. Hence, thi s can be app li ed to Oromia 

Telev ision of' Mijuu Dilbataa' programs too. 

Accord ing to Uses and Gratifi cations Theory, peo pl e "actively seek out" mass med ia to sati sfy 

the ir needs and to fu lfill th ei r expectati ons, and in doing these, they "actively se lect med ia and 

media content" . The theory further says that "audience members are aware and can state th eir 

motives for using" mass med ia (Infante et a I. , 1990: 406). In deve loping the theo ry, scholars 
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have attempted to answer questions like " What do people do with media?" and " What are the 

underl ying moti ves for people to use mass med ia?" (Infante et aI., 1993) . Katz et al. ( 1973-1974: 

5 10) state that th e main purpose of the Uses and Grati fication s Theory is to find out "the socia l 

and psychological orig ins of needs which generate expectations of th e mass media [ .. . ], which 

lead to differenti a l patterns of media ex posure [ ... ] resulting in need gratifications" . 

Uses and Gratifications Theory has received its share of critic isms. The first critici sm is that it 

focuses on the individual and ignores the socio-cultural context in which people use media 

(Dav ison et aI. , 1982). For instance, in s ituations where people read or do not read newspapers 

because of the influence of external factors, the theory lacks sufficient explanati on. 

Secondly, factors outside med ia audiences like avai lab ility or lack of ava ilability of med ia and 

the socio-po liti cal context wh ich can influence media use cannot be ex plained by the theory. If 

media choices are not avai lable, peop le can expose themselves to the already available ones, and 

because of reasons like religion , po liti cs and culture, peop le may not ex pose themselves to some 

media (McQua il , 2000;Davison et aI. , 1982) Th irdly, because of circumstantia l media use of 

people that take place without audience motives, and prob lems in measurement, studi es based on 

the Uses and Gratifications Theory have not "provided much successfu l prediction or casual 

ex planation of media cho ice and use" (McQuail , 2000: 389; McQuail, 1984). 

The fourth drawback of the theory is on its emphasis on the concept of the act ive audience. 

Firstl y, it is difficu lt to show to what extent audiences are active when using med ia 

(Smurthwa ite, 2004, c ited in Abel , 2006), and secondly, the theory' s focus on act ive audience 

may make people ignore situations in which people can be less act ive when us ing media 

(Davison et aI. , 1982). 

The fifth criti c ism forwarded aga inst the theory is re lated to operati onali zi ng major concepts. 

Major concepts like gratifications, needs, moti ves, media selecti on and media use are not clearly 

operati onali zed (Emenyeonu , 1995). Other c ri tic isms have also been fo rwarded. However, with 

all thi s criticisms, the theory has practical sign ifi cance. It can he lp media profess ionals to 

cons ider audiences' preferences when undel1aking media research (Emenyeonu, 1995). 

Based on Uses and Gratifications Theory, the motives for telev ision viewing are ' Gratifications 

Sought ' and what viewers get from the TV program is ' Gratificat ions Obtained ' . When the 

' Gratifi cations Obtai ned' is eq ual or greater than the ' Gratifications Sought', te levi sion viewers 
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are sati sfied , and when viewers get less than they expected, they are di ssatisfied (Pa lmgreen et 

aI. , 1979, cited in Emenyeonu, 1995). 

Because there are different kinds of people and because "people find themselves in so many 

di fferent kinds of situations", the number of needs that the mass media can sometimes hel p to 

satisfy is enormous, and "nobody has attempted to draw up a complete li st" (Davison et al.: 162). 

However, McQuail 's (2000: 388) class ification of people 's motives for mass media uses as 

surveillance, personal relationships, personal identity and diversion is sensi ble as it is based on 

empirical ev idence and is widely accepted (A bel , 2006). Taking the case of newspaper 

readershi p, we can class ify the motives into four: surveillance, diversion, personal identity and 

social integrative (Ozoh, 1991 ; Readership, 2004). 

2.4.1. Diversion 

Diversion needs of mass media are related to escape and enterta inment. In add ition to satisfying 

diversion needs using other means like personal conversations, li stening to records, or watching 

television, people can use newspapers to escape from the routine or problems of life and get 

emotional release, and hence people's expectations of television program for diversion needs is 

more than any other medium (Williams, 1989: 69). Accordingly, the purposes of viewing 

television are escaping from constraints of routine, relaxing, getting intrinsic cultural or aesthetic 

enjoyment, filling time, emotional release and sexual arousal as well as being free from burdens 

of problems. 

2.4.2. Personal relationship 

These needs revo lve around two main facets-companionsh ip and social utiliti es (Fiske, 1990). 

People may face loneliness due to different reasons. Some may intentionally isolate themselves 

from the community while others may be alone because of obli gatory situations. When they 

confront such conditions, they may take viewing television as a so lution to create companionship 

with communi ties or fri ends who are far away from. 

In addition, VlCwers usually watch televi sion fo r soc ial consumption during di scussions and 

debates afterwards. If controversia l issues are aired the previous night on television and a viewer 

was unab le to watch , he/she wi ll fee l as if he/she is exc luded from the group during the 

di scuss ion that probably happens the next day. On the other hand, if all the communities watch 
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the programs, it will help them to reach on a certa in consensus on the issue d iscussed. Thus as 

stated by McQua il ( 1987), TV viewing is used to fi ll the gap that wi ll probabl y be created during 

chats with communiti es. 

TV can he lp fa mil y members to come together and watch programs out of which they can 

deve lop a new fo rm of communicati on. In a broader sense, Morl ey ( 1986 : 22) states that 

"television is being used purposefull y by fa mil y members to construct the context with in whi ch 

they can interact." An important aspect of television is its abi lity to sati sfy the social integrative 

needs o f the indi vidual. It gives (if it is a we ll -establi shed media) attention to th e needs of its 

vi ewers at large. People feel as if they are communicating with neighbors who are far away from 

their res idence when the program touches their needs. 

Ferguson and Perse (2004) summarize al l needs that are sought by viewers as follows. 

Accordingly, social integrative needs are j ourneys of ga ining insight into circumstances of 

others, soc ial empathy; identi fy ing with others and ga ining a sense of belongingness, finding a 

basis for conversat ion and social interactions, hav ing a substitute for rea l li fe companionship, 

helping to carry out socia l roles and enabling one to connect with famil y, fri ends and society. 

2.4.3. Personal identity 

People watch TV in order to im prove and integrate themse lves with the models seen on 

telev ision. Consequentl y, when people watch television, th ey can satisfy the ir personal identity 

needs. These needs, according to McQuail (1987, ci ted in Ozoh, 199 1: 5), are connected with 

finding " reinforcement of personal val ues" and " models of behavior" . Wi 11 iams ( 1989: 7) ca ll s 

these needs " learning more about oneself' and " understanding oneself'. He furth er states that in 

fulfilling these needs individuals see themse lves in the context of society through mass medi a. 

Med ia audiences may want to put themselves in the experiences of the people they view or read 

about. There are peop le who imitate singers' style of singing, dressing and other characte ri stics. 

They compare themselves with the li ves of characters and situations on TV. They try to 

investi gate, reassert or interrogate the ir personal identiti es with characters on T V. 

Thi s justifi cati on needs fo r behaviors of personal va lues that people have (McQ uail , 1987). If 

their justi fi cat ion appears to be posit ive, viewers feel bette r about their own circumstances and 

try to learn from mistakes of characters on TV. Ali ke, Ferguson and Perse (2004) exp lained 
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personal identity needs as sea rch for personal value motivation for exemplary archetype, for 

socially accepted norms and for ga in ing a respect among friends by fulfilling soc ial conducts. 

Moreover, Fiske (1990: 154) puts personal identity needs into three branches: "personal 

reference, reality exploration and value reinforcement." Personal reference is about comparing 

onesel f directly with the programs broadcasted. Reality explorat ion is an activity of viewing TV 

in order to get messages from programs that can help viewers to understand their own li ves. And 

value reinforcement needs, as stated by Fiske, dea l with find ing models from TV characters that 

can be used in life. Generall y, coming to research topic, audi ence sat is faction can be measured 

based on how Oromia Televion of 'Mijuu Di lbata' program tries to deliver such programs that 

can touch personal identit ies of the viewers. 

2.4.4. Surveillance 

Of the many reasons for viewers to watch te lev ision, one is a desire to know what is happening 

in the world. People want relevant, reliable and useful information about the world and their 

country. Th is type of information includes all forms of government news, accounts of military 

and war-related activ ities, crimes and accidents, business news, ecology, economy and labor 

(Weaver and Mauro, 1978: 88). In general, according to McQuai l( 1987:73) the summarized 

purposes of the needs under this category are:-

• To find out information about relevant events and cond itions in immediate su rround ings, 

society and the world . 

• To seek advice on practical issues or ideas and judgment choices. 

• To satisfy curiosity and general interest. 

• To learn , self-education and gain a sense of security through know ledge. 

Survei llance need is a determination to seek information from media about the complex world 

they li ve in (Fiske, 1990) 
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2.S.Factors that affect TV viewing 

Everyth ing that has been seen on TV will not be understood and ana lyzed by viewers. In other 

words, whatever an audience is enthusiast ic to watch and whatever s/he acti vely invo lved in the 

activ ity, it doesn' t mean that she/he can comprehend a ll thin gs . There are cultural and 

psycholog ica l facto rs that hinder full drawing of meanings out of a text (Downing, Mohammad i 

and Srebery-Mohammad i, 1995). 

2.S.1. Culture 

The world is occup ied with immense number of cu ltures. As one goes from village to vi llage, the 

culture differs. The views of the world are a lso shaped by cultu re. Representations/mean ings that 

we give for events depend on our past experi ences . Peop le gather in formation and knowledge 

that resemb le their cu ltural perspectives (lnfante,Rancer and Womack, 1993). Meanings of 

messages are always attached with experiences that we have in mind. Audiences according to 

pre-arranged signals can interpret texts of telev ision. 

These signals are developed from the culture in which aud iences grew up (Samovar and Porter, 

199 1). Culture is also an entire sequence of li fe. Understanding of the world is fetched from 

streams of culture that are acquired through experience. Aud iences expect TV programs not to be 

beyond ones' cultural make up in which s/he is growing up (Samovar and Porter, 199 1). 

Even in Oromia Region there are diversified cultures, psychological make ups and practices. Due 

to thi s, people li vi ng in thi s reg ion may understand the world in different ways. As a result, for a 

s ingle channel Oromia Te levision in multifarious culture, sati s fyi ng its viewers will be difficu lt 

and chall enging since meaning is highl y dependent on culture. 

TV aud iences in genera l had undergone through many civi lizations, which descend from the ir 

ancestors. These civili zations (cu ltures) perceive the world accordi ng to their own cultures. That 

is, the meaning they give to a message that they get from TV vari es/changes from culture to 

culture, from time to time and from context to context (Samovar and Porter, 1991). Support ing 

this idea, Fiske (1990: 46) says, " Meaning is not an absolute, static concept to be fou nd neatly 

parceled up in the message. Mean ing is an acti ve process." 

The perception of credibility is also affected by cu lture. For in stance, an arti culated and 

outspoken person is more credib le in America while a person who is quiet, humble and spends 

more time listening than out speaking is more credibl e in Ethiopia. This is resu lted from the 
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be li efs, va lues and attitudes conditioned by culture. Beli efs viewers deve lop in life time have 

great impact on satisfaction. Viewers are more interested in programs that go in harm ony with 

the environment in which audience are nurtured ( In fante , RanceI' and Womack, 1993 and 

Samovar and Porter, 199 1). It has, from experience, been observed during Ethio-Eritrean war 

that mi ll ions of people gathered together to watch the reports fro m the batt lefield, to hear about 

victories, defeats and stories of veterans. When the program was narrated supported with lively 

pictures of shooting bu llets, of enemy corpse and of war capti ves, the audience seemed to accept 

it and to be satisfied, because Ethiopian society is nurtured hearing fab le of fabu lous victori es. 

2.5.2. Perception 

Percept ion is an intrinsic process by which viewers change physical representation of the 

external world into internal experience. Using thi s process, peop le se lect, evaluate and organize 

things in a way they can understand (Samovar and Porter, 1991). The beliefs people have, the 

value they give to things, the attitudes they develop about them, the social organizations th ey 

participate in, and other factors affect ind ividua l's perception while watching. 

Aud iences are autonomous in the perception process. Scholars (Abercrombie and Langhurst, 

1998, Cobley, 1994) confirm that audience can extract their own meanings of texts with the 

absence of any necessary implicat ion that without bothering whether the preferred read in g has 

been subverted. Perception can a lso be affected by cu ltural , economic and political bel iefs of 

audiences. Accord ingly, audiences watch telev ision and interpret messages depending on the 

be liefs they have. The audiences' interpretation power leans on a num ber of factors outside the 

text. These, besides th e above, include class, gender, age, education and ethnicity. Previous 

know ledge and experiences can also affect perception. 

In addition, places of watch ing televi sion affect meaning construction process and then 

d issatisfaction with programs may happen. Audiences who watch TV in d istractive situat ions 

decode meanings d iffere ntl y from those who watch alone in a qu iet room. The 

decoding/encod ing process will be attested by viewers ' background, the mood they are in, the 

environment and other factors (Morl ey, 1986). 

Bes ides, ethnic bias can also affect viewe rs' satisfact ion that they coul d probably max imi ze frol11 

viewing. If th e intended programs are be li eved to be from another tr ibe, and if the viewers have a 

19 



deve loped hatred , they will be di ssati sfi ed with the programs they watch (Samovar and Porter, 

199 1 ). Moreover, political tendencies may also have an effect on perception and then on 

sati sfacti on. Especially in our country where ethni c based politics is practiced, the probability o f 

di ssati sfacti on with programs that are out of one's own ethnic group will be very hi gh. 

Thus, thi s politi cal attitude may blindly push people to hate the medium, Oromia Television for 

example. Edu cation and experience, furtherm ore, influence the deduction of meanings. Since the 

perception power of people differs accordin g to educational background and experi ence, the 

sati sfacti on leve l will a lso varies. Children will not be sati sfi ed with adult programs, which need 

hi gh reasoning skills (Infante, Rancer and Womack, 1993 and Downing,Mohammadi and 

Srebery-Mohammadi , 1995). 

TV audiences need cogniti ve in volvement with attention , recognition and elaboration in order to 

max imize their perception and then sati sfaction from the programs aired. According to 

researchers, mental involvement in medi a messages needs cognitive and affective ex peri ences . 

Thi s dea ls with g iving attention and recogni zing aspects of the content as famili ar/unfa mili ar, 

and relating the content with prior knowledge (Perse, 1990). 

2.5.3. Demographic Factors 

Some of the characteri stics of audiences that affect satisfaction include social class, age, gender, 

educati onal background and regions of residences of audiences. Scholars like Morl ey (1 986) find 

out th at there are c lear di fferences o f medi a usage in audiences ' everyday li ves depending on 

their gender. Factual programs like news and sports are pre ferred by men, whil e fi ction, soaps 

and dramas get priority by females. Women watch TV doing other house chores whil e men 

watch the program extensively, Men have th e control power over the programs. For a man who 

stays and works outside home, tel ev is ion is used fo r relaxation ; for a woman, on the other hand , 

the home is o ften a workpl ace and therefore, the work continues in the evening' s televi sion show 

(Downing,Mohammad i and Srebery-Moham mad i, 1995 and McQueen, 1998) 

Maturatio n of an individual also affects pleasure because the interest of old and young people 

will not be the same. Researches held by many researchers (Condry, 1989,) show that teenagers 

(mainl y boys) sit more to watch sitcoms and sport programs. Females, on the other hand, are 

more in terested in viewing soap opera. Chi ldren need to watch cartoons, The Bill Cosby show, 

and oth er children programs. Similarl y, a research he ld by APA Task force on Telev ision and 
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Society (I nfan te, Rancerand Womack, 1993) showed that the elders take more time to watch TV 

than any oth er age groups. The d isengaged homemakers who are main ly female in middle age 

and lower in education and income use TV not fo r in fo rmational purposes but fo r companionship 

and to pass time. On th e other hand, outgoing act ivists who are younger, we ll-educated, have 

good income but mostly unmarried are interested staying in formed and enjoy much reading print 

media than watching TV. 

Moreover, Assael ( 1998) adds that young people seek inform ation that dea ls with entertainment, 

sex and events related with thei r age. On the other hand, ad ults, when they become older, 

pass ions are no longer important. They seek information (programs) that prov ide emoti onal 

sati sfaction and self-realization. Furthermore, educat ional background , environment, and class 

status a ffect sati sfaction. A well-educated viewer will face di ffi culties to get a sati sfaction fro m 

media since s/he has passed many experiences . A reli gious person will be dissatisfied with 

programs that dea l with secular issues . The environment, in which peo ple are nurtured , does 

have its own contribution on med ia satisfaction. It is obvious that a rura l based viewer wi ll turn 

off his/her face fro m the screen not to watch programs that are out of his/her norm (McQuail, 

I 987).Economic status is the other factor to watch TV and establi sh gratifi cation. Viewing habit 

differs in relat ion to the haves and the have-nots. For example, according to Condry( 1989), poor 

white people watch more TV than rich ones, however, ri ch blacks watch TV more than poor 

blacks (Smurthwaite, 2004). 

2.5.4. Lack of Credibility 

Cred ibi lity deals mainly with the questions of objectivity, imparti ality, factuality and other 

qualiti es of reportin g in fo rm ation. Journa lists must present information based on facts and 

reali ties. When they do this, the ir programs wil l get credib ili ty by aud iences. And as audiences 

deve lop trust on the channel, their sati sfaction will increase, too (Infante, Rancer and Womack, 

1993). In connection wit h thi s idea, a prom inent BBC ed itor says "our job is to present fact and 

truth with clari ty, dispassion and neutrality; however, inconveni ent or d ismay ing much of that 

in fo rm ati on may be" (Holland, 1997 : 170) . Attitudes toward th e sources to which informati on 

and news are cred ited are li kely to affect th e acceptance of a mass media message (Katz and 

Laza rsfe ld, 1964).Credi bility of programs aired by te lev ision, accordin g to Infante, RanceI' and 

Womack( 1993: 184) consists of: 
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factual statements ori ginat ing from a source other than the speaker, objects not 

created by the speaker and op inions of persons other than the speaker that are 

offered in support of the speaker's claims ---- any statement of fact, statement of 

va lue or defin ition offered by a speaker or writer wh ich is intended to support a 

proposition. 

Boring ways of presentation , poor quality of serv ices, unre li abi lity, partiality in reporting, 

incomplete presentation and unfulfilling other qualities of journalism have the power to spoil the 

taste of TV programs. Facts that are given to viewers should be new to the viewers. If not, their 

attract ion and sati sfaction power will be very low. It is not also enough to empower viewers with 

mere facts of information, unl ess it is accom panied by good script, narrati ves, and pictures 

(Infante, Rancer and Womack, 1993 and Kovach and Rosenstie l, 200 I ).Televis ion viewers will 

be satisfied and stay loyal to the media they use, if they develop trust in rel iabi lity dimension. 

One may wonder what will happen if viewers lose cred ibility on the media they use. In thi s 

respect, in countries where there are many alternatives, viewers will probab ly change the 

channel. 

However, in our country, if audiences lose trust, the on ly chance they will do is closing the 

channel. Audiences need additional in formation from other media when they beli eve the 

information they take is inadequate, insuffi cient, contrad icts with present experience and when 

they found the information different from th e reality (Assael , 1998). According to Katz and 

Lazarsfeld (1964), the content of the message that is conveyed through med ia plays a great role 

to influence audi ences. The way they present facts, events and opinions, the arguments and the 

cases they present for and aga inst an issue, including both sides of the controversies, the 

documentaries· they air and its sty le of comment in g/presentation and· other quali ties have the 

power to hold viewers ' attention (Holland, 1997). 

2.5.5. Personality 

Infante, Rancer and Womack (1993 : 140), quoting All port (1937: 48), defines personal ity as " ... 

the dynam ic organi zation within the individual of those psycho logica l systems that determine 

unique adjustments to hi s env ironment." Human traits differ from person to person. These traits 

may come from bio logica l, environmental sources or from both. For example, a study shows that 

rigid and dogmatic people accept the message and are satisfi ed with it if they g ive cred ibility fo r 
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the source. If they dis li ke the source/speaker, whatever true and accurate it is, they will not 

swa ll ow it (Infante, RanceI' and Womack, 1993). 

Personality is d ifficul t and complex since te levision broadcast covers zillions of aud iences. 

Hence, stating a ll persona lities is very difficult. Once a viewer has put fee lings pros or cons on a 

certa in channel /program, enjoyment depends on the outcome. Positive attitude arouses 

anti cipations of pos itive outcomes. Negative att itude inspires anti cipat ions for negative ones. 

Katz and Lazarsfeld ( 1964: 23) state that "--- an individual ' s attitudes or predispositions can 

modify, or sometimes com plete ly di stort, the mean ing of a given message." For instance, a 

prej udiced person whose attitude toward another group is strongly entrenched may activel y resist 

a message of to lerance. 

Audiences seek gratifi cations from TV differently . Some need information that substanti ates 

their establi shed experience; whil e others need completely new information . Some need a calm 

environment while watching; others hate watching alone in hush context. All th ese di fferent 

characteristics of viewers affect the possible satisfaction audiences max imize from TV viewing 

(Livingstone, I 997).S imilarly, Oromia Te lev ision , as it disseminates different program to 

diversified personalities; cannot satisfy all customers' need. However, if a programmer takes 

personality differences in to cons ideration wh ile producing, it wi ll catch hearts and sou ls of many 

audiences. 

2.6. Theoretical Framework of the Study 

2.6.1. Use and gratification theory 

According to this model the central concept is that med ia use re li es on the perceived satisfaction , 

needs, wishes, or motives of the ,prospective aud ience member. As Wright wrote in McQuail 

book "audiences are often formed on the basis of similariti es of individual need, interest, and 

taste. Man y of these appear to have a socia l or psychological ori gin. Typica l of such ' needs' are: 

inform ation , relaxation, compani onship, di version, and escape. The central question posed, 

accord ing to him, in uses and grat ificati on approach is: why do people use media and what do 

they use th em fo r? Wright ( 1974) indicates as TV "serving various needs of the soc iety - such as 

for cohes ion, cu ltural continuity, social con tro l and fo r a large circulat ion of pub li c informati on 

of a ll kinds. Th is, in turn , presupposes that individuals also use med ia for re laxat ion purposes 

such as personal gu idance, re laxation, adj ustment, in format ion and identity format ion." The 
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researcher would app ly this theory as the theory presupposes the audiences are active in their 

choice and media use is purposive. 

2.6.2. The Notions of Uses and Gratification 

The audience is considered as active, that is, an im portant part of mass med ia use is assumed to 

be goal directed Blumler and Brown ( 1972), c ited in a book 'Approaches to Med ia' (1995).Th is 

assumption may be contrasted with notion to the effect that ' most mass med ia experiences past 

t ime rather than purposeful activity, very often (re fl ect ing) chance c ircumstances within the 

range of availabi liti es rather than the express ion of psycholog ical motivation or need. Of course, 

it cannot be denied that med ia exposure often has a causa l origin; the issue is whether, in 

addition patterns of media use are shaped by more or less define expectation of what cel1a in 

kinds of content have to offer the aud ience member. 

In the mass communication process, much initiative III liking, need grat ificat ion and med ia 

choice li es with the aud ience member. Thi s places a stron g limitation on th e theorizing about any 

fo rm of straight-line effect of media content on attitudes and behaviors. 

As Schramm et al showed in Approaches to Media the term 'effect ' is misleading because it 

suggests that television does something to children ... noth ing can be further from the fact. 

It is the ch ildren who are most active in these relationships. It is they who use telev ision rather 

than television uses them. 

According to B. Barrett and C. New bold (1995), "The media compete with other sources of 

need satisfacti on. The needs served by mass communication constitute but a segment of the 

wider range of human needs, and the degree to which they can be adequately met through mass 

media consumption certa inl y vari es." Consequentl y; a proper view of th e role of the media in 

need satisfaction shou ld take into account other functiona l alternat ives. 

Accordi ng to Ang ( 1995), the use of ret rospecti ve 'self-reports' has several lim itations. Viewers 

may not know why they chose to watch what they did, or may not be able to exp lain fu ll y. The 

reasons which can be articulated may be the least important. Peop le may sim ply offer reasons 

which they have heard others mention. Mo re prom ising might be the study of people's 

engagement with med ia as it happens. Some degree of se lect ivity of media and content is clea rl y 

exercised by audiences (e.g. choice or avoidance of TV soap operas. However, instrumenta l 

(goa l-directed) accounts assume a rationa l choice of appropriate med ia fo r predetermined 
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purposes. Such accoun ts over-emphasize informational purposes and ignore a great deal in 

people's engagement with med ia: TV viewing can be an end in itself. There is evidence that 

med ia use is often habitua l, ritua li stic and unselective (BaJwise & Ehrenberg (1988). But more 

positively, TV viewing can sometimes be seen as aesthetic experience in which intrinsic 

motivat ion is involved. 
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Chapter Three 

3. Research Methodology 

3.1.Research Method 

To define a ny researc h prob lem and give a s uitable c lar ifi cat ion for the probl e m, a 

sound resea rch plan is inevitable. Research methodology underlines the various steps invo lved 

by the researcher in systematically approaching the research prob lem with the objective of 

determining various facts Thus, this chapter will illustrate what ki nd of research methods and 

procedures the researcher followed to answer the research questions and atta in the research 

objectives. Thi s study employed both quantitat ive and qualitative methods as the method IS 

crucia l to investigate the reason why aud iences consume a particu lar media text or not. 

Mixed design focu ses on co llecting, analyzing and mi xing both qualitative and quantitat ive data 

in a si ng le study or series of studies. Accord ing to Creswell (2007, p.S) "The central premise of 

mixed des ign is the use of quantitative and qua litative approaches in combination provides a 

better understanding of research problems than either approaches alone." In mixed design it is 

not enough to collect and analyze qualitative and quantitative data. The data need to be mixed in 

some way so that together they form a more complete picture of the prob lem than they do when 

they stand alone. The methodological approach in thi s study is principally quantitative. Besides, 

the researcher a lso admini stered qua li tat ive approach as a supplementary so as to bridge the gap 

that might be created while coll ect ing data applyi ng quantitative approach. 

The quantitative method helps to give answers to research questions wh ich need quantitative 

answers. The method more specifica ll y helps researchers to be more objective, to have a hi gher 

sample size, to minimize possible costs (material as well as time). In addition, for tri angulat ion 

purposes, research questions from the quantitat ive group were included in the qualitative inquiry 

and research questions from the qua litative method were included in the quantitative inquiry. By 

tri angulation design, it is a one phase design in which the resea rcher imp lements the quantitative 

and qualitati ve methods during sim ilar time frame. As to crewel (2007:64) , a triangu lation design 

procedu re generall y invo lves the concu rrent, but separate co ll ection and analysis of quantitat ive 

and qua li tative data so that the researcher may best understand the research problem. 
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The researcher attempts to merge the two data sets, typically by bring ing the separate results 

together in the interpretati ons or by transforming data to facilitate integrating the two data types 

du rin g the ana lysis. 

3.2. Data Sources 

The subjects of the research were residents in Adama town who had televi sion sets and know 

' Afaan Oromoo' language. According to Adama town Public Relations Office current population 

figure, there are 300,050 populations dwelling in the town. Among 300,050 populations, 11 , 820 

were registered their television set at Ethiopian television branch office in the town as television 

holders. Therefore, 11 ,820 televi sion owners were taken as subjects of the current study. The 

researcher purposely selected the study area and popu lation . The important reason why the 

researcher se lected the study area was the fact that the researcher is sharing similar social 

experi ences with the study population. And hence the resea rcher believed that hav ing similar 

knowledge of the population regarding: language, culture, social make up wou ld help in 

facilitatin g the research work 

Furthermore, the study area is re latively near, i.e. 96km from Addis Ababa Apart from providing 

the researcher with reachable convenience, even various program producers of the organization 

are usuall y in contact with people dwelling in the town in order to produce different program. 

This was supposed to have its own implication on the television audiences in the town. Thus, the 

researcher purposely se lected the study area and population. 

3.3. Sampling Technique and procedures 

From 11 ,820 telev is ion owners in the town, it was planned that 200 owners wou ld be taken as 

samples. A two hundred sample s ize might be large, but the researcher hoped that a two hundred 

·sample size is manageable and it is also believed that the larger the sample size the greater the 

representations wi II be. 

To select the necessary sample, the researcher chose purposive samp ling and snowball sampl ing 

to select the participants for questionnaires and indi vid ual semi-structured interview. Purposive 

samp ling technique, also call ed judgment sampling, is the deliberate choice of an informant due 

to the qualities the informant possesses. Some of the qua liti es th at the research popu lat ions have 

to fu lfill are having television set and speaking Oromo language. It is a nonrandom techn ique 

simply put, the researcher decides what needs to be kn own and sets out to find peopl e who can 
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and are wi lling to provide the info rm ation by virtue of knowledge or experience (Bernard 2002, 

Lewis & Sheppard 2006). 

The researcher has employed snowball sampling in whi ch initial contacts or participants provide 

further respondents for the researcher to approach and who, thus, in turn generate other contacts. 

In other words, it is a form of purpos ive sampling in which initial sample units are used as 

contacts to identify other units relevant to the sample. Accord ing to 

Deacon et aI. , 

"This method is consistently used in research inlo eilher velY closed or informal 

social groupings, where Ihe social knowledge and personal recommendations of 

Ihe initial contacls are invaluable in opening up and mapping tight social 

networks. "(1999:53) 

From the sample, interview is conducted and questionnaires were distributed to the program 

viewers se lected from people watch ing ' Mijuu Dilbataa'. When collecting data, the researcher 

gave 165 questionnaires in person and politely asked respondents to give back the completed 

questionnaires in two days' time. After that, the researcher col lected 142 completed 

questionnaires and checked for possible inconsistencies and errors. Fina lly, the quantitative 

responses were put into percentage, and examined against the objectives ofthe research. 

Interv iew was conducted with twenty 120 participants se lected purposely from the quantitative 

questionnaires' respondents for individual semi-structured interviews. For the qualitative semi­

structured interviews, the researcher identified respondents app lying Stratified and systematic 

random sampling. According to Denzin and Lincoln (2000), researchers need to continue 

collecting information in semi structured interviews until they come to a saturation point - a 

point at wh ich no more new ideas seem to come from the research' parti c ipan ts . For the 

qualitative inquiry the researcher politely asked the respondents for an appointment. Next, the 

researcher conducted the semi- structured interviews. Finally, the researcher transcribed the 

recorded data, categorized the qualitative data based on the research quest ions and ana lyzed them 

thematicall y. 
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3.4. Data Collection Tools 

The researcher used questionnaires and a semi-structured interview to co llect data from 

respondents living in Adama town and watching ' Mijuu Dil bataa ' program. The questionnaires 

have four sections. 

The first section asks respondents to g ive demographic information about themse lves, which are 

important for the study. The second and the third section are related to viewers hab it/ex perience 

with the d ifferent sections in the program; the watching/viewing frequency; and viewers' 

satisfaction with the sections. In th is respect, the resea rcher used cop ies of a questionnaire based 

on Likert's sca le type of measurement (Rea and Parker, 1997), which is the most frequent ly used 

att itude measure in soc ial sciences. 

The foI1h part of the questionnaire has items wh ich main ly questi on information about OTV's 

"Mijuu Dilbataa" program service, that is, how much the programs sati sfy/dissati sfy the viewers. 

Some items are repeated thoroughl y in different situations of the questionnaire in order to 

crosscheck responses given by subjects. But throughout the data analysis part, these questions 

have been collected under similar categories and the scores for each factor added up, and then 

the sum has been divided by total number of similar questions to obta in the mean or average 

score for each factor. The questions in the questi onnaires were derived from Infa nte, Rancer and 

Womack ( 1993:407). 

The interview questions have two sections. The fi rst part is about demograph ic information and 

the second part is meant to probe the about viewers' leve l of satisfaction and di ssatisfaction. As 

' Mijuu Dil bataa' program of OTV is mainl y produced in "Afan Oromoo", and even the viewers 

of this program are Oromo language speakers, ' Afaan Oromoo ' versions of the questionna ires 

and in terview question were used when co ll ecting data. 

3.5. Methods of data organization and analysis 

Having coll ected a ll the necessa ry data through questionnaires and semi-structured interview, the 

researcher compi led a ll the completed questionnaires and put the responses into percentage. 

Fina ll y, the results were exam ined agai nst the objecti ves of the research. For the qua li tati ve semi 

structured interviews, the researcher looked in to the recorded data more times, categorized the 

qualitative data based on the research questions and analyzed them. 
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Genera ll y, the quantitative data were anal yzed using percentage, and the qualitative data were 

analyzed using d irect in terpretation of the participants' words in the interv iews based on the 

narrative text of qualitat ive research approach. 

30 



Chapter Four 

Data Presentation, Analysis and Discussion of Findings 

4.1. Quantitative F indings 
Thi s chapter specifi ca ll y takes a look at the presentation, analys is and d iscussion of resu lts. As it 

was already mentioned earlier, the research dea ls with ' Mijull Dilbataa ' program of Oromia 

Televis ion audiences. The main objective of the study was to assess the satisfaction and 

di ssatisfact ion of th e program audiences groun ding thei r reacti on. Hence, the researcher has 

crafted the questionnaires divid ing in to two parts. 

The fi rst part was devoted to demographic in fo rmation of respondents, while the second palt is 

designed to get in formation about the degree of sat is faction the aud iences ga in from the 

programs, and to know whether programs satisfy the needs of the audiences 

4.1.1. Demographic distribution of respondents 

With the rational that knowing the demographic distribution of respondents helps to understand 

the composition of the viewers and what demographic com hi nation TV audiences have, 

questions concerning demographic information were included in the first section of the 

questionnaires. 

As veri fy ing the demograph ic aspect of the respondents could make the research more 

understandab le and comprehensive, the participants' demographi c d istribution in terms of their 

gender, age, educational status, occupation and marital statu s are presented in the table below 

Table 1. Demographic distribution of respondents 

Sex Number of respondents % 

Male 83 58 .45 

Female 59 4 1.5 

Age 

15-24 58 40.8 

25-34 4 1 28.8 

35-54 26 18.3 

55 and above 17 I 1.9 
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Marital status 

Married 47 33 

Single 86 60.5 

Divorced 9 6.3 

Widowed - -

Occupation 

Student 48 33.8 

Housewife 23 16. 19 

employed 30 2 1. 1 

Unemployed 15 10.56 

Private worker 26 18.3 

Level of education 

Read and write 13 9.15 

10'" grade completed 19 13.38 

12' 1 grade completed 52 36.6 

Vocationally trained 18 12.67 

Diploma 3 2. 1 

First degree and above 37 26.05 

The above table revealed that most of the responds, specifi ca ll y about 58.45% of the tota l 

populations are males, while the remaining 41.5% o f the total populat ion are fema les . There is a 

significant d ifference between males and females. We have seen in the li terature that at home 

males hold the decision powerof viewing. Scholar li keMorley (1986) find out that there are clear 

differences of media usage in audiences' everyday lives depending on thei r gender. In a sim ilar 

way, in the ' Mijuu Dilbataa' program audience case too, it seems from the result obtained that 

women are not usua lly a ll owed to sit for watching as much as males. 

Com ing to the age distribution of respondents, majority of the audiences, i.e. 69.6% are youn g 

viewers in the age wh ich ranges form 15-34 years. As of ' Mijuu Di lbataa' viewers, young people 

watch more than adu lts and o ld aud iences. Thi s might be due to excess time or vulnerability 

towards the techno logy. As for the marital status of the respondents, singles have th e biggest 
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share followed by married ones . About 60.5% and 33 % of the total viewers are single and 

marri ed ones, respectively. Whereas, the remaining 6.3% sa id that they are di vo rced. 

Concern ing the occupation of respondents, students with 33 .8% have the highest share, followed 

by em ployed individuals (21.1 %), and 18.3%, 16.19% are private worker and house waves 

respectively. The rest 10.56% or the respondents are unemployed. 

When we come to the educationa l level of respondents, those with grade l2'h complete certificate 

are watch ing ' Mijuu Dilbataa ' program more than others, and fo ll owed by peop le with first 

degree and above, which holds 26.05% of the total popUlation. About 13.38 and 12.67% people 

are with 10'h grade complete and vocational training, respectively. The rest 9. 15 and 2. 1 % are 

people who can read and write and diploma holders, respective ly. Generally, those with l2'h 

grade completed and first degree and above have the li on' s share of viewing ' Mijuu Dilbataa ' 

program with 62.65%. 

4.1.2. The Respondents watching habit of 'Mijuu Dilbataa' programme. 

Table- 2- Frequency of watching and length of time that respondent spent 

watching Mijuu Dilbataa Programme 

Number of respondents on frequency of watching 

Never Occasionally Sometimes Often Always 

No % no % No % No % No % 

- - 18 12.67 22 15.49 76 53.52 26 18 .30 

Number of hours Respondents Spend Watching 'Mijuu Dilbataa' every week 

Time- interval Number of respondents % 

Less than Y, hour 18 12.6 

Y, less than an hour 3 1 2 1.8 

I hOllr to less than 2hours 85 59.8 

2hours to less th an 2 and Y, hours 8 5.6 
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The table shows that ' Mijuu Dilbataa ' has hi gh viewership frequency. Abo ut 71.82 of its viewers 

are in thi s gro up. Another significant amount, 15.49% has a medium watching frequ ency, whil e 

onl y 12.67% can be class ified as low viewership freque ncy. 

When we come to the amount of time spent on watching ' Mijuu Di lbataa ', more than 59% of the 

respondents sa id that they sit for a maxi mum of I hour to less than 2hours, which is the hi ghest 

of all. Whereas, 2 1 % of ' Mijuu Dilbataa ' viewers sa id that they sit for less than an hour. 12.6% 

and 5.6% of the viewers watch the program less than Y, hour and 2 hours to less than 2 and Y, 

hours respective ly. About 81 .6% of the respondents spent watching the program more than 2 

and half hours. Thi s imp lies that ' Mijuu Dilbataa' viewers are interested in spending more t ime 

watching the programs. 

4.1.3. Ranking sections or components of 'Mijuu Dilbataa' Program According to 

Satisfaction Level of Audiences 

It is obvious that all programs may not sat isfy or di ssatisfy viewers eq ually because audi ences 

are hi ghl y heterogeneous in many aspects- cultural , poli t ica l, and educational , and in th eir 

language. Questions in thi s section of the research were prepared in order to ident ify the most 

and the least watched sections/components of ' Mijuu Dilbataa' program and the viewers' 

sati sfacti on in each section of the program. Viewers have ranked the programs accordin g to their 

sati sfaction. They rated each program using five points of the Likert scale from strongly satisfi ed 

(5 po ints) to strongly d issatisfi ed (I point). 

Table -3-Satisfaction level of audiences with 'Mijuu Dilbataa' 

Mijuu dilbtaa program sections Rank 

Daddaraaroo (Music Talent Show) 1 

Anaa Dhufuu( 'Mijuu Dilbataa' G uest) 6 

Od uu Mijuu(' Mij uu ' News) 5 

Aartiin Guddinaaf( Art for Development) 7 

Fiilmii Dinqisii soo (Comic Fi lms) 3 

Piroofaayi lii Ispoort ii (Sport Profile) 4 

Diraa ll1aa Safuu ('Safuu' D rama) 2 
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The above table revealed that Daddaraaroo gave hi gh'est sati sfaction to audiences, fo ll owed by 

Diraamaa safuu and Fiilm ii dinqisiisoo, Piroofaayi lii Spoortii and Oduu Mijuu stand 4'h and 5"' 

respectively among other ' Mijuu Di lbataa' program sect ions, Anaa Dhufuu and Aartiin 

Guddinaaf are selected as di ssat isfying, and they stand 6'h and 7'h respective ly, 

Accordingly, among other program sections which are disseminated through ' Mijuu Di lbataa ' of 

Oromia Radio and Televis ion Organization, Daddaraaroo program section is found to be the 

most sati sfying, fo llowed by Diraamaa safuu and Fiilmii dinqisii soo. Piroofaayili i Spoortii and 

Oduu Mijuu stand 4'h and 5'h respectively among other ' Mijuu Di lbataa ' program sections. Anaa 

Dhu fuu and Aart iin Guddinaa f selected as dissatisfying. Di ssatisfact ion, as cited in the literature, 

comes from different factors. As stated by Assae l( 1998) and McQuail ( 1997), di ssati sfaction 

results from TV programs being unable to meet the needs of audiences. 

Table-4.Comparative analysis of Mijull Dilbataa programme sections based on audience 

satisfaction and dissatisfaction level 

program sections Respondents number and percentage on 

satisfaction dissatisfaction 

No 0/0 NQ 0/0 

Daddaraaroo 33 23 .23 3 2. 11 

Anaa Dhufuu 12 8.45 35 24.64 

Oduu Mijuu 19 13.38 25 17.60 

Aartiin Guddinaaf 10 7.04 40 28. 16 

Fiilmii Dinqisiisoo 22 15.49 14 9.85 

Piroofaayilii lspoortii 20 14.08 17 11 .97 

Diraamaa Safuu 26 18.30 8 5.63 

The above table shows that though all the programs have been selected as satisfy ing, the degree 

of aud iences' satisfact ion varies frol11 8.45% of Anaa dhufuu to 23.23% of Daddaraaroo program 
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section. Thi s is due to the fact that audi ences have different interest towards various section of 

' M ijuu dilbataa ' program , and hence they test one single program section in d ifferent ways. 

Accord ing to Uses and Gratifications Theory, people "actively seek out" mass med ia to satisfy 

their needs and to fulfill their expectations, and in doin g these, they "act ive ly select media and 

media content". The theory further says that "audience members are aware and can state the ir 

motives fo r using" mass media (Infante et a I. , 1990: 406). 

Grounding this fact, as a lready stated in the above table, Daddaraaroo program section is selected 

as the most sat isfying lead ing the other sub sections by 23.23%; whereas, Dirama sa fuu whi ch 

counts 18.30% and Fiilmii dinqisii soo having 15.49% share are 2nd and 3'd respectively. 

According to respondents, the most dissatisfying program section is Aartiin Gudd inaaf in that 

about 28. 16 % of the respondents rep lied that they are dissati sfied with the program section. 

Likewise, v iewers of the program ranked Anaa Dhufuu 24.64% and Oduu Mijuu 17.60% the 2nd 

and 3'd most di ssatisfying program sections. One should bear in mind that audi ences are satisfied 

or d issatisfied with a certa in program does not mean that the programs are impeccable or faulty 

in many ways . The resul ts are treated re latively. 

4.1.4. Viewers' reasons for watching and their satisfaction or dissatisfaction 

Th is part consists of the resul t derived from section four of the questionnaire. This section has 20 

underlying questions. Efforts has been made to reduce the quest ionnaire, making the items about 

20 is due to the reason that the researcher believed that unless the questionna ires are conc ise, 

viewers may be bored to give answers to a long li st of questions, and for another reason 

repeating express ions which have same ideas, particularly when translated into the loca l 

language, may not have rea l responses fro m the v iewers (cf. Infante et a I. , 1993; Abel , 2006). 

In addition, effort was made to keep th e re li abi lity of the data co ll ected by including vario us 

points related to viewers ' sati sfaction or dissatisfaction and by repeating some of the items which 

can have different meanings in some situations (Infante et a I. , 1993; Abe l, 2006). As has been 

mentioned in the literature review, the listed reasons of viewers are believed to affect the 

sat isfaction of the viewers positively or negatively . If people watch a te lev ision program for a 

certain reason, but that program fa il s to fulfill that criterion, v iewers will get dissat is fied; and if 

peop le watch a te levision program for a certa in reason, and that program fulfill s that criterion , 

v iewers w il l get satisfi ed. Under thi s section, item two of the questionnaires a re a ll about the 
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10 

overa ll sati sfaction of the viewers with ' Mij uu Dilbataa' program sections. All these sub items 

are sco red on a fi ve-poi nt scale ranging from "strongly agree" (5 points) to "strongly di sagree" 

( I poin t). The average satisfact ion leve l of respondents to each item was gained by summing the 

reco rd of responses of viewers and mul tip lying them by 5,4,3,2 or I according to the rat ings . 

Table 5 below depicts the overall results o f the percentage of respondents who responded either 

agree, di sagree or neutral. The last two co lumns of the table show the combined percentages of 

audiences who agreed and strongly agreed and disagreed and strongly disagreed with the 

statements . 

Table -5- Respondents percentage response based on the program (question 

part fou r of su b item one). 

Strongly Agree Neutra l Disagree Strongly Both SA Both DA 

agree disagree and A and SDA 

NQ 0/0 NQ % NQ % NQ % NQ % % NQ % 
No 

12 8.45 18 12.67 22 15.49 36 25 .35 54 38.02 30 2 1. 12 90 63.4 

18 12.67 35 24.64 20 14.08 28 19.7 1 4 1 28.87 53 37.32 69 48.59 

49 34.5 4 1 28.87 27 19.0 16 11 .26 9 6.33 90 63.4 25 17.60 

53 37.32 45 3 1.7 18 12.67 15 10.56 II 7.74 98 69.01 26 18.30 

8 5.6 13 9. 15 26 18.3 39 27.46 56 39.43 2 1 14.78 95 66.9 

5 3.5 7 4.9 35 24.64 59 4 1.54 36 25.35 12 8.45 95 66.9 

16 11 .26 23 16. 19 29 20.42 4 1 28.87 33 23.23 39 27.46 74 52. 11 

14 9.85 17 11 .97 24 16.9 38 26.76 49 34.5 3 1 2 1. 83 87 6 1.26 

4 1 28.87 56 39.43 7 4.9 15 10.56 ?" _ J 16. 19 97 68.30 38 26.78 

II 7.74 19 13.4 37 26.05 2 1 14.78 54 38.02 30 2 1.1 2 75 52.81 
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I I 

12 

13 

14 

15 

16 

17 

18 

19 

20 

52 36.6 38 26.76 19 13.38 15 10.56 18 12.67 90 63.4 33 

53 37.32 4 1 28.87 16 11.26 12 8.45 20 14.08 94 66. 19 3 1 

58 40.84 39 27.46 15 10.56 13 9. 15 17 I 1.97 97 68.30 30 

13 9. 15 17 11 .97 \I 7.74 55 38.73 46 32.39 30 21. 12 101 

4 2.8 9 6.33 17 11 .97 48 33.8 64 45 .07 13 9. 15 1\ 2 

7 4.9 \I 7.74 23 16.1 9 59 41.54 42 29.57 18 12.67 10 1 

~ 2. 1 \I 7.74 48 33.8 39 27.46 41 28.87 14 9.85 80 J 

48 33.8 37 26.05 9 6.33 16 11 .26 32 22.53 85 59.85 48 

7 4.9 10 7.04 37 26.05 46 32.4 42 29.57 17 11.97 88 

2 1 14.78 19 13.89 50 35.2 1 2 1 14.78 3 1 2 1.83 40 28. 16 52 

Note: SA~Strongly Agree, A~ Agree, SDA~ strongly DIsagree, and DA~ DIsagree 

There are many diffe rent reasons why people watch television, and that the reasons may vary 

from individual to individ ual. Thus, the researcher has grouped the above tabl e or the entire item 

listed under pmt fo ur of the questionnaire in to nine categories. Thus, question number 5 is all 

about learnin g about things and the world, questi on number 6 and 17 deal s with educati ng one 

self, question number 7 and 14 are concerned with how appea ling the program is, question 

num ber 3,9, 13 entertain issues related with passing time or to pass time, question number I, I 0 

and 17 reveals po ints about relaxation , question number 8 and 19 are about escape or fo rget 

factor, question number 2, II and 18 dea l with companionshi p and question number 4 and 12 

focus on hab it factors. And fina ll y question number 20 is main ly designed to assess the overall 

sat isfacti on of ' Mij uu Dilbataa ' viewers. 

There are different reasons why people watch TV. The broad genres, in thi s regard , acco rding to 

McQuail ( 1987), could be categorized in to fo ur: information, persona l identity, integration and 

socia l interaction, and entertainment needs. Peop le watch TV to achieve these needs. 
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If the expectati ons precede performance (i.e., if the TV programs are below what aud iences 

expect to achi eve), the sati sfaction level will be very low and vice versa (Assae l, 1998). The 

factors used in thi s di scussion, as touched up on above, are adapted from Infante, Rancer and 

Womack ( 1993). 

Ta ble-6-Average score a nd Percentages of Responses a nd Respondents 

Viewers response in percen t Both SA + A and DA 

+SDA 

:eason For Watch ing Mean Stron Agree Neutral disagree Strongly SA+A DS+SDA 

score gly d isagree 

Agree 

:e laxation 6.1 0 11.26 25 . 11 20.1 8 34.97 17.36 55. 15 

:ompanionship 27.69 25.82 11 .26 13.84 2 1.36 53.5 1 35.2 

lab it 37.32 30.28 11.97 9 .50 10.9 1 67.6 20.4 1 

'ass t ime 35.68 3 1.92 11.50 10.32 11 .50 67.6 2 1.82 

,earnin g about oneself 2.8 1 6.33 29.22 34.50 27.11 9.14 6 1.6 1 

,earning about things 5.6 9. 15 18.3 27.46 39.43 14.75 66.89 

\ppea l 10.2 1 14.08 14.08 33.80 27.8 1 24.29 61.61 

'orget 7.39 9.50 21.47 29.57 32.04 16.89 6 1.6 1 

)vera ll satisfaction 14.78 13.39 35.2 1 14.78 2 1.83 28. 17 36.6 1 

Note: SA=Strongly Agree, A= Ag ree, SDA= strongly Disagree, and DA= Disagree 

4.1.4.1. Learning about events and the world 

One of the most important objectives of mass media can be considered educating its c it izens by 

provid ing them in formation about events in the ir own immediate surroundings and about the 

world. Wi th the obj ecti ve of eva luating if the reasons for peop le to watch te levis ion are to learn 

about things, questions numbers was included in the questionnaires. 

As can be seen from the tab le, ' Mijuu Dil bataa' v iewers' reasons for watch ing it is not strongly 

re lated to learning abo ut things happening in the worl d. About 66.89% of its viewers sa id that 

th ey watch the program not because of its world inform ati on. Thus, respondents sai d th at they 

are h ighly d issatis fi ed with the educative aspect of the program. The satisfact ion level of the 

viewers w it h ed ucative power of the program ho lds on ly 14.75%, which is very low compared 
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with that of those respondents d issat isfied with the service. Consequently, there is a huge gap 

between people those who are sat isfied and d issati sfied with the program . 

4.1.4.2. Educating oneself 

One important function that te lev ision programs can prov ide to thei r community is in format ion 

that he lps peop le to improve their lives . They can provide role models that people can fo ll ow, 

g ive advice and other im portant information on d iffe rent issues so that people can use them in 

order to lead a better li fe . When viewers were asked if they watch ' Mijuu Dilbataa' because of 

this reason , most of them do not. About 61.61 viewers stated that they do not watch the program 

in order to get information that helps them to im prove the ir lives. Concerning the viewers' 

sati sfaction re lated to thi s need, they are dissatisfi ed. Only 9.1 4 of respondents said that they are 

sati sfied. So, one can easily imagine the difference between the two. 

4.1.4.3. Appeal 

Of the reasons that push people to televis ion program, one is appea l, the extent to wh ich its 

stories are interesting and enjoyable and hence; thi s reason makes television viewers watch 

different program more. 

For questi on num ber 7 and 14 which asks the viewers to state ifone of their reasons to watch the 

'M ijuu Dilbataa ' is for the fact that the stories of one of the program sections is not interesting, 

a lmost majority of the program viewers sa id that it usua ll y is not. Hence, the satisfacti on leve l 

that viewers have concern ing th is reason has a relati on to the viewers' reasons. About 61.6 1 % of 

the respondents have expressed their dissatisfaction with the program secti ons in that 33.8% of 

the research subj ect sa id that they tota ll y disagree with attractive or appea ling nature of the 

program. They rep li ed that they reall y missed th is advantage. However, about 24.29% of replied 

that they are satisfied with the appea ling nature of the program. 

4.1.4.4. Pass time 

Question number 3, 9 and 13 is des igned to ask to what extent the viewers' reason o f watching 

the program is re lated to passing time. As already revealed in the tab le above, about 67.6% of the 

respondents said that thei r reason to watch ' Mijuu Di lbataa' program is to pass time. This is to 

mean that they turn on the program when they have nothing to do or an ywhere to go. 

So, from th is one can easil y imagine that most th e program sections of ' Mij uu Di lbataa' clo 110t 
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have a power to attract viewers purpose ly fo r satisfact ion except to pass time. So, peop le watch 

' Mijuu Dilbataa ' programs to spend th e spare ti me. 

4.1.4.5. Relaxation 

The mai n purpose of question number 1, 10 and 17 is to specifica ll y ask respondents whether or 

not ' Mijuu Dilbataa' program make its viewers get rel axed. It is obvious that one special reason 

why aud iences watch certain television program is fo r relaxati on. Grounding thi s po int, 

respondents were as ked whether they get relaxation from ' Mijuu Dilbataa' program. 

As already revealed in table -6-, it is possible to say that almost a ll viewers are not sati sfi ed with 

' Mijuu Dilbataa ' program. Thus, about 55 .1 5% of the respondent replied that they are 

d issatisfied with a relaxati on aspect of the program though 'M ij uu Dil bataa' is ma inly produced 

to enteJ1ain the audi ence. 17.36% of respondents sa id that they are satisfi ed with the 

entertainment aspect of program, and 25 .1 I % of them remai n undecided, hence; most of the 

viewers under thi s study do not fulfill thei r relaxati on needs which they expect from 'M ijuu 

Dilbataa ' . Thi s might imply that the program secti ons are not presented in a way that could 

enterta in the aud iences. 

4.1.4.6. Forget 

In addition to satisfy in g dev iation needs using other means like persona l conversati ons, li stening 

to records, or watching televis ion, people can use telev ision to escape from the routine or 

prob lems of life and get emotional release, and hence peop le 's expectations of telev ision 

program for diversion needs is more than any other medium (Williams, 1989: 69). 

Genera ll y, thi s factor concerned wit h the need that could make the audi ence free of their 

problem or in other words it helps the audience conceal oneself if they are in a bad mood in such 

a way that they can make themselves feel free and liberated. Thi s way they can get rid of the bad 

thing confronting them currently. 

Thus, about 6 1.6 1% of respondents were not satisfi ed with the escape need they get fro m ' Mijuu 

Di lbataa '. The pu rposes of viewi ng telev ision are escap ing from constraints of routine, re lax ing, 

getting intrinsic cultu ra l or aesthetic enj oyment, fillin g time, emoti onal release and sexual 

arousa l as wel l as being free from burdens of prob lems (W illi ams, 1989: 69) . 

Only about 17.36% of the respondents con firmed that they are satisfi ed; hence, when yo u 
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compare both, majority of the respondents show their dissat is facti on with the program. 

4.1.4.7. Companionship 

These needs revolves around two main facets-companionsh ip and social utiliti es (Fiske, 1990). 

People may face loneliness due to d iffe rent reasons. Some may intentionally iso late themse lves 

from the commun ity whil e others may be alone because of ob li gatory si tuations. When they 

confront such conditions, they may take viewing telev ision as a solution to create compan ionsh ip 

wi th communities or friends who are fa r away fro m. 

Likewise, 'M ijuu Di lbata' program aud ience might watch TV to have thi s need fulfilled by the 

producers of the program. In th is aspect, 53 .51 % of the respondents confirmed that the program 

is helping them avoid loneliness and integrate them with other peop le in the commun ity. In thi s 

regard, the level of sati sfaction , the majority of aud iences show that ' Mijuu Di lbataa' is 

providing companionshi p services, wh ich could minim ize loneliness and strengthen social bond. 

T he above tab le indicates that onl y about 35.2% respondents do not satisfy their companionship 

need. So, there is a huge gap between the two groups. 

4.1.4.8. Habit 

For some people watching a televi sion is a habit. It can come to be a ritual that they do as part of 

their daily or weekly act ivities. T hese people watch a te levision because they enjoy doing it or 

because it is fe lt as a necessary ingredient of the day, like food. With this idea in mind, question 

4 and 12 were included in the questionnaires. We can see from table 6 that most people watch 

'Mijuu Di lbataa' because they have a hab it of watching or with no intention ; hence, about 67.6% 

of respondents said that they are watch ing the program simply because it has become their hab it, 

where as 20.4 1% of respondents did not confirm the idea of watch the program as a hab it 

4.1.4.9. The Overall Satisfaction Of 'Mijuu Dilbataa' Viewers 

It was felt important to know the over-a ll satis fact ion leve l of the viewers of 'M ij uu Dilbataa' 

program . As a result, question 20 was prepared in section two of the questionnai res. 

According to tabl e 6, about 36.6 1 % of respondent sa id th at they are tota ll y di ssatis fi ed with 

' Mijuu Dilbataa' program, where as 35.2 1% of respondents were unable to take position and 

kept neutral. So, one can easil y recogni ze that a lmost there no significant d iffe rence between 

both; thus, compared with that of those respondents who are di ssatisfi ed with the program, one 
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can easi ly rea li ze that a significant number of the audi ence could not take position. Converse ly, 

about 28. 17% of the respondents were sati sfi ed with the program . Genera ll y, the result shows 

that most of the respondents are not sat isfi ed with the program. 

The resea rcher has also asked respondents why they are sat isfi ed and di ssati sfied with ' Mij uu 

Dilbataa' program. Hence, under part four of the questionnaire, question number 3 and 4 is 

main ly designed to substantiate this idea; accord ingly, the answer g iven by the respondents can 

be seen in two ways. One is from those groups who are sati sfied with the program and the 

second part the reason stated by those group who are dissati sfied with ' Mijuu Dilbataa' . I-Iere is 

the reason why those audiences who are satisfi ed with 'Mijuu Dilbataa' stated: 

a. Because ' Mijuu Dilbataa' program sections keep the norm and va lue of the soc iety and 

concentrates on the development of home arti sts and Afaan romoo language. 

b. Because the format of the program has a magazine format so that it IS very much 

enterta ining 

c. It is due to the reason that th e program promotes the cu lture, language, identi ty of the nation 

and creates best entertainment option. 

The second gro up also stated different reason of why they di ssati sfi ed w ith ' Mijuu Dilbataa' 

program. Hence the main reasons of their di ssatisfaction are mentioned as follows: 

¥" The reason that the program is still contro ll ed by the government and couldn ' t come out of 

socia l and political trap. I found it less constructive to watch it when other exce llent TV 

shows are there to get educated intensively. 

¥" Poor ed iting and presentation style, extreme repetition of program sections, absence of 

exce ll ent, competent and talented profess iona ls are also stated as main problem. 

4.2. Qualitative findings 

The quali tative data were co ll ected main ly to give answers to two of the research questi ons: 

• I-I ow and to which do viewers express the ir satisfact ion or di ssati sfaction concernin g the 

' Mijuu Di lbataa' Program sections? 

• What do viewers th ink are the weaknesses and strengths of the program? 

In add ition , they gave answers to other issues that were not addressed by the quant itative data or 

to compare and contrast some find ings from the quantitative data. 

The qua litati ve data were co llected ma inl y to g ive supplementary answers to issues that were not 
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effectively addressed by the quantitative data or to compare and contrast some findings from the 

quantitat ive data questions. The main focus of the qualitative data issue related with how and to 

whi ch /program section/ 'M iju u Dilabataa' viewers express their satisfaction and dissati sfaction 

and help to assess what the viewers think of the weakness and strength of the program. Thi s part 

mainly a imed at substantiati ng the quantitative finding and bridges the gap ifany. 

The individual sem i structured interview encompasses about 20 respondents or interviewees. The 

respondents are selected systematically by choosing every 91h person who filled the quantitative 

questi onnai res till th e required number is obtained . Once the required respondents were se lected 

app lying the above reason, the researcher then contacted and interviewed the chosen persons for 

the semi structu red interviews and the di scussion took around 15 to 20 minutes. 

4.2.1. The Respondents watching habits 

The researcher fe lt that it was a good idea to begin the qualitative informat ion inq uiry by asking 

respondents how often they watch ' Mijuu Dilbataa ' program. Four of the respondents sai d that 

they started watching ' Mijull Dilbataa' program since the beginning. In their opinion the 

respondents said that they watch the program occasionally on the weekend staying at their homes 

because of the fact that the program is broadcast weekly on Sunday. They insist that the main 

program section they prefer to watch more are Daddaaraaroo and Diraamaa Safuu. The 

researcher asked the respondents why they are eager or interested more in watching both 

program sections and they repli ed that when they compare with others their content and ways of 

presentat ion are relatively appealing. Even one of the respondents said; 

He carries out other activities though other 'Mijuu Dilbalaa' 

program sections are on air till Daddaraaroo and Diraamaa Safutl 

start 10 be aired. (A young man who is a student) 

On the other hand five respondents to ld the researcher sayi ng that they rej ect any overl apping 

act ivities; and hence, arrange their da il y plans in accordance with these program sections 

transm ission time. One individ ual respondent sa id : 

It is my normal schedule to watch some of 'Mijuu Dilbataa ' program sections on 

the weekend due to the reason that it is relatively entertaining when I compare 

with other Oromia Television programs.(A woman working in ethio telecom of 

Adama branch) 
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4.2.2. Respondents satisfaction and dissatisfaction with Mijllll 

Dilbataa program 

Levels of viewers sat isfact ion with ' Mijuu Dilbataa' program section is where the essential point 

of thi s research reclines. Accord in g to Jacobs (1995) and Assae l (1998) when program or service 

performance is greater than expectations satisfact ion can be achieved; on the contrary, 

dissatisfaction overtakes when expectation exceeds performance. 

Thus, the interviewees where asked to reflect on the leve l of their sati sfaction and di ssati sfaction 

with the program sections in that some respondents said that they are often di ssati sfied with most 

of ' Mijuu Dilbataa ' program sections. The respondents said that some of the program sections' 

content and ways of presentation is poorly treated so that it is very much boring to watch. In their 

opinion they insist that they get some program sections fulfilling their need and desire from 

' Mijuu Dilbataa' Program, but it happens only rarely. Other respondents revealed they are 

di ssati sfied with 'M ijuu Dilbataa' due to the fact that those professionals produc in g the program 

sections seem to be dependent so that a program that they produce has political inclination, 

which in fact is not the main target of the program. Ground ing thi s fact, one respondent said: 

More or less we are in less developed countly where informational asymmetlY is a 

major problem. We should bring up our infant media entertainment to the competitive 

level nationally and internationally .. . as of OTV, 'Mijuu Dilbataa', it is still controlled 

by the government and couldn't come out of social and political trap. I found it less 

constructive to watch it when other excellent TV shows are there to get educated 

intensively ! (A young man working in Commercial Bank of Ethiopia, Adama branch) 

Other three respondents sa id that what make us di ssatisfied with the program are somet ime we 

find single program content repeated severa l times on the weekend, cli ches and the shallow 

nature of the program are another factors too. According to Uses and Gratifications Theory, 

people "actively seek out" mass media to satisfy their needs and to fulfill their expectations, and 

in doing these, they "actively select media and media content" . Hence, some of the interviewees 

sa id that there is some program sections of Mijull Dil bataa which satisfy them compared with 

other program sections. They told the researcher that Aartiin Glidinaaf and Diraamaa Safuu are 

particular instance whi ch they more satisfied with. One respondent sa id that: 
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They keep the norl/1 of the society and concentrates on the development 

of ilOme artisls and Afaan rOI11OO language. (A young lI1an working in his 

own private Business) 

Thus, in connection with thi s, McQuai l (1997) writes, that all audiences do not have and will 

never have similar meaning and taste of one program. 

Genera lly, though some of the respondents reflected their sat isfaction with ' Mijuu Dilbataa ', 

majority of the ' Mijuu Di Ibataa' program audiences insist that they are dissat isfied with some of 

the program 's section. 
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Chapter Five 

5. Conclusions and Recommendations 

5.1. Conclusions 

In thi s study, an attempt was made to assess the satisfaction of ' Mij uu Dil bataa ' program 

audience with its program sections. To thi s effect, uses and gratification theory was used as the 

main theoretica l framework of the research as the team of this paper is all about assessing 

sat isfaction and di ssatisfact ion of 'Mij uu Di lbataa' viewers with the program . sections. The 

researcher believes that it is an essential paradi gm to the research topic. The principal instrument 

used to collect data was questi onna ire/quantitat ive, and interview is also app l ied as 

supplementary data gatherin g too l, which is qualitative. To effect the data co ll ection, the 

researcher purposely se lected Adama town res idents and di stributed the questionnai res to those 

respondents in the town. The ana lysis was done based on various factors that are related with 

audience need. 

Based on this, the findin gs of the study are summarized as fo ll ows. The researcher has asked 

respondents to express the ir overall satisfaction regard ing ' Mijuu Dilbataa' program sections. In 

thi s regard, majority of the viewers revealed their di ssati sfaction with the program. 

Majori ty of respondent sa id that they are tota ll y d issatisfi ed with ' Mijuu Dilbataa' program; 

whereas relatively a few number of respondents told the researcher that they are sati sfied with 

the program. The percent of respondents who stand neutral are nearl y the same with those who 

are d issati sfi ed; hence, ' Mijuu Dilbataa' program has fai led to produce and present program 

section which attract and catch hearts and soul s of man y audiences. 

Audiences seek gratificati ons from TV differently. Some need in format ion that substanti ates 

their established experience; whil e others need completely new in format ion. Some need a ca lm 

environment whi le watching; others hate watching alone in hush context. A ll th ese different 

characteri stics of viewers affect th e poss ible sati sfac tion aud iences max imize from TV viewing 

(Liv ingstone, 1997). Si milarl y, ' Mijuu Dilbataa ' program, as it di sseminates different program 

sect ions to di versified personalit ies; cannot satisfy a ll customers' need. 
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However, if a programmer takes personali ty differences into consideration while prod ucing, it 

will catch hea rts and soul s of man y aud iences. The findin g of the research shows that thi s 

principle is not full y employed in ' Mijuu Dil bataa ' program sections. 

Of the many reasons for viewers to watch television , one is a desire to kn ow what is happen ing 

in the world. People want re levant, reliable and useful information about the world and their 

country. Thus, majority of respondents said they are dissati sfied with educati ve power of' Mijuu 

Dilbataa' program. Accord ing to the data, viewers of ' Mijuu Dilbataa' program watch its 

program secti ons as a hab it and to pass time. These people watch a telev ision because they enjoy 

doing it or because it is fe lt as a necessary ingredi ent of the day, like food , and most program 

sections of 'M ijuu Dilbataa ' do not have a power to attract viewers purposely for sat isfact ion 
J . 
~xcept to pass time. 

Similarly, ' Mijuu Dilbataa' program failed to meet an appea l and arousa l need of viewers. In 

thei r opinion the audiences sa id that most program sections of ' Mijuu Dilbataa' are dull , full of 

repetition and cliches; thus they are below their expectation from the program. This is the main 

problems that forced the audiences not to watch some program sections; and hence, these are 

among the reason why most viewers were dissatisfied with ' Mijuu Dilbataa' program. 

However, of the program sections disseminated through ' Mijuu Dilbataa ', viewers of the 

program revea led that due to their content and presentation style they relatively sati sfi ed with 

Daddaraaroo, Diraamaa safuu and fiilmii dinqi siisoo are chosen as first, second , and third 

sati sfying programs respectively. The rest of the program sections of ' Mijuu Dilbataa' are 

cons idered as dissatisfying. Accordin g to Jacobs (1995) and Assael (1998) when program or 

service performance is greater than expectations, sati sfaction can be achieved; on the contrary, 

dissatisfaction overtakes when expectat ion exceeds performance. So, one can easily realize why 

the audience of 'M ij uu Dilbataa' are satisfied with some of its program sections and dissatisfied 

wi th others. Genera ll y, the findings of the research conclude that Mij uu Dilbataa program 

section s are not sati sfy ing the needs of its audience; and hence, the program sections are not full y 

in a position of fulfilling the desires and needs of its audience. 
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5.2. Recommendations 

The followin g are recommendations based on the findings of the stud y. 

I. It is obvious that w ithout audiences there would be no med ia; hence, unl ess the 

audiences are sati sfi ed with what the media transmit, they may not become regul ar 

v iewers o r they can stop watching or li stening. So, ' Mijuu Dilbataa ' program section 

producers should a lways be very vigi lant of keeping the interest of their audiences, 

whil e doing thi s the stakeholder should critically think of their content and presentation 

style. 1n order for the program producers to effect this issue, they have to hire we ll 

experienced profess ionals and give them regular training on how to handle the 

program. 

2. As ' Mijuu Dilbataa' program is mainly produced for enteltainment, it is a must to 

consider who is go ing to take part in the overall activiti es of the program so as to 

achieve its mi ssion. Thus, it is advisable to hire ta lented and competent profess ionals. 

Apart from thi s, the management of the organi zation shou ld provide journalists with 

both long and short term training, and thereby upgrad ing them with relevant 

knowledge and skill s 

3. Finally, the program producers of ' Mijuu Dilbataa' should always look into the 

feedback , whi ch come from different audiences, and freq uently evaluate the program 

status so as to mitigate the gap identifying both its wea kness and strength. Or e lse they 

wou ld rather conduct a further research in order to know more about how the audi ence 

perceives the program. 
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Appendix I 

Section I. 

Addis Ababa University 

School of Journalism and Communication 

Questionnaires to be filled by individual respondents 

Dear Res pondents, 

This questionnaire is part of an MA Thesis conducted as a requirement for the fulfillment of MA 

in Journali sm and Communication at Addis Ababa Un iversity. The aim of the research project is 

to examine the level of satisfaction and dissatisfaction of the viewers of "Mijuu Dilbataa" 

program of Oromia Television. As the outcome of the research totally depends on your 

responses, you are kindly requested to provide your authentic and accurate answers to the 

questions. I would like to assure you that the information is used only for research purpose and 

wi 11 be kept confidential. 

Thank yo u for your time. 

Part One: Demographic Information 

1. Age 

2. Gender 

3. Occupation 

4 . Ed ucational background 

5. . Marital status 

Part Two: "Mijuu Dilbataa" Programme Viewing Habit of the Audiences 

1. How often do you watch the programme( Mijuu Dilbataa)? 

a) Almost none 

b) Occasionally 

c) Somet imes 

d) Often 

e) Always 
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2. How much timel how long, on average, do you spend time watching the programme? 

a) Less than 1/2 hour 

b) 1/2 hour to less than hour 

c) I hour to less than 2 hours 

d) 2 hours to less than 2 1/2 hours 

e) 2 1/2 hours to less than 3 hours 

3. Among the other programmers ' produced and disseminated via Oromia Television, do 

you consider "M ijuu Dilbataa" your favorite programme? 

a) Yes 

b) No 

c) No idea 

4. If your answer to question no.3 above is "Yes" ,"No", No idea, please, give your reasons. 

Part Three: About the programme section/components 

A. 

B. 

C. 

D. 

E. 

F. 

G. 

Please rate the Mijuu Dilbalaa programme content/components. The components are li sted 

below. Pick a single number from 1 to 5 to show your satisfaction level on each 

section/content. The representation of each number is: 

1. Strongly di ssatisfied 

2. Dissatisfied 

3. Neural 

4. Sat isfied 

5. Strongly satisfied 

Daddaraaroo 

Anaa Dhufuu 

Oduu Mijuu 

Aarti in Guddinaaf 

Fiilm ii Dinqisiisoo 

Diraamaa Safuu 

Piroofaayila Ispoortii 
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I. From the program ' s section that you se lected as satisfying on question number two, li st 

the section/content that yo u are sati sfi ed with 1st to 3,'<1 · 

2. From the program ' s section that you selected as dissat isfied on question number two, li st 

the section/content that you are di ssati sfied with 1" to 3rd' 

Part Four: Reason for Watching the Programme 

1. For each reason of watching "Mijuu Dilbataa" programme, show your satisfaction level 

by c ircling the numbers given to the ri ght side of the questions. The numbers represent: 

1. Strongly agree 

2. Agree 

3. Neutral 

4. Disagree 

5. Strongly disagree 

Watching " Mijuu Di lbataa" programme .... 

I Relaxes me 

2 Helps me not to feel lonely 

, 
As a habit J 

4 When there is no better job to do 

5 It helps me to learn things happening in the world 

6 It helps me learn things myself 

7 It is thrilling 

It helps me to forget about previous hard works 
8 

9 Because it gives me somethin o to do. 

10 It ca lms me down when I am angry. 

II When there is no one to talk to me. 

12 I just li ke to watch . 
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I 2 3 4 5 

I 2 3 4 5 

I 2 3 4 5 

I 2 
, 

4 5 J 

I 2 
, 

4 5 J 

I 2 3 4 5 

I 2 3 4 5 

I 2 
, 

4 5 J 

I 2 
, 

4 5 J 

I 2 
, 

4 5 J 

I 2 
, 

4 5 J 

I 2 
, 

4 5 J 



13 

14 

15 

16 

17 
18 

19 

20 

It helps me to pass the time away I 2 3 4 5 

It excites me. I 2 
, 

4 5 ~ 

It gives me pleasant rest I 2 3 4 5 

To learn how to do th ings I haven't done before 
I 2 3 4 5 

Because it shows how other peop le dea l with the same 
prob lems I have I 2 3 4 5 
To avoid companion less I 2 3 4 5 

To escape from what I am doing. I 2 
, 

4 5 ~ 

A ll in a ll I satisfied with the service that I get from 'M ijuu I 2 3 4 5 
Dilbataa' programme. 

2. Would you please mention the reason for the answer you gave to question number 2? 

3. What do yo u th ink are the main weaknesses of the "Mijuu Dilbataa" programme? 

4. What do you think are the main strengths of the " Mijuu Di lbataa" programme? 

5. What should the "Mijuu Dilbataa" programme do to sllsta in and maximize its viewers' 

satisfaction and to a lleviate the ir dissati sfact ion? 
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Apendex I 

Yuuniversiitii Addis Ababaa 

Muummee Barnoota Digirii Lammaffa 

Joornaalizimii fi Komunikeeshinii 

Gaaffilee daawwattoota mijuu dilbaataa magaaJaa Adaamaan guutaman 

Seensa 

Sakattaan Kun barataa barnoota digirii lammaaffaa mUllmmee loornaalizimii fi 

komunikeeshiniin kan geggeeffamuu dha. Qo 'annoon kllni s, qo 'annoo barnootaa digirii 

lammaffoofi .Gaffileen qo 'annoo mata-dllree daawwatoota "Mijllll Dilbataa" qophii Televizyin ii 

Oromiyaan qophaa 'e KlIn dhaabbata raadiyoo fi Televizyinii orom iyaatifi s ta'e uummata 

oromootiif bu ' aa bllusuuf yaadameet. Kanaaf,deebiin amanamaan gaaffil ee dhihaataniif 

kennamu, firii qo 'annichaaf bakka ol'aanaa qaba. Isi ni s kana beektan ii deebii dhugaa fi 

amanarnaa ta 'e akka laattan kabajaan isin gaafadha. Icciitiin deebii keessanii eegamaadha.Maqaa 

barressun hin barbaachisll. 

.. 
Yeroo keessan aarsaa gootanii waan naa deeb istanii f galatoomaa! 

Kutaa -1 

Odeeffannoo dhuunfaa 

I. Umllrii 

2. Saala 

3. Hoj ii 

4. Sadarkaa barnootaa 

5. Sadarkaa gaa'elaa 
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Odeeffannoo amala daawwannaa daawwattoota sagantaa Mijuu Dilbataa 

I. Sagantaa Mijuu Dilbataa hammamii f il aa lta? 

a) Tasa hin ilaalu 

b) Darbee darbee nan daawwad ha 

c) Takka takkaa 

d) Yeroo mara 

e) Yeroo hunda 

2. Yeroo hammamiif/sa' atii hammamiif gidduga leessaan sagantaa Mijuu Dilbataa 

daawwatta? 

a) Daqiiqaa 30 gad iif 

b) Daqiiqaa 30 hanga sa'atii I gad iitti 

c) Sa'atii I hanga sa'atii 2 gaditti 

d) Sa'atii I hanga sa'at ii 2 y, gad ilti 

e) Sa'atii 2 It, 'ti i hanga sa'atii 3 gaditti 

3. Sagantaalee Televizyiinii Oromiyaan tamsa'an kanneen biroorra sagantaa mijuu dilbataa 

caa lsistee ni filattaa? 

a) Eeyyee 

.b) Lakki 

c) Deeb iin laadhu hin qabu 

4. Deeb iin ati gaaffi i lakkoofsa 3 irraj iruu laatte "eeyyee" , " Iakk ii" ykn "deebii hin qabu" 

j ettee fil ateefsababa kee bakka duwwaa armaan gad ii irratti barreess i 
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Kutaa 3ffaa 

Itti quufnsa daawwattonni Mijuu Dilbataa kutaalee sagantichaa tokko 

tokkoof qaban 

Gaaffi leen kllnn iin amalaafi ilaa lcha daawwattoonni sagantaa klltaalee bashannanaa ' Mijllll 

Di lbataa te levizyina Oromiyaatiin darburraU i qaban adda baasuu f kan dhihaatani idha.Ammas, 

deebii dhllgaafi amanamaa ta 'e akka laattan kabajaan isin gaafadha.KlItaaleen Mijuu Di lbaataa 

akka itti aanuui tarreeffamaniiru .Lakkoofsaa fi lannoowwan armaan gadii qabataa kutaalee 

sagantaa Mijuu Di lbataa armaan gaditti tarreeffaman fuula duratti barreessaa. Lakkoofsonni 

armaan gadditti tarreeffaman kanneen bakka bu'u: 

1. Baay'ee itti hin quufne 

2. Itti hin quufne 

3. Deebiin laadhll hin qabu 

4. Itti qUllfeera 

5. Baay'ee itti quufeera 

H. Daddaraaroo ------

I. Anaa Dhufuu -----
J. Oduu Mijuu _____ _ 

K. Aartiin Guddinaaf ____ _ 

L. Fi ilmii Dinqisiisoo _ _ ____ _ 

M. Diraamaa Safuu '- ----

N. Piroofaayila IspoOltii __ 

I. Kutaalee Mijuu Dilbataa itti quufeerajettee fil atte keessaa I hanga 3 barreessi/tarreess i 

2. Kutaalee mijllu dilbataa itti hin qllllfne jettee filatte keessaa I hanga 3 barreessi/tarreess i 
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Kutaa 4m." 

Sababa daawwattoonni mijuu dilbataa daawwatan baruuf kan gargaaru 

I. Sababa tokko tokkoo kutaalee Mijuu Dilbataa daawwatteefii , lakkoofsa harka bitaa 

gabatee keessatti barreeffamaniitti mal'uun sadal'kaa itti quufinsa kee ibsi. Lakkofsonni 

kanneen al'maan gadi i bakka bu ' u: 

I. Baay'een il'ratti wa lii gala 

2. Waliin ga la 

3. Deebiin laadhu hin qabu 

4. Il'ratti walii hin ga lu 

5. Baay'ee irratt i wa lii hin galu 

Anaaf sagantaa mij uu di lbataa ilaaluun .. . 

I Na bashannansii sa 

2 Qofummaan akka natti hin dhagahamne na godha 

, 
Amaleefannoofan ilaala .) 

4 Hojjaa yeroo hin qabneen daawwadha 

5 Taateewwan addunyaal'l'atti ta ' an akkan bal'uuf na 

gal'gaara 

6 Wanneen tokko tokko ofi i koo akkan baradhuufna 

gal'gaa ra 

7 I-Iedduu na gammachiisa 

Dadhabbii yeroo dal'be na mudatan akkan dagadhllll 

8 na gargaara 
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4 5 .) 

I 2 
, 

4 5 .) 

I 2 
, 

4 5 .) 

I 2 
, 

4 5 .) 

I 2 3 4 5 

I 2 
, 

4 5 .) 

I 2 
, 

4 5 .) 

I 2 
, 

4 5 .) 



9 Waan tokko tokko akkan hojjedhuu f na gargaara I 2 3 4 5 

10 Yeroon aaru akkan tasgabbaa' uu f na gargaara I 2 3 4 5 

I I Naman wa lii n taphadh u yeroon dhablln daawwadha I 2 " 4 5 ~ 

12 Dawwachllun jaa ladhaafan ca ll isee il aala I 2 3 4 5 

13 Yeroo dabarsuu fan daawwadha I 2 " 4 5 ~ 

14 Ajaa' ibs ii fannaafan ilaa la I 2 " 4 5 ~ 

IS Boqqonnaa gammachii saa waan naa laatllllfan il aa la I 2 3 4 5 

Waanneen kanaan dura hojjedhec hin bccknc akkan 

16 hojjedhu na barsi isa I 2 3 4 5 

Akkan muuxxannoo namoota rakkin nawaliin wal 

17 fakkaatu itti furan barllll f na gargaara I 2 " 4 5 ~ 

18 Hiri yyaa dhabdummaan akka natti hi n I 2 " 4 5 ~ 

dhagahamneef nagargaara 

Maddi odeeffa nno sagantichaa qabatamaalamansisaa 

19 waan ta'eef. I 2 " 4 5 ~ 

20 Dogoggoran amma hojj echaa jirll jalaa bahllum I 2 3 4 5 

2. Wa lullmaa ga latti/gllutum maa gllutllu tti hammam sagantaa Mij uu Dil baataatti qllll fteetta? 

Fil annoo armaan gadiitti marll un argis ii s. 

1. Baay'ee itt i hin qUll fne 
2. Itti hin qllufne 
3. Deebi in laad hll hin qabll 
4. Itti qllll feera 
5. Baay'ee itti qll llfee ra 
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3. Sababa deebiikee armaan ol itti deebistee bakka duwwaa itti aanlltti barreesitaa? 

4. Dadhabinni Mijulin Dilbataa qabll maal sitti fakkaata? 

5. Ciminni Mijulin Di lbataa qabuu maal maalfaadha? 

6. Akka keetti sagantichi cimee akka itti fllfullf; dawwattoota isaa quubslilif maa l qochuu 

qaba jettee yaadda? 
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Apendex II. 

Section II 

Semi-structured Interview for Key Informants in the Audiences 

I. Demographic Information 

I. Age 

2. Gender 
, 

Occupation J. 

4. Ed ucational background 

5. Marital status 

II. Information to probe for the study 

1. When did you start watching Mijuu Dilbataa Programme? 

2. How often do you watch? 

a. Always on the Weekend 

b. Occasionally 

c. Other _ ____ _ 

3. What comes to your mind when you think of the programme and its 

contents/components? 

4. By taking some of Mijuu Dilbataa's programme you prefer, how do you describe 

them? 

5. Are you sati sfied with Mijuu Dilbataa programme? 

6. Could you tell me particular instances when you were satisfied with the 

programme? 

7. Do you have any di ssati s faction with the programme? 

8. Could you tell me the weaknesses and strengths of the Mijii Dilbalaa programme? 

9. What should the Mijii Dilbalaa programme do to minimize its viewers' 

dissati sfaction and to maximize their satisfaction? 
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Apendex II. 

Qajeelcha gaaffii fi deebii oddeffannoo Addaa. 

Kutaa -1- Odeeffalllloo dhllllnfaa 

I. Umurii _____ _ 

2. Saala ________ _ 

3. Sadarkaa barnootaa, ______ _ 

4. Sadarkaa gaa'e laa, ______ _ 

Klltaa-2- Odeeffannoo waa'ee qoranichaa barllllf 1111 gargaaran 

I. Sagantaa MijUlI Dil bataa erga yoomi i kaastee daawwachuu eegalte? 

2. Yeroo hammamiif daawwatta? 

a. Turban torbni in yeroo hllndaa 

b. Darbee darbee 

c. Deebi ifna rakkisa 

3. Waa'ee sagantaa Mijllll Dilbataa fi qabiyyeesaa yeroo irra deebitee yaadatt ll , 

sammllkeett i dursa maaltu dhufa? 

4. Sagantaalee MijUlI Dilbataan darban itti quufte/gammadde jirtu haala kamiin ibsita? 

5. Sagantaalee Mijllll Di lbataan darban itti hin quufne haala kam iin ibsita? 

6. Wailimaa ga latti ciminaafi dadhabina sagantaa kanaa akkamitti ibsita? 

7. Akka keetti qopheessitoonn i Mijllll Dilbataa ilti quufinsaa daawwattotasaani daran 01 

kaasullfmaal gOChliU qabu? 
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