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Abstract 

Readers Sat isfaction with Eth iop ian Print Media the Case of Th ree Selected Am hari c Private 
Magazines work 

Betelhem Tesfaye 

Add is Ababa University. 2014 

Med ia and soc iety are interdependent. It is usual that Med ia works for the soc iety in man y ways. 

It works to protect the va lue and the moral of the society and mainl y it endeavors to educate, 

in form and entertain the society. Any in format ion that is produced and presenfed by med ia has 

human element in it. Thus, these people have their own tastes, expectat ions and interests on 

media. If their taste, expectat ion and interest are not met w ith the contents of that specific media 

production, readers w ill have the question of satisfact ion/ dissat isfaction. 

Thi s study endeavored to invest igate readers ' satisfaction/d issati sfaction of Fact, Addis Guday 

and Lomi magazines based in Addis Ababa. The study attempted to discover the reasons why 

peop le read those three magazines, and what sections of these magazines peop le prefer to read. It 

intended to ident ify where readers find magazines to read and to di scover what satisfy and 

dissatisfy them from the magaz ines they read. 

A total of 208 purposively selected magazine readers in Addis Ababa pa rtic ipated in the study. 

The study employed both qua li tative and quant itative methods. The instruments used to collect 

data were questionna ires, interview and content analys is. The researcher used frequency and 

percentage for data analysis. 

According to the findin gs people read the three magazines for different reasons. In ge neral Add is 

Guday magazine readers are hi ghl y satisfied with. Similarl y, most Fact magazine readers are 

sat isfi ed wi th its contents. Most of Lomi magazine reade rs however are not happy with the 

des ign , photos pub lished and its copy and past ing approach. The majority of the three magazine 

readers mostly prefe r to read politica l analysis, presentat ion and critiques on current affa irs. 

Many of Addis Guday magaz ine readers li ke to read hea lth and science and technology issues 

whi le Lomi magazine readers like to read enteltainment contents. A significant number of 

magazine readers send their feedbacks to those magazines using soc ial media, email and mostly 

di scuss with friends and famil ies on what satisfy and di ssatisfy th em most. 
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CHAPTER ONE 

1. INTRODUCTION 

1.1. Background of the Study 

Throughout generations, si nce the beginning of modern and forma l communication , leaving 

behind primitive type of communication, med ia owners and publishers pub li sh different types of 

media prod ucts like newspapers and magazines. Some survived for long supported by its readers 

while others stay for a short period of time due to different reasons; one might be due to lacking 

aud iences taste and choice. 

People use mass medi a for different reasons/purposes . They might want to get information abo ut 

what is goi ng around the world . Weaver and Mauro (1978 p. 154) described that "of the many 

reasons for readers to read newspapers, one is a desire to know what is happening in the world." 

News paper and magazi ne readers have various needs wh ich they seek to satisfy through media. 

" Media and content cho ice is genera ll y rational and directed toward cel1ain spec ifi c goals and 

sati sfactions" (McQuai l, 2000 p.38). Aud ience members via their experience take init iative to 

link the ir need gratification to a spec ifi c media. To get their readers blessing the media compete 

with other sources for need satisfaction . Readers, being act ive readers, are self-aware of their 

own media use based on the content, format and style of informat ion they get from their 

subscripti on. Media owners on the other hand in order to buy maximum readers need to know 

interests, and moti ves and th eir content shou ld be in line with these needs and motives. And 

value judgments of media content can on ly be assessed by the audience (West & Turner, 2004). 

Ethiopia, one of the o ldest manuscripts in Afri ca, experi enced newspapers in the end of 1890s 

(Meseret, 2013) . Di fferent miss ionari es and loca l intel lectua ls put the ir figure print on the 

foundat ion of modern Ethiopian newspaper. The beginning of modern newspaper is attached 

with hand written weekly "aemro gazeta ", which was establi shed in 1900 during the reign of 

Mene lik II. Since then many newspapers and magazines have been on market yet it is hardly 

possible to get a long servi ng newspaper or magazine except government owned Addis Zemen 

and the Ethiopian Herald which are on service since 194 1 and 1943 respectively (Sahi lu, 2008 

and Meseret, 2013). 
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Following the reign of EPROF led government in 1991 and the ratification of press law (proc. 

34/84) many private newspapers and magaz ines having po litical and social affairs were on 

market (Sahilu , 2008). 

Accord ing to McKay and et al Magazines have d iffe rent contents. Mostly it covers news, 

bus iness, travel , editorials, featu res, sports, opinion, po li t ics, advertising and oth ers . Thus people 

read magazine and newspaper fo r d iffere nt purpose and the major purpose are;- to be informed 

about local, national and worl d news and events, to contri bute someth ing informative to a 

conversation, for specific reasons, such as finding a job or hiring a service and for personal 

enrichment and fun (2000). 

The Eth iopian broadcasting authority nine months report shows that current ly 19 magaz ines and 

17 newspapers are on circulation. Out of 19 magazines 18 of them are presented by Amharic 

language (March, 2014). Accord ing to the data on March 2014, Fact, Lom i and Addis Guday 

magazi nes has the highest circul ation. 

Lomi magazine has got its license from Ethiopian Broadcasting Authority on August 27/2011. 

The pub lisher for th is weekly magazine is Oadimos Entertai nment and Press Works Private 

Shared Company. Its first publication appeared on September, 201 1. It has 33 columns and over 

10 columnists and it covers contents like politics, economics, social, arts and other current issues 

in the country and the globe. 

Add is Guday magazine on the other hand registered at Eth iopian Broadcast ing Authority on 

March 5,2009. But the magazine shows that its first publi cation was di stributed on November, 

2006, which is two years prior to its license. This weekly magazine has II co lu mnist and 16 

columns. The magazine addresses issues li ke politics, technology, art, sport and different current 

issues happening in the country and abroad. The producer is Roze Printing Private Shared 

Company. 

Fact magazine, bes ides, chronic led at Ethiopian Broadcasting Authority on January 30, 2012. It 

is a bi -monthly magazine produced by Yofa Entertainment and Press Works Private Shared 

Company. It has 21 columnist and about 14 columns. Issues addressed on this magazine are 

current affairs, pol itics, social and arts, economy, law related issues and others. The above 

mentioned magaz ines share similar featu res and objectives. Their object ives for pub li cation are 
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to inform, entertain and ed ucate, and to create social changes by glvmg fair and balanced 

information to the soc iety accord ing to a preamb le written on their editorial policy. 

1.2. Statement of the Problem 

In the end of 1990 's, following the rati fication of proc lamation number 34/92, a number of print 

media products flol1J"ished in Addis Ababa and the big cities though man y of them di sappeared 

following the disputed 2005 Nat ional election. Neverthe less, the prol iferat ion of the press seems 

disappearing nowadays since it is hardl y possible to find any of them who were on market at that 

time. 

Magazines, changing their names and publishers, be it Amharic or Engli sh have been on market 

in Ethiopia for so long; however. Some lived for sholi others stayed fo r long. The reasons behind 

sholi and long stay of these magazines are not yet studied at least to the knowledge of the 

researcher. Similarly one hardl y finds a study on the level of audience satisfaction and 

di ssat isfaction with magazines published in the country though Ethiopian Broadcasting Authority 

pi lot study in 20 13; touched little about audience preference. 

The pi lot study shows that magaz ine and newspaper regular readers are not much in number. In 

addition , in the lists of most readable magazines and newspapers, out of 16 magazines Addis 

Guday and Lomi magazine ranked l >l and 14th, respectively (Ethiopian Broadcasting Authority, 

2013). 

There are of COl1J"se researches done on some magazines in Ethiopia. The one that has been done 

by Tereza (2007) on 'Reception Study of Female Magazine Readers: Kalkidan Magazine 

Readers in Focus'. But this study dea ls with reception not on readers ' sati sfaction. 

Accord ing to the nine months repOlis of the authority, on March 2014, the number of c irculation 

of Lomi magazine is higher than Addis Guday. Thus according to the research , if Lom i magazine 

had the least audience preference, how such circulation comes and if Addis Guday was the most 

preferable magazine during stud ying t ime what makes the readers to prefer it most are important 

questions which need to be addressed . 

Fact magazine was not included in the research by the autho ri ty but accord ing to the data from 

Ethiopian Broadcasting Authority on March 2014 it has a circulation of 69,000 per month and it 
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is the hi ghest circu lation registered by Ethiopian Broadcasting Authority. In the year implying 

the importance of address ing the question why these num bers of publication were circul ated . 

This study will therefore attempt to examine the leve l of sati sfaction and/or di ssati s faction of 

readers the th ree Am haric magazines. It w ill a lso try to study what contents attract readers most. 

1.3. Objectives of the study 

1.3.1. General Objectives 

The mam obj ect ive of thi s study is to identify whether readers are sati sfi ed with the three 

selected Amharic magazines. 

1.3.2. Specific objectives 

Specifically, the study intends to: 

• Explain why readers read magaz ines 

• Identify what contents readers prefer to read from the se lected magazines 

• Find out where readers find magazines to read 

• Discover what satisfy and dissatis fy magaz ine readers 

1.4. Basic Research Questions 

To meet the above research object ives, thi s study attempts to answer the fo ll owing ma m 

questions: 

• Wh y do readers read magazines? 

• What contents do the readers prefer from the se lected magaz ines? 

• Where do they get the magazines they read? 

• At what leve l do the reader's of those selected magazines sati sfied/ di ssati sfied? 

1.5. Significance of the study 

Ma kin g aud ience research has different signifi cances to the media organizations, researchers and 

scholars on the field. It can he lp to kn ow what services media intend to offer, to identify the 

characteristics of the target audience, to identify what the Needs and expectations of different 

audi ences. 

Magazine reader's sati s faction can also help the producers to know the level of sati sfact ion and 

di ssati sfact ion of the ir readers and improve the contents. Such resea rch may also help the readers 
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to ra ise their comments. And thi s can help the producers to come up with relevant contents and 

make them sati sfy. "Content matters to readers, and without prompti ng, readers recogni ze 

di fferences in coverage . ... Edi tors in stinct ively know that increasing the quantity of coverage, 

changing how the news is written and promot ing content more effecti vely makes a difference for 

reader's sati sfacti on" (Readersh ip Institute, 200 I). 

Despite the fact that print media in Ethiopia exists more than a century researches on med ia 

satisfaction unlike western med ia in wh ich research is done most of the time on yearl y basis are 

rare. The researcher believes that such a gap; on readers ' sat isfaction, needs to be fill ed by a 

resea rch like thi s one. Accordin g to Media Sustainability Index (MS rn2009) " Market research, 

for the sole purpose of improving readabi lity, form and conten t of programs or the overall med ia 

management, is not a usual practice in Ethiop ian media." 

1.6. Scope of the Study 

Th is research basica ll y focused on three Amhari c magazi nes; these are Fact, Lomi and Addis 

Guday. The reason for selecting the three magazi nes is their hi gh circulation registered by 

Ethio pian Broadcasting Authority. Based on the nine month report of Ethi op ian Broadcasting 

Authority, by the end of March , 2014 there are 18 Amharic magazines in c irculation. Out of 18 

magazines, Fact, Lomi and Addis Guday magaz ines have a monthl y c ircu lation of 69,000, 

52,000 and 49,000 respectively. In addition, three of them add ress the same issue, Politics, 

socia l, economic and other current affairs issues. 

The pilot study of the authority shows that most readers of magazines and newspapers used to 

li ve in the capital Addis Ababa. Thus the researcher se lected respondents onl y from Addis 

Ababa residents. 

1. 7. Limitation of the study 

Although it would have been better to stud y a ll the magazines on circu lation in Ethiopia due to 

shortage of time, thi s study was limited to the readers of FOCI, Lomi and Addis Guday Amhar ic 

magazines. The study se lected Fact, Add is Guday and Lomi Amharic magazines on ly. The 

researcher chooses the three magazines based on their highest c irculation at the end of March 

2014 based on Ethiopian Broadcasting Authority 9 months rep0I1 by 20 14. 

The other limitation was due to unknown reasons the research er was unable to make an interv iew 

with producers though re lentless efforts have been made to reach them. 
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CHAPTER TWO 

2. Review of Related Literatures 

2.1. Introduction 

In thi s section literatures related to the topic will be discussed. Ethiopian pri nt med ia history 

incl udi ng magazine will be described. Theor ies that support the study li ke uses and grati fi cat ions 

theory wi ll be presented and the reasons to study aud ience research and readers media 

satisfactions will be addressed in this sect ion. The literature review starts wi th the discussion on 

why audience research is done. 

2.2. Media and Audience Relationship 

Media and society has close re lat ionshi p. Med ia works fo r the society. And societ ies are the 

main sources of media. All news, programs and other events are about society. Ins ide society 

there are so many social, po litical , econom ic and cu ltura l activities. Med ia fo llows and presents 

these activities in the form of news, programs and features us ing journalistic presentat ion. If the 

contents of the media are not touching the heart beat of the society it may offend them. 

According to Ha llahan (20 I 0), if media content reflects viewpoints that are rad ically different 

from the audiences they serve, the result could be lower readersh ip, li stenership or viewersh ip. 

Hallahan added to avoid the consequences, th us most mass media are working to serve the 

in terests of the society. Media works to create pub li c consciousness about the issue and ex isting 

va lues of their communi ties. (20 I 0) 

Media has a strong power. "Any information" that is presented by any mass med ia is taken as 

"true". And that information may lead the society to take public actions. 

Various institutions in society exert different fo rms of power. Government 

exerci ses politica l power, banks control financial power, and the mili tary manages 

a society's coercive power. ... The analogy fo r the power accorded the med ia is 

symbolic power, which de fi nes as any expression that conveys information or 

symbolic content to intervene in and influence the course of public action or 

events (Hallahan , 20 I 0 p.1 15). 

Med ia covers social, po litical , cul tura l and econom ical issues of the society. For example during 

po lit ica l election and during economic inflat ion and de fl ation the role of med ia in shaping the 
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attitudes of the society is undeniable. Media can shape the society's att itude and stand in the way 

protect their country from mess. In add ition Media works to protect soc ieta l symbols. Hallahan 

(20 I 0) argues that Media also serve as cultural caretakers of the symbols important to a soc iety 

along with schools, churches, libraries and arts institutions. In this role, media are entrusted to 

preserve a society's symbols, and to protect and use them responsibly. 

Media works having three main roles; these are entertaining, informing, and educating the 

society. Through entertainment media can educate and inform the society. Media covers issues 

about the society thus media contents has direct relationship with audiences. And the audiences 

are eager to know that the societa l symbols are covered in media issue. " When audiences are 

critical of media content, they genera ll y complai n that symbols important to them are absent 

from public exposure, or have been usurped by symbols representing competing beliefs and 

values, or have been used inappropriately in media portrayals. Understand ing these deep rooted 

symbolic meanings for audiences helps exp lain why med ia content has become such a passionate 

issue for many groups in modern society" (Hallahan, 20 lOp 131). 

Since media has power and it is a ll about the society, it has to investigate and know every detail 

of that given society. Media can shape the societies cu ltu re based on facts. In th is regard 

Hallahan (20 I 0) agree that, Media can shape culture through the stra ightforward conveyance of 

data, facts, or information. However, stories are especially effective in cultural processes because 

they involve audiences by entertaining them and by cha llenging them to make sense of the 

story's symbolic meaning. Media writers, ed itors and producers must be knowledgeable about 

the culture of the audiences they want to reach, including the symbols and stories familiar to 

them. 

Therefore, to answer the needs of the society III terms of "content" and to sat isfy listeners, 

viewers and readers, audience research is mandatory. 

The quest ions "Who is listening?" or "Who is watching?" are surely not 

unwarranted or even remarkable questions to ask. Certain ly the broadcasters need 

to know someth ing about the people who are watching or listening. In all kinds of 

human communication activity we think about the person or persons with whom 

we are communicat ing (Mytton , 1999 p. 14) . 

71 Page 



The author added , in our every day activity and every communication with peop le, if we do not 

kn ow the person befo re our first meet, it is adv ised to thin k what to say, and try ing to research 

simple th ings about the person that wil l help to make effecti ve communication. Then we need to 

care on what to say, and how to say. He exp la ins that th e same is true on media, when a 

journa li st is on ai r or a prin t med ia public ize something to audi ences we must know that, what 

the audiences expect from us. In addit ion media need to tell the story with great care, not to 

offend its audience. Th us making audience research will help to know the strong and weak side 

of media organization in terms of content and style of presentation ( 1999). 

Accord ing to Mytto n, Audience research is not only to know who is li stening, viewi ng or reading 

but it is beyond that by audience research we mean the d ive rse methods and techniques used to 

find out abo ut the audi ence. The book strengthens the use of audience research saying without 

audience research we can't reach our target aud ience in our message (1999). 

Kitz inger, c itin g Hal l ( 1980) the late 1970s audience research by Stuart Ha ll 's mode l of encoding 

and decoding was established as a turn ing point in audience research . Hall argued that texts are 

po lysem ic and that there is no necessary correspondence between the message encoded by the 

film or program maker and that decoded by audiences. To understand the ro le of the media, Hall 

argued that one must discover how different groups respond to any particular program. Hall 

promoted a social theory of subjectiv ity and meaning constructi on, arguing that audience 

research shou ld be in the business of locati ng "s igni fican t clusters" of meaning and linking th ese 

to the social and discursive positioning of readers (2009). 

2.3. Why to choose one Media over the other 

To und erstand why peo ple prefer one medium over another, it is necessary to in vestigate their 

motivations . Bryant & Z il imann suggests that users wo uld choose one med ium over another 

based on the attributes of the new medium, he named five factors: re lative advantage, 

com pat ib ility, complexity, trial ability, and observability (1985). 

In addition , medi a are a lso chosen based on the function they fulfill in a person 's life and how 

efficientl y they fu lfi ll that fu nct ion. Funct ion can also be considered a contextual variable, as 

indiv iduals may use the same medium differentl y (Zang and Kudva, 20 11 ). 
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Readers may prefer one magaz ine from the other with their own experi ence and reasons. Some 

may be interested to read because of the theme, the geographi ca l re lation to them, the sensiti vity 

of the issue and other reasons. 

I. Theme: is about what the story IS all about. The contents raised on the material are 

incl uded . 

2. Origin : Where d id the story come from, staff, wire serv ice or reader. It is about what the 

story is talking. 

3. Geographic focus: Is it a loca l, state, regional , nat iona l or intern ati onal story? This 

indicates the sto ry and the geogra phical relat ionship between the story and the reader. 

4. News sty le: How is the story written? Is it a straight-news, inverted-pyram id style or does 

it use a more narrat ive, feat ure-sty le of wri ting? Is it commentary, criti cism or adv ice? 

5. Visual complex ity: Does it use photos, graphics or color to te ll the 

6. Front page diversity : Ethnic diversity of photographs and gender d ivers ity of sourcing on 

a ll front page stor ies. 

7. Overa ll counts : Measures of tota l number of stori es by type, length , propOit ion of area, 

etc. 

8. Content organization: Sectioning, content promotion, typographic and other overa ll 

measures were also studied (Readersh ip Institute: 200 I). 

2.4. Various Types of Magazines 

Magazines have their own class ifications based on the contents they produce. These are genera l 

interest, scholarly and sensati ona l magazines. 

Most magazines in Ethiopia covered the issue of polit ics, econom ic, soc ia l, culture, arts and 

other enterta in ments so according to the c lass ifi cations they lay at genera l interest magaz ines. 

2.4.1. General Interest Magazines 

This type of magazine is publi shed for a wide ang le of audi ence and the focus is either on one or 

many di ffe rent subjects. Every genera l interest magazine is ta il ored for a specific enthus iast 

reader. These are not only fun to read but also provide informat ion on topics where a common 

man wo uld li ke to read. Stories, artic les and a lot of photographs and pictures are included in it. 

Entertainment, viewpo in t promotion and product sa le are the main ideas behind every general 

interest magazines (www.blesseddig italtt.o rg) . 
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2.4.2. Scholarly Magazines 

Such magazines focu s on academics. You can get in-depth in format ion on many subjects. The 

format of providing information in a scholarly magazine is seri ous and so the text book alike. 

You wi ll find more of graphs and charts rather than pictures. Teach ing and providing help in 

researches is the main plll'pose of scholarl y magazines (www.blessedd igitaltt.org). 

2.4.3. Sensational Magazines 

You wi ll find sensat ional magazines in a newspaper like format. They are th in , but large in size 

as compared to other magazines. Sensational magazines are sa id to thrive on creating a stir. 

Flashy headlines are used for attracting attention of the readers and the main focus is on stories 

related to celebrities or any other amazing stories. Such magazines are usuall y more picturesque 

than stories that are inc luded in sensat ional magazines. These are also known as tablo ids 

(www.b lessedd igital tt.org). 

2.5. Magazine contents 

Whether it is General interest, Scho larly or Sensational magazine it will share some common 

contents. This can be news, feature, entertainment, biography and others, under different 

co lumns. 

2.5.1. News 

Rudin & Trevor, (2002) defines news as Information about a break from the normal flow of 

events, an interruption of the expected. Information people need in order to make rational 

decisions about their li ves can be taken as news informat ion. 

News is information or a story about a recent phenomenon. It is a ti ding, new or interest ing 

information, fresh events reported. Others sa id it is the first rough draft of the history. News is all 

about an immediate happening, important, and the things that have impact on our li ves. And 

whenever one thinks about news; words that express time and va lue like "recent, story, news and 

interesting, fresh , timely, etc" wi ll come to mind (Hicks: 2008 p. 10 I). 

There are two types of news. These are hard news and soft news. Rudin & Trevor (2002) defines 

hard and soft news as fol lows. 
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Hard news is important to large numbers of peop le. It has impact and consequence, and it is 
a lways t imely. Hard news is informat ion of importance about events of sign ificance. A hard 
news story will cover most of the basic facts. And it answers the 5 WH and H questions. 
Hard news is not enterta inment. 

Soft news dea ls with human interest story involving a prominent person. It includes an unusual 
story that peop le like ly wou ld discuss with their fr iends . Such news has less important and has 
litt le consequence, however it entertains as well as informs. It is less t imely (or sometimes not at 
a ll ), most of the time stories in soft news involves human interest stor ies, and appeal s more to 
emotions than inte ll ect. Stories about lifestyles, home and fam il y, the arts, and enterta inment are 
inc luded in soft news. 

2.5.1.1. News criteria 
Richard and Trevor (2002, pp. 5-7), in their book sets news se lecting criteria, and according to 
them one story to be news it has to ful fi ll the fo ll owing criteria. 

Frequency: When the event happened related to the frequency of publication. 
2 Threshold: The event must be ofa certain size two people kill ed in a road acc ident would be 

less newsworthy than the deaths of 12. 

3 Clarity: It must be clear and easy to understand what happened. 
4 Meaningful: It must be related to the culture of the soc iety in which it is reported . 
5 Consonance: Perhaps surpri s ingly, if the news is pred ictab le and even expected it has more 

chance of be ing inc luded in journalist ic media except when it is 
6 Unexpected: and rare happen ings 

7 Continu ity: Once it is news it will conti nue to be news. 

8 Composition: News overall is balanced so that there IS a range of sto ries to interest the 
consumer dependi ng on the readership or audience profiles and particu larl y on the 
demands of advertisers. 

9 Concentrat ion: On elite nations and individuals (the mOSI obvious example be ing the 
President of the USA who clearl y fits both categories). 

10 Person-centered : Someti mes cal led human interest 

II Negativity : Bad news is ' better ' than good. 
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2.5.1.2. News in Magazines Perspective 

McKay (2000 p. 82) described what news in magazine perspective is. And he said , 

In magaz ines, with specia li st readership, news could be almost any piece of 

in formation or op inion that might be of interest to the readers and that they did 

not know before, although even the second part of that statement shows how 

much scope there is for interpretation ... 

And the writer added "unless readers can be depended upon to read every page in every issue of 

publicat ion it may we ll be that editors have an excuse (or, more positi ve ly, a duty in the case of 

trade and profess ional publicat ions) to keep certain types ofjofo rmation before thei r aud iences." 

2.5.2. Feature 

In magazine product ion it is not only the content that matters for readers but the presentation. No 

doubt at all that the best stories on any given day, in fact , need to be both important and 

interesting. Accord ing to media profess ional stories in any media fairl y classified in to two 

genres: hard news and soft news; the latter most of the time referred as features. 

Many newspapers, magazines and online-news sites assign feature sections for storics about 

lifestyles, home and famil y, the arts, and entertainment. Larger newspapers even may have 

week ly sections fo r specific kinds of features on food , health, education, and so fo rth according 

to Potter (2006). 

Feature writers according to Potter (2006) often begin with an anecdote or example designed 

primarily to whet the aud ience' s interest; plot wi ll fl ow smoothly creati ng some sort of suspense 

art istica ll y without losing its factua lity. In feature writing the crux of the matter will not 

immediately as that of news stories. Features can help to explore complex social problem in way 

it doesn' t kill the interest of readers and it is an effective way to tell individual human stori es 

about how people are experiencing life. Feature headlines, on the other hand , may only hint at 

the story' s content, since they are written primari ly to pique the reader' s curiosity. 

2.5.3. Photo 

There is an old saying that a picture can speak thousand words. Pictures can represent real ity as it 

is, they can tell , narrate and ill uminate stori es and give peo ple a chance to understand events as it 
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happened. In magaz ines the quali ty of photographs are priceless. Espec ially where th ere is war, 

fa mine, sports and d iffe rent events photographs can se ll a magaz ine. For example, fo ll owing 

both the terror attacks of September I I and the launching of the US war on Iraq , there were two 

and a half t imes the number of photos in the fro nt sections of a paper li ke the New York Times 

than it regularly featured in peacetime (Ze lizer, 2004 and Wahl-Jorgensen and Hanitzsch 2009). 

In magazi ne production it is not on ly the num ber and quality of photographs that matters but the 

s ize and pos ition also can make a d iffe rence. Wanta ( 1988), in his first-l evel ana lys is, the size of 

a photograph was fo und to influence readers' perceptions of im portance. 

Most agenda-setting stud ies examine the content of th e media as defined by wo rd s. However a 

few have included visuals, such as photographs or telev ision video, and fo un d evidence fo r 

visua l agenda-setting effects. In the 1980s, in America, a study conducted on the content of 

photographs on magazines showed that most photographs pub l ished on newspapers showed that 

photographs represent the whole body of women while it portra it men focusing on their head. 

Thi s according to researchers implies that if one fu lly and meaningfully wa nts to depict a woman 

should ta ke wrest to head whil e th e power ofa man is hi s mind so that the foc us shou ld be on the 

head. Support ing this Wanta ( 1988) first-level ana lysis, stated that the size of a photograph was 

fo und to intl uence readers' perceptions of im portance Jorgensen and Hanitzsch (2009). 

In current days where news med ia ' s are in competit ion to de li ver the first hand in formation it' s 

common to see photos and videos taken or shot by even mo bi le phones as a news footage. 

Blanco (2005) strength the idea say ing break ing television news frequentl y re lies on camcorder 

footage, photographs taken on mobile phones and other fo rms of citizen j ournal ism. 

Po li ticians have become adept at staging events and "photo opportun ities" In order to attract 

coverage, even when they have no rea l news val ue. 

Magazines are a product of texts and photos. Using texts the magazi ne will te ll "what happed" 

and using "photos" it support the issue. If yo u observe any print media, if there is photo there are 

some texts whi ch describe about that photo in the area which is ca ll ed capt ions. Even if there are 

powerful photos th at can tells more about the issue without any captions, using capt ions in 

photos wi ll help the readers to identify who in the photo, when and where the photo is taken and 

other staffs, posting photos needs se lect ion. Accord ing to Potter "The photograph and capt ion 
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together fo rm a sma ll sto ry that the reader can understand without having to read the text of the 

story that accompan ies it" ( 2006 p. 36). 

2.5.4. Entertainment 

The other content that we can fou nd in any magazine pub lished in the purpose of ente11aining is 

issues related with enterta inment. The enterta inment is info rm ation that can help the readers to 

have some fun wh il e readin g or the information that has no any relevance but helps the reader to 

relaxation. According 10 Jo rgensen and Hanitzsch Stories concernin g sex, show business, human 

interest, an ima ls, an unfolding drama, or offering opportun iti es for humorous treatment, 

entertaining photographs or w itty head lines included in entertainment. (2009). 

What const itutes enterta inment is even more vari ed. It might be joky pictures of 

ce lebriti es (More!), pin-ups of bare-breasted g irl s (Front, Loaded, GQ) or of red­

breasted mergansers (Birds, BBe Wi ld life), profi le artic les about po li t ic ians (New 

Statesman) or sportsmen (Shoot), romantic fictio n (The People' s Friend), qui zzes, 

horosco pes, personal columns or rea l-l ife stories of the ' My best fr iend sto le my 

husband so I bedded hers' variety (That's Life!) . Somet imes reading magazines 

even becomes a grou p acti v ity when frie nds choose to chat together about what 

they ' ve read. (Mckay, 20 lOp. 3) 

2.5.5. Interview 

Potter defined interv iew "as information, opinion, or experience shared by a source in 

conversat ion with a reporter". According to her what makes an interview a littl e different from 

an ord inary conversation is that the reporter determines the d irect ion of the questi oning (2006 p. 

17). 

Most of the time the news med ia make interview with eye witness, victims and others who have 

an experience related with the issue rai sed by the journalist is to get first hand information on the 

issue. Whether it is broadcast or pri nt interview is the backbone to any news media. Accordin g to 

Potter (2006) Reporters use both primary and secondary sources when report ing news stories. A 

primary source could be an interview with a person who has d irect experience of an event or 

topic, or an origina l document re lated to that topic. 
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Reporters can do interviews in person, by te lephone, or online via e-mail or instant messag ing. 
" It's never worth quoting everything someone says in an interview" (Potter, 2006 p.153). 

2.5.6. Opinions 
" Everyone has the right to freedom of opin ion and expression; thi s ri ght incl udes freedom to 
hold opin ions without interference and to seek, receive, and impart information and ideas 
through any med ia and regardl ess offronti ers" (Potter, 2006 p. 60). 

In some magaz ines and news papers there is op inion columns used to publi sh people's opinion. 
Potter (2006) agreed that Opinions have the ir place, but in the best-edited newspapers or 
magazines they confined to the ed itori al pages and guest writer co lumns. Those opinions are 
written by readers of that magazine or news paper and the issue can be someone 's experience, 
observation , ru mors and on other soc ial issues. On the other hand Wahl- Jorgensen and 
Han itzsch: 2009) agree as Personal opinions are un ique and contextual. And they always depend 
on the person and the situation at hand. Also Opin ions may however be influenced by various 
ideolog ies as we ll as by persona l ex periences. 

2.5.7. Other Issues 

The other magazllle content accord ing to Wahl- Jorgensen & Han itzsch is peop le ' s profi le 
(B iography) . This is human interest story. People most of th e time wants to know more about 
celebriti es: Stori es concern ing peop le who are already famou s. (2009). 
In addition there are some stories related to The Power Elite, Sto ries concernlllg powerful 
individuals, organ izations or institutions, Stories that have an element of surpri se and/or contras, 
Stories with particul arl y negative overtones, such as conflict or tragedy, Stories with particularl y 
positive overtones such as rescues and cu res, Stories that are perceived as sufficientl y significa nt 
either in the numbers of peo ple invo lved or in the potential impact, Stori es about issues, groups 
and nat ions perce ived to be relevant to the audi ence, Stories about subjects already in the news 
(2009). 

The other IS Letters page; Man y magazi nes carry letters pages and these are often good 
ind icators of the tone of a magazine. The page helps to post diffe ren t feedbacks, readers' 
correction and others. The problem is that magazine is monthl y, however, is that by the time a 
letter has arri ved in the office and found its way into an ed ition of the magazine, several months 
may have passed because of th e long lead time to pu bl ication . (Mckay, 20 I 0). 

15 I P age 



2.6. Magazine Design and Layout 

Design can establ ish brand identity for a magazi ne. A magazine with creative design and layout 

can call for cl ients. Good design can capture reader's attention visually; can commun icate 

content quickly and eas il y so the reader understands the message and Organ izes in formation to 

allow access 

According to George (1995), Effective page layouts capture a reader's attention long enough to 

get the message across. An effect ive page layout will also make the informat ion contained in the 

page easier to assim ilate. There are three important ways of creat ing an effective page layout: 

visual hierarchy, visual balance, and visual consistency. 

In an effective page layout, each graphic and textual element will have a visua l prominence that 

is appropriate to its role in conveying the message; there must visua l hierarchy. The prom inence 

of an element is determined by its size and the extent to wh ich it contrasts the surrounding 

material: a bigger size is more eyes catch ing, as is an element that is presented in bold or 

contrasting colors. Ideally, a clear hierarchy must be evident. Summary statements such as titles 

and key phrases must stand out. Ill ustrations must not dom inate the text that they ill ustrate . For 

instance, what is more impOitant in a cover page, the title or the name of the author? Is the tit le 

more or less important than any cover graphics? The appropriate hierarchy must be clear in the 

prominence of each element. 

The elements of a page must al so be arranged so that they appear balanced . Visual ba lance has to 

do with the location of elements, and the relative amounts of mater ial and empty space. If 

elements that are more prom inent are located in the lower half of the page and towards the center 

or in the lower left quadrant of the page, the overall page appears more stab le and ba lanced. A 

page does not have to be symmetrica ll y la id out for it to appear ba lanced, but symmetri c pages 

appear balanced. 

The amount of material and empty or white space must also be balanced. If there is too much 

materi al, the page wil l appear busy; if there is too much wh ite space, the page will appear empty. 

In genera l, it is better to err on the side of too much white space. White space also helps in 

differentiating the different elements on a page. If two different elements are to look di stinct, 

there must be adequate white space between them; if an element needs to be highlighted, 

increase the amount of white space around it. In particular, there must be adequate white space in 

the margins of the page; to do otherwise makes the elements "slide off ' the page. 
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A page layout can be made more effect ive by incorporating structure into the layout. This will 

create a sense of visual consistency when viewing the document. A structured layout is a 

consistent layout, with identical headers, footers, page numbers, and column widths. Graphics 

will be located similarl y in different pages, and will be of approx imate ly the same visual 

prom ll1ence. 

2.7. Newspaper Quality Indicators 

Accord ing Merri ll ( 1968) news has its own qua lity indicators, which will he lp to increase the 

level of readability. Those qualities include the financ ial independence, emphasis in politics and 

others. Since most researchers used their own criteri a to evaluate newspapers (the criteria is 

subjective) cannot be taken as the onl y criteria to examine newspapers quali ty. 

Those quality indicators can also be taken as magazine qua lity ind icators, because, it is about the 

fi nancial backgrounds, the coverage, and about the quality of staff members. To mention some 

qual ity indicators:-

I. Independence; financia l stability; integrity; social concern ; good writing and editing. 

2. Strong opinion and interpreti ve emphasis; world consciousness; non-sensationalism 111 

artic les and makeup. 

3. Emphas is on politics, international relat ions, economiCS, social welfare, cu ltural 

endeavors, educat ion, and sc ience. 

4. Concern with gett ing, developing and keeping a large, intelligent, well educated, 

articu late and techn ica ll y proficient staff. 

5. Determ ination to serve and help expand a well educated, inte ll ectua l readership at home 

and abroad; des ire to appeal to, and influence, opinion leaders everywhere. 

6. Ethics: The other facto r is Ethics Sm ith (1999). Plagia ri sm and fab rication can lead to 

mistrust and dissatisfaction of readers. Thus, journalist' s has to be never sacrifice eth ics 

in pursuit of anything. The journa li st shall regard as grave professional offences like 

plagiarism, ma licious mi srepresentation, cal umn y, slander, libel, unfounded accusations, 

and the acceptance of a bribe in any form in considerat ion of either publicat ion or 

suppress ion 
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2.8. Newspaper Style 

News writing styles in broadcast med ia and in print media has difference. The difference is come 

fro m the characteri sti cs di ffe rence of the two med ia. On TV we are telling the story using videos 

and sounds, in Radio we are using sounds but in print med ia we are tel li ng stories using wo rds 

and pictures. So on TV we are te ll ing stories with sim ple words that support the videos and in 

Radio we are narrating the story using actualities . Print media mostly using newspaper writ ing 

sty le, but it doesn't mean all magazines are written using thi s style. Newspapers most ly focus on 

News while magazine on analysis. " Writing for newspapers is more urgent than writing for 

magazines, which are usually produced weekl y, fortnightly, monthly or quarterly. Newspapers 

are also more tight ly constrained by space whereas magazines allow for more in-depth, 

descripti ve and timeless pieces." Rudin & Trevor, (2002 P.46) 

There are some featu res magazine shares from Newspaper style . News in newspapers edited 

from the bottom up, magazines also edited in the same way. As old ed ito rs li ked to say, a page 

fo rm is not made of rubber. It won' t stretch. What doesn't fit is thrown away. Historians trace the 

invel1ed pyramid, which is not the trad iti onal style of British or other foreign newspapers, to the 

American Civ il War, when correspondents, fearing that the telegraph would break down before 

they cou ld fi nish transmitting their dispatches, put the most impol1ant in format ion into the first 

paragraph and continued the story with facts in descending order of news va lue. During the days 

of letter press printing, the makeup ed itor fit lead type into the stee l chase by the simple 

expedient of tossing paragraphs away from the bottom unti l the type fit the all otted space. In 

modern offset lithography the same job can be accomplished by a razor blade or a computer 

delete key; the ed iting, especially under time pressure, is often sti ll done from the bottom of a 

story up. 

The read ing of a newspaper matches bottom-up ed iting. The reader's eye scans the head li nes on 

a page. If the headline indicates a news story of interest, the reader looks at the first paragraph. If 

that also proves interesting, the reader continues. The reader who stops short of the end ofa story 

is basically doing what the ed itor does in throwing words away frol11 the bottom (Fang, 1991). 

2.9. The History of Print Media in Ethiopia 

Historical ev idences show that newspaper publication 111 Ethiopia started during the reIgn of 

Emperor Meneli k II ( 1889-1 9 13). Accordingly newspapers were sta rted in Ethiopia by a Lazarist 

miss ionary known as Father Lorenzo Biancheri. Later on, the Swed ish Evangelical Mission 
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established a small printing press at Kankullo, near Massawa in 1885 (Meseret, 2013). The first 

Ethiopian newspaper by Ethiopians, however, was "A 'emiro" (consc ious). At the beginning the 

newspaper was written by hand and distributed to few e li te peop le from 1902 to 1903. Following 

A 'emiro, Le Semeur d'Elhiopie; 1905-1911, Le Courier d 'Elhiopie; 1913 -1920 and Berhan ena 

Selam (l ight and peace) 1925- 1935 were earlier newspapers (Lu lie, 2008). 

Inspired by World War I, in 19 14, newspapers like Yelor Wore ('War News') and Le Courriel' 

d'Ethiopie (,The Eth iopian Messenger') appeared in Am haric and in French respectively . In 

1917, Goha TsEthiopian Broadcasting Aulhorityh (,The Dawn ') was pub lished in Amharic. The 

major newspapers from 1923- 1936 were: Ailhiopicos Kosmos ('Ethiopian World') in Greek 

language in 1925; L 'Elhiopie Commerciale in French in 1932, Albia Kokab ('The Morning Star') 

and Ye-Ethiopia Demls ('Voice of Ethiop ia') in Amharic in 1934; were published by Ethiopians. 

Ye-Ethiopia Demls was silenced by the Italian aggression on Ethiopia and was reissued in 1958 

(Mekuria : 2005). 

From 1935 -1941 the development of Ethiopian press was interrupted by Ita lian invasion to 

Ethiopia. However some insurrect ionary newspapers li ke sendeq Alamachin (our flag) were 

published and d istributed to liberation patriots and to the Ethiopian people who were able to 

read. Following the defeat of Italy some affirmative measures that encourage the growth of the 

press were taken by the Imperial regime. Kaplan (1971 p.326) on these measures writes the 

following. 

In the post-L iberation period ( 194 1- 1974), a number of decrees were passed 

recogn izing freedom of speech and expression and a llowing the existence of a 

private press. These included the decrees of 1942 (1934 E.C.) and 1944 (1936 

E.C.), the Revised Constitution of 1955 (1948 E.C.), the pena l code of 1957 (1949 

E.C.), the draft constitution which was presented to the country's highest 

constitutional assembly in July 1974 (Hamle 30, 1966 E.C.), and a decree which 

was pub li shed in Add is Zemen in March 1975. 

As a resu lt a number of private newspapers and other periodicals that deal with political , 

economic, social and rel igious issues came to life . It was, however, difficult to correctly identify 
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which of these periodicals were privately-owned and independent in their operation (Kaplan, 

1971). 

Addis zemen (new era) and the Ethiopian Herald were on market since 194 1 and 1945 

respectively and owned by the government since their establishment. The former is published in 

Amharic which is the official language of Ethiopia while the latter is in English and at the same 

time one is almost the trans lation of the other. In the 1970s there were six dailies and II 

weeklies. 

In 1974 the military regime wrested power from Emperor Hai lese lasse I. During thi s time party 

owned newspapers like Serto-Ader (workers), Meskerem (September) and Yezareytu Ethiopia 

(Ethiopia Today) were published along with the previous Addis Zemen and The Ethiopian 

Herald newspapers (Aadland and Fackler, 1999). In the first three years of thi s regime there 

were open public di scussions and there were great hope that this media freedom will stay long 

but it was mere hope. Dictatorship overwhelmed the country and press was under the control of 

the government. 

The over throw of the Derg regime by the then guerrill a fighters brought a landmark change on 

the Ethiopian media terrain by accepting freedom of expression and other bas ic human rights 

declared by the 1948 Universal Declaration of Human Rights. The then Trans itional Government 

of Ethiopia ratifi ed proclamation 34/92 which gives the right of expression and abo li shed any 

form of censorship which is later on also confi rmed by the 1995 Constitution of Eth iopia under 

Article 29. After the bill many independent newspapers and magazines flourished but most of 

them suffered from fact-checking problems (Aadland and Fackler, 1999). As a result although 

the numbers vary from 1992 to 1997 there were about 385 publicat ions; of wh ich 265 were 

newspapers and 120 magazines. At anyone time, there were probably about 20 different 

newspapers for sa le in Addis Ababa at that time (ibid) . More than half of these were closed down 

and after ten years in 2005 there were a renaissance of newspapers again but right after the May 

2005 controversial elect ion many of the independent newspapers closed down; editors and 

journalists were taken to jail sued for treason which is punishable by death and today there are 

about 20 newspapers and magazines. It is therefore possible to conclude that Ethiopian aud iences 

(readers) have never been constantly enjoy ing diversi fied ideas from branched out newspapers. 
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2.10. The History of Magazine in Ethiopia 

On the book by Meseret (2013) there are tables describ ing the li st of newspapers and magazines 

appear w ith in hundred years in the country. And in th is paper the research er took on ly the li st of 

magaz ines and presents in the fo ll owing table, and from the tab le it can be easily predicated 

which the first magaz ine in the country was. 

Table I: List of Newspapers anti magazines (Ippearetiwithin ""ntireti years 

Publication 
Year Launched 

Frequency 
Languag 

Ownership Place 
fDiscontinued e 

Aethiopien Germen, Addis Ababa, 

Korrespondence 
1926 - 1933 Monthly 

French 
Australian Consulate Paris , Vienna & 

(Ethi opian And 
Correspondence) English Berlin 

• Kesate Berhan 1934 - 1936 Monthly Amharic Addis Ababa 
"The III urn inatar" 
Berhanena Selam "Light 

1942 - 1950 Monthly Amharic Government Addis Ababa 
And Peace" 
Metsihete Ityopya 
Teklehaimanot 

1946 - 1994 Amharic 
Ethiopian Orthodox Addis Ababa 

" Eth iopian Magazine Of Church 
Tek lehaimanot" 

Med io Oriente "Eastern Ita lian, 
Addis Ababa, 

Media" 
1952- Unknown Month ly 

French Asmara 

Ethiop ian Magazine 1952-196 1 English Asmara 

Zena Betekristian 
1954- Unknown 

Amharic, Ethiopian Orthodox Addis Ababa 
"Church News" Geez Church 

Menen 1955-1957 Monthly 
Amharic, 

Ethiopian Patrioti sm Addis Ababa 
English 

Kesete Berhan 
Kesat" Berhan "The 

1963- Unknown Monthly Amharic 
Association Of Harar 

Illuminator" Ethiopian Orthodox 
Church 

Dimtse Tewahido "Voice 
1963 - 1992 Amharic 

Ethiopian O,thodox Addis Ababa 
Of Incarnation Church 

Tinsa' Ae "Resurrection" 1966 - 1994 Am haric 
Ethiopian Orthodox Addis Ababa 

Church 

Addis RepOiter 1969 - 1975 Weekl y Engli sh Government Addis Ababa 

Ethi op ian Mirror 1969 - 1972 Weekly English Government Addis Ababa 

Tsedey "Spring" 1972- 1975 Monthly Amharic Pri vate Add is Ababa 

Fikrena Selam "Love 1974 - Still In 
Amharic 

Ethiopian O,thodox Addis Ababa 
And Peacel! Operation Church 

Yemisratch "Tidings" Both Unknown Monthly Amharic 
Mekane Yesus Addis Ababa 

Lutheran Church 
* Based on the informatIOn ji-om the above table the magazine called Kesate Berhan ''The 

!lIuminator" that appeared in 1934 has to be theftrs! Amharic magazine in the country. 
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2.11. Kesate Berhan "The Illuminator" Magazine 

"kesete Berhan" magaz ine was launched in 1934. It was a digest of var ious scholarly writ ings 

trans lated into Amhari c from different languages such as French, English and Arabic. It was 

designed to acquai nt the Ethiopian pub li c with the modern thinking of scho lars in different parts 

of the world . It particu larly dea lt with the sciences and the arts. Its full title was kesate Berhan 

Le libbe tebiban (the Il luminator fo r the wise in Heart) . And it was pub lished by Bete Saida 

Printing Press . Its annual subscription rate was 3 Birr or 25 Cents per copy. Despite its 

popularity, kesate Berhan was irregu lar, sometimes issued once in three months. The magazine 

discontinued up on Italy' s occupation in may 1936 (Meseret, 20 13). 

2.12. Magazine In Current Days 

Based on Ethiopian Broadcasting Authority Nine months report by the end of March, 2014 there 

are 19 private magazines circu lated in the country with two languages, these are 18 magazines in 

Amharic language and one in Engli sh. The below table shows, the list of magazines, contents of 

those magazi nes and num ber of circulations. 

Table 11: List a/Magazines Circulated By the end a/March 2014 

No Name Of The Magazine Language Frequency Content Monthly 
Circulation 

I Fact Amhari c 15 days Pol itics, Economic, Social 69,000 
2 Lomi " Weekly " 52,000 

3 Addi s Guday " " " 49,000 
4 Nigist " 2 months Culture And Arts 9,000 

5 
Ethi opian business 

" review 
Monthly Commercial & Advertising 7,750 

6 Enq u " 15 Days Politics, Economic, Social 6,400 
7 lano " " " 5,985 
8 Konjo " " " 5,900 
9 Nationa l Constructi on " Monthly Constructi on 5,000 
10 Arhibu " " Politics, Economic, Social 4,000 
II Abol " Weekly Culture, Arts 3,700 
12 Tuba " 2 months Politi cs, Economic, Social 3,000 
13 Sink " IS days " 2,000 
14 Wub " Monthl y Fashion & Modeling 2,000 

15 Life " 15 days 
Culture, AI1S, Social, 

1,500 Economic, Entertainment 
16 Menafesha " 15 days " 1,500 
17 Africa post " " Poli tics, Economic, Social 1,500 
18 Passion SPOl1 " Monthly Sport 1,500 

Source: Ethiopian Broadcasting Authority 
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2.13. Theoretical Frame Work 

This research mainl y depends on uses and gratification theory. 

Uses and Gratifications Theory 

What are people's motives in reading magazines? What are the uses of Reading magazines? 

What needs are gratified, what sat isfact ions are derived? An attempt to answer these questions 

leads to the Uses and Gratificat ions theory. Although different scho lars give different typo logy 

of Uses and Gratifications, Elliot (2008) give four types of media-person interactions: 

surveillance (information gathering), persona l identity, personal relationship (social integration 

and interaction) and diversion (entertainment). 

The uses and gratification parad igm has been used for long to study med ia effect. The not ion 

however has been known for lacking concept clarity and inconsistencies of its mean ing. 

Different scholars define it differently based on their target of investigations (B lumler, 1979). 

The notion gratifications obtained for example according to Krcmar and Strizhakova (2008: 

pp.55-56) "may be used to assess whether or not the initial media use motive was satisfied .. . or 

used to measure broader out comes, such as satisfaction or enjoyment". 

Gratification sought and obtained: researchers on media uses and gratifications found that the 

end resu lt of media might be different from the initial motives that push audiences to watch, read 

or listen to media. For example a person may read to a magazine to avoid loneliness but after 

awhile thi s person will become lonelier than ever. That is a gratificat ion sought may not be 

obta ined. According to Krcmar and Strizhakova (2008 p. 55) grat ification sought and obtained 

are not necessaril y similar. They can be different and gratifications obtained from media may be 

neither reward ing nor enjoyable. Hence "gratificat ions sought are those that that we bring to 

media use situat ion: we want to pass time, we want to fee l a sense of social compan ionship, and 

we want to learn something". 

On the other hand Grat ifications obtained are those that result from a med ia use situation: we 

experienced physiological arousal , we al leviated boredom, or we exacerbated it (Krcmar and 

Strizhakova: 2008). The implicit assumption of media use, in thi s case, is grat ifying; however 

thi s contradicts with earlier researches that assume the satisfact ion of media use is mostly 

unintended which deals with earlier theories of pass ive audience (Katz et al. 1974). 
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Scholars questioned whether li steners and readers have an access according to their media 

motives. Krcmar and Strizhakova (2008) argue that both consc ious and unconscious factors 

determ ine the behaviors of audienceslreaders that make motives for media use are not all the 

time accessible to li steners/readers. 

People who sought positive gratification at the beginning wi ll probably end with negative 

gratifications due to unintentionally obtained programs/ or stories. Such results questioned how 

much people are active and in contro l of unintentional programs in the process of ful fi ll ing their 

physiological and psychological needs as the Uses and Grat ificat ions paradigm researchers 

believed to be. Uses and Gratifications theory however remains a point of refutation on the po int 

of active audience. Moreover, Ell iot (2008) have criticized this paradigm for its unidirectional; 

. . . Uses and Gratifications data can only point in one direction; towards a justification of the 

present situation .. . If the media output audience satisfaction nexus were explored in the Uses 

and Gratificat ions terms, the on ly conclusion would be that the audience was getting something 

out of it. But that is not in dispute. The issue in di spute is whose interests are being served in the 

process, and that is an issue which the approach itsel f is powerless to elucidate. 

The tenet of Uses and Gratifications paradigm asserted that listening radio/watching 

Te levision/reading magazine or newspaper is goa l oriented. That is people use media actively. 

The goal can be known from audiences/readers themselves and they are sufficiently self-aware to 

be ab le to report their interests and motives in particular " . . . media use is most suitably 

characterized as an interactive process, relating media content, individual needs, perceptions, 

roles and values and the social context in which a person is situated" (McQuai ls, Blum ler and 

Brown, 2008 p 440). Similarly Elliott (2008) sa id that audiences/readers actively se lect their 

media usage in order to maximize its gratifications. People are credited with more control over 

their own activities. They are purposive. The activ ity of media consumption is directed toward 

the achievement of certain goals- the grati ficat ion of certain needs. 

Media use exposure in selecting spec ific med ia content and program or select newspaper or 

magazine from other types is affected by individual 's personality (Krcmar and Strizhakova, 

2008). Since gratification is a mental process it is influenced by the individual portraits and the 

approach to media is individualistic (Elliott, 2008). The Uses and Gratifications approach 

according to Fortunato (2005 p. 27) contends that "an active aud ience selects and uses the mass 
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media to satisfy its own needs, attitudes, values, and beliefs .... The aud ience is acting as people 

who are vo lunteering to participate and selecting where they participate based on the ir own needs 

and goals." Hence choosing media content related with specific satisfaction sought, know ing that 

the med ia compete with other sources of need satisfaction (Ibid). 

Individuals use their own experiences and perspectives in choosing and using media based on 

expected outcomes of fu lfi ll ing their desires and gratification goa ls. 

Readers are not therefore read to magazine without any mot ive. There are intentions that push 

them to read a magazine. Asserting this idea (Rubin, 2002: 527) says: 

The princip led elements of uses and gratifications inc lude our psychological and 

soc ial environment, our needs and motives to communicate the med ia, our 

attitude and expectations about the med ia, functiona l alternatives to using the 

media, our communication behavior, and the outcomes or consequences of our 

behavior. 

Tan (1985) divided human med ia-related needs in to five categories. The first one is cognitive 

needs. It deals with information that strengthens knowledge and understanding of audiences/ 

readers on their environment and the worl d. Besides it gratifies aud iences' / readers ' curiosity and 

exploratory drives. The second one is affective needs that deal with 'aesthetic, pleasurable and 

emotiona l experiences'. It also deals with entertainment and bli ss. Personal integrative needs are 

the th ird typology according to Tan. This divvies with strengthening ' credibil ity, confidence, 

stabil ity and status of the individual'- audiences/readers seek these needs from med ia in order to 

develop their self-esteem. 

The fourth classificat ion goes with soc ial integrative needs. These needs are sought by audiences 

to strengthen the relat ion with the society, fa mi ly, friends and the worl d in general. The final one 

grapples with Escapist needs. Whenever people are under some diffic ul t situations or when they 

face something that they do not want to do they use med ia as an escap ing mechanism from or 

divert to those situations. When they are in tensions they use med ia to be relaxed and run off 

fro m somethi ng that ho ld the ir mi nd. 

However as it has been ment ioned earlier, as many scholars on the field agree, Audienceslreaders 

lise media ma inly for four reasons. These are su rvei ll ance (i nfo rmation gathering and education 
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purpose), personal identity, personal relationship (social integration and interaction) and 

diversion (entertainment) (Tan, 1985, McQuails, 20 I 0). 

Uses and gratifications is a psychological communication perspective that examtnes how 

individuals use mass media. An audience based theoretical framework, it is grounded on the 

assumption that individuals select media and content to fulfill needs or wants. These needs are 

expressed as motives for adopting particular medium use, and are connected to the social and 

psychological makeup of the individual. Based on perceived needs, social and psychological 

characteristics, the media attributes, individuals use media and experienced related gratifications. 

The perspective can be used to understand a variety of media uses and consequences. It assumes 

a relatively active audience, which consciously selects content and media to satisfy specific 

needs or desires. (Papacharissi , 2009) 

A uses and gratifications approach to the study of communication was first formally outlined by 

Katz. He suggested that communication research shou ld reverse the traditional question of what 

the media do to people, and ask instead what people do with the media. This formulation was not 

entirely original, however. It was rooted in a research stream which emerged in the 1940's as an 

antidote to the "magic bullet" approach advocated by the Frankfurt School since the turn of the 

century. 

The Frankfurt School ' s vIew of the media as exerting powerful and c\irect influence on 

individuals' behavior and beliefs had been undelmined by findings on selective perception, 

individual differences and socia l processes. Taken together, these research strands indicated that 

audiences were active in their selection of content and messages from the mass media. In the 

1940s, numerous studies examined the way in wh ich audiences used various media (Stephanie: 

1993). 

26 I P age 



CHAPTER THREE 
3. Methods of the Study 
3.1. Research Design 

The focus of thi s study is to analyze the level of satisfact ion and d issatisfaction of three Amharic 

magazines, namel y Fact, Add is Guday and Lomi. The study is Descriptive design whereby both 

qualitative and quantitative methods were used. Descriptive study can serve as temp lates for 

analyzing and interpretin g data and the descript ions can be presented with varying levels of 

deta il (Yin, 20 11 ). Besides Porte (2002 p.1 7) says "Descriptive study will attempt to portray an 

accurate profi le of people, events, or situations" . 

The research technique for this research is su rvey. The survey method is a lso chosen because it 

helps to make descriptions about celtain traits or attr ibutes related to the popu lation of the study. 

Accord ing to Palacious and Javier (2007) surveys are one of the most deeply rooted and wide ly 

employed resea rch techniques in the field of Communication Studies. The technique is fairly 

simple: putting a series of questions to a population, w ith the answers co llected and ana lyzed . 

Ferrando ( 1987 p.164) as quoted by Palacios and Javier (2007 p.37) defines the survey as 

" research carried out on a sample of subject ' s representative of a wider group, carried out in the 

context of everyday life, using standardized procedures of questioning, in order to obtain 

quantitative measurements of a large quant ity of objective and subjective characterist ics of the 

popu lat ion". 

Accord ing to Yin (20 I I) Survey includes closed- and open-ended questions, as we ll as the 

retrieval and examination of arch iva l and documentary in format ion. In survey research the 

researcher wi ll select a representative sample of respondents and then extrapo late the findings to 

the original universe of respondents. 

3.2. Methods of the Study 

Scholars apprec iate researchers to use both qualitat ive and quant itat ive research methods. 

Supporting th is idea Best and Kahn (2003) say that using both quantitative and qua litative 

research methods governed by research objecti ves and questions is poss ib le. Therefore, thi s 
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research used both quantitati ve and qua litat ive research methods. Such a triangulation method 

can supplement the weakness of the other since each method is not complete by itself. 

Qua li tative research method seeks to understand a given research prob lem or topic from the 

perspectives of the loca l population it invo lves . It also helps to gather information about the 

values, opinions, behaviors, and social context of particular popu lations that seek answers to 

questions . Thi s method systemat ical ly uses a predefined set of procedures to answer a question. 

It is more flex ible - that is, they a ll ow greater spontanei ty and adaptation of the interact ion 

between the researcher and the study participant (Mack and et al: 2005). 

According to Jones (2006), the objective of qua li tative research is to clarify and better 

understand the issue under resea rch. It investigates what people internall y th ink and helps to 

revea l their mental form. 

On the other hand quantitative research method; accord ing to Kennedy & Edmonds (20 I 0) and 

Creswell (2003), is a type of educational research in which the researcher decides what to study; 

ask spec ific or narrow questions; coll ect quantifiab le data from participants; analyzes these 

numbers using statist ics and conducts the inquiry in an unbiased and objective manner. It 

ana lyzes the informat ion in the form of numbers. Quantitative method is va luable to incorporate 

as large sample as poss ib le which enab les to general ize research outcomes. Quantitative research 

methods attempt to maximize objectiv ity, replicabil ity, and genera lizibi lity of findings. Key 

features of many quantitat ive studies are the use of instruments such as tests or surveys to collect 

data (Harwell , 2009). It is possib le and helpful to use both qualitat ive and quantitative research 

methods together mak ing one the subord inate of the other. 

Thus, based on the research objectives of the study, this research used both quantitat ive and 

qual itative research methods. However qualitat ive method is used as a subordinate to that of 

quantitative. 

3.3. Data Sources 

The research used both pri mary and secondary sources to obtain the necessary data . The 

resea rcher used the three magazines (Add is Guday, Fact and Lomi Am haric magazines) and 

readers as sources for the research. 

Primary sources were se lected from Men and 
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Women beauty sa lons, from different cafeterias, instructors and some of the students from Addis 

Ababa university main campus and school of journalism, from one public li brary around Bole 

and leasing reading areas of different corridors at Aratk ilo, Megenagna and Piassa . 

3.4. Samples 

In quantitative research a sample is purposefull y drawn with an emphasis on information rich 

cases that e li cit an in·depth understanding of a particular phenomenon (Jones & et ai, 2006). 

Besides, accord ing to Jones, Sample size depends on what the researcher wants to know, the 

purpose of the study and the availabi li ty of time and resources (2006). In this research the 

genera l populations of respondents are Addis Ababa dwellers who read Amharic magazi ne. 

From these readers 208 of them were taken as subject of study. The researcher delimited the 

study to Add is Ababa because newspapers ' circu lation in Ethiopia is mostly limited to the capital 

city Tamirat (2005). In add ition the Eth iopian broadcasting authority study shows most magazine 

and newspaper readers found in the capita l (Ethiopian Broadcasting Authority, 20 13). 

In qualitative research, the samrles are likely to be chosen in a deliberate manner known as 

purpos ive sampling. The goal or purpose of se lect ing the spec ifi c study units is to have those that 

will yield the most relevant and plentiful data, related to the topic of stud y. Accord ing to 

Wimmer and Dominick (2000) purposive sampling is a nonrandom sample of a population 

where subjects are selected on the bas is of specific characterist ics or qualities. 

Purposive research sampling helps the researcher to se lect participants or sources of data to be 

used in a study based on the antic ipated richness and re levance of informati on in relation to the 

study's research questions (Yin , 20 II ) . 

Accordin g to Lavrakas (2008), Purposive sampl ing is also referred as judgmental sampling or 

expert sampling. The main objective of purposive sampling is to produce a sample that is 

appropriate to the subject under study. Purposive sampling has been im plemented in order to 

avoid the probability of reaching on those people who do not read the magazines under study. 

In order to accommodate d ifferent groups of respondents the researcher used snow ball sampling 

technique. It helps the researcher to include people (respondents) directly related to the issue 

from different places and educational backgrounds as well . 
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According to Yamane ( 1967), in snowball sampling, a researcher can begin by identifying 

someone who meets the cr iteria for inclusion in the study. Then the researcher will ask them to 

recommend others who they may know who also meet the cri teria. Although thi s method wo uld 

hardl y lead to representati ve samples, there are times when it may be the best method available. 

In this study also the researcher tri ed to get relevant samples by ask ing people whether they read, 

and as king them to lead other people who read those magazines. Therefore, the sampling 

technique met fo r th is research is purposive supported by Snow ba ll sampling technique. 

During the distribution of the quest ionnaire the researcher first asked the people whether they 

read magazines; and when their response is 'yes' the questionnai re is given. This is done to 

minimize the ri sk of fall ing on peo ple who do not read magaz ine if random sampling was 

implemented. All 208 subjects were se lected with thi s process purpose ly. 

3.5. Data Collection Tools 

The data co llection tools used in thi s research are questionnaire, interview and simple content 

analysis. Questionnai re is however the ma in tool of the study while interview and content 

analysis used as supplementary. 

3.5.1. Questionnaire 

Quest ionnaire, the main instrument fo r co llecting data in this research, is a set of standardized 

questions, which fo llow a fixed scheme in order to co llect indiv idua l data about one or more 

specific topics (Lavrakas, 2008). According to Kothari (2004 p. l 0 I), "Questionnaire is 

considered as the heart of a survey operat ion". In aud ience research it is important to use survey 

method via questionnaire in order to incorporate as many respondents as poss ible. The questions 

will mainl y be closed ended. However as a follow up there are open ended questions in order to 

give respondent to respond question in a freer manner. The questionnaire has two pal1s: 

demographic which gives the background of respondents; and the main body of the subject. It is 

designed with great care in order not to create any confusion to the subjects under study. Most of 

the questions are des igned in Likert scale type that are most of the time used to measure 

sati sfacti on level respondents though it has some open ended question as a follow up. 

The researcher distributed 230 copies of questionnai re; however, 208 questionnaires were 

completed and returned and the researcher used all these 208 fo r the analysis . 
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3.5.2. In-depth interview 

In-depth Interview is the other research too l used in this study. It helps to understand the 

experience, perception and attitude of people who are do ing the job (Seidman, 2006). Interview 

is part of some sort of survey and used to collect ind ividual experiences, op in ions, feelin gs. 

Effective interviewing is crucial to good research (Yin, 20 II , Mack et ai, 2005, Jones et ai , 

2006). Moreover, accord ing to Rudin & Trevor (2002) in-depth interviews are a qualitative 

method of research often used to obtain the interv iewees ' perceptions and attitudes to the issues. 

The key issue with interviewing is making decisions about who are the key people to interview. 

Interviewees se lected purposely and basic questions also structured, semi structured. These allow 

a certain degree of flexibili ty for the interviewee and researcher to react to the answers of the 

interviewee and therefore develop the themes and issues as they ari se (MacDonald & Nicola, 

2000). Through interview the study tried to get information from respondents free ly. The 

numbers of interviewees are 6: two from each magazine reader. The researcher selected the 

interv iewees using purposive sampling. The selection was balanced to include the readers of the 

three magazines. 

3.5.3. Content Analysis 

In add ition to questionnaire and interview the researcher used Content ana lys is as supp lementary 

data collection technique. Content analysis is the quantitative anal ys is of properties inherent to 

different form s of commun ication. Whi le it is most strongly associated with the analysis of 

written texts it can be applied to all forms of communication including verbal interaction, visual 

images and non-verba l behaviors. Citing Neuendorf (2002), MacDonald & Nicola (2000), 

described content analysis as a supplementary data co ll ection technique with interview and 

questionna ire. 

Content ana lysis dep loyed without follow ing the procedures appli ed in purely content analysis 

researches. It didn ' t go deep into the contents of the magazines. Rather it tried to describe what is 

overt ly seen on these magazines. This is done to balance what the respondents said and what the 

magazine actua ll y looks. 

According to the Ethiopian Broadcasting Authority nine months report on March, 20 14, Fact, 

Addis Guday and Lomi magazines have the highest circu lation. Even if the circulation data was 

taken from March, 20 14, the researcher se lected three magazines (one magazine fro m each) fro m 
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May's publication. The reason to select from May is, since this data was co ll ected by May, 20 14, 

the researcher must take publ ications from the same mon th to make balanced analysis. 

The researcher used some themes to look over the content ana lysis. These are design and layout 

of cover page, photographs, number of topics based on their categories: political, social, cu ltural , 

econom ical , psychologica l, entertainment. To make th e ana lysis, the researcher first tried to see 

the design and layout of the cover pages of those magazines. It includes, the place given to the 

topics, the photos and SUbtopics were measured and presented for each magazine. This helps the 

researcher to compare what the respondents sa id about the cover page of those magazines. 

Besides, the researcher went through each page and counted the numbers of issues covered III 

each magazine. Th is also helped the researcher to have data on what kinds of contents the 

magazines g ive more emphasis. Moreover, an attempt has been made to interrelate the results 

with the data obtained from the questionna ire. 

3.6. Methods of Data Organization and Analysis 

This research deployed both quantitative and qualitative methods. For quantitative data, the 

researcher distributed to appropriate respondents using purposive sampling. The first measure 

was to organize and prepare the data for the analysis. The major means of collecting data, under 

survey, was quest ionna ire. The researcher grouped the questionnaire into two main parts: 

demographic and main research questions. The second approach from quantitative was content 

ana lys is. In this regard a copy from each magazine was taken and the ana lysis made based on 

priority set units. Interview was the other method from qualitative employed for the research. 

Basic interview questions were designed and conducted the interview. Then after the di scllss ions 

have been transcribed and grouped according to their themes which made the analysis easier. 

The researcher, as a second step, distr ibuted and co llected all relevant data from the 

questionnaire that has been di stributed to respondents. 230 questionnaires were distributed and 

208 questionnaires were returned. The first step the researcher did was to tall y all the response 

and change the tallies into number and percentage. And then all the responses were tallied. 
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3.7. Validity and Reliability 

Va li dity and reli abi li ty are two factors in which any qualitat ive researcher shou ld be concerned 

abo ut while des igning a study, ana lyzing results and j udging the qua lity of the study (Golafshani, 

2003). 

Reliab ili ty is an ex tent to which results are cons istent over time and an accurate representation of 

the total popu lation under study is referred as reliability and if the resu lts of a study can be 

reproduced under a similar methodology, then the research instrument is considered to be 

reliab le (Go lafshani, 2003). 

The concept of val id ity is described by a wide ran ge of tenns in qualitative stud ies. Th is concept 

is not a sing le, fixed or universa l concept, but "rather a contingent construct, inescapabl y 

grounded in the processes and intentions of particular research methodologies and projects" The 

d iscussion of quality in qualitative research initi ated from the concerns about va lidi ty and 

re liab ili ty in quant itat ive trad it ion which " involved substituting new term for words such as 

validi ty and re liability to reflect interpretive [qual itative] conceptions" (Go lafshani, 2003: 602-

603). 

The researcher has, incorporatin g all items, designed a research too l that could measure 

sati sfacti on/dissatisfaction of readers. At all stages of designing the tools the researcher 

presented to the adv iso r and got feedbacks from the adv isor and make corrections repeated ly 

until it is proved that the tools are appropriate to measure readers' sat isfact ion/dissatisfaction . 

Such endeavors have been made in order to achieve va lidity and rel iab ility of th e research . 

During data presentation the researcher didn't change the say ings and the word ings of the 

respondents. And for this purpose the researcher avoid words with double meaning from both 

questionna ire and interview questio ns. 
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CHAPTER FOUR 

4. DATA PRESENTATION AND ANALYSIS 

4.1. Introduction 

The main purpose o f thi s research is to identi fy readers' sati sfaction of Fact, Lo mi and Add is 

Guday Amhari c magazines. Survey and interview methods have been employed. The researcher 

d istributed 230 questionnaires in o rder to get 200 responses; however, the return was 208. The 

researcher, instead of leav ing others, took a ll the 208 returnees in the analysis. The questionnai re 

has two palts: demograph ic and main research questions. The canvasser has al so interviewed six 

respondents, two from each magazine . In thi s chapter therefore the data gathered from the fi e ld 

has been analyzed and presented. During analysis interv iew is used as subordinate fo r the 

rejo inder obtained via questions. 

4.2. Quantitative findings 

4.2.1. Demographic distribution of respondents 

It is paramount important to get an answer for the composition of subjects under study: their sex, 

age, educat ion, po li t ica l stand and other related issues. Th us the researcher included in the fi rst 

section of the questionna ire questions to indent ify the demographi c fi gures of respondents. The 

main poi nts included under th is secti on are sex, age, edu cational background, occupati on, 

amount of monthl y revenue and pol itical stand. 

Table 1: General Respondents Gender Distribution 

Number of Respondents 
Gender 

No % 

Female 45 2 1.6 

Male 163 78.4 

Tota l 208 100 

As it has been clearl y indicated on table one above; gender dl stn butlon accounts 45 (2 1.5 %) for 

fe males and 163 (78.5%) for ma les, the majority of respondents are males whil e th e nu mber of 

fe males is very litt le. This is, from the researcher's experi ence, true in patri archal society where 

males are encouraged to read outside while fe males are fo r kitchen chores. It doesn ' t mean; 

however, that a ll the 208 respondents are subscr ibing a ll the three magaz ines understudy: Fact, 
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Lomi and Add is Guday. Gender distribution for each magazine is presented on table two below. 

Similarl y a study conducted by Sahilu (2008) on Addis Zemen readers ' sati sfaction shows that 

the majority of readers are males. 

Table 2: Horizontal and vertical gender distribution of respondents 

Number of respondents 

Readers distribution in selection of 
Female Male Total 

magazine 

NQ % NQ % NQ % 

On ly Fact 7 3.4 II 5.3 18 8.7 

On ly Add is Guday II 5.4 20 9.6 31 15 

Only Lomi 2 0.85 6 2.8 8 3.6 

Fact And Addis Guday Only 10 4.9 33 15.9 43 20.8 

Fact And Lomi Onl y 
, 

1.4 5 2.4 8 3.8 ~ 

Addis Guday And Lom i On ly 2 0.85 4 1.9 6 2.8 

Three Of Them 10 4.9 84 40.4 94 45.3 

Total 45 21.64 163 78.3 208 100 

More clarificat ion on gender di stribution has been put on table 2 in order to give clear pictu re on 

juxtapose of each reader towards the magazines. When we look the horizontal readers ' 

relationship, it seems good since 94 (45%) of the respondents read both magazines. 43 

respondents read on ly Fact and Addis Guday while Fact and Lomi and Addis Guday and Lomi 

accounts 8 and 6 respect ively. It is poss ible from these descriptions to predict that readers are 

doing their scan based on prior choices with a better horizontal relationship. 

Thus according to reader' s magaz ine se lection Addis Guday, Fact and Lom i have 174, 163 and 

11 6 readers consecutively. Male-fema le reader's proportion is almost similar with that of general 

gender di stribution on table one. As it is clearl y ind icated Add is Guday has many readers whi le 

Fact and Lom i fo llowed it by 163 and 116 respectively. 
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Table 3: the demographic distribution of readers by Gender, Age, educational background, 
occupation, monthly salmy and political stand 

Number Of Respondents And Name Of T he Magazine 

Gender Fact Addis Guday Lomi 

Nl! % Nl! % l\l! % 

Female 30 18,4 33 19 17 14.7 

Male 133 81.6 14 1 81 99 85.3 

Total 163 100 174 100 116 100 

Age 

<20 8 4.9 II 6.3 10 8.6 

20 - 29 38 23 .3 36 20.7 27 23 .3 

30 - 39 60 36.9 50 28.7 33 28,4 

40 - 49 32 19.6 4 1 23.6 25 2 1.6 

~ 50 25 15.3 36 20.7 2 1 18 .1 

Tota l 163 100 174 100 11 6 100 

Educational Background 

Ph .D 2 1.3 2 1.2 -
MAlMse Degree 62 38 68 39.1 53 45.7 

S AlSse Degree 45 27.6 5 1 29.3 21 18.1 

DiplomaITVET 43 26,4 42 24. 1 3 1 26.7 

High School I I 6.7 I I 6.3 I I 9.5 

Read and Wri te - - - - - -
Total 163 100 174 100 116 100 

Occupation 

Student I I 6.7 I I 6.3 I I 9.5 

Government employed 88 54 92 52.9 73 62.9 

Pri vate employed 38 23 .3 4 1 23 .6 14 12.1 

Unemployed 12 7,4 15 8.6 6 5.2 

Ret ired 10 6.1 10 5.7 10 8.6 

NGO 4 2.5 5 2.9 2 1.7 

Total 163 100 174 100 116 100 

Amount of monthly income 

> 500 (students) II 6.7 I I 6.3 I I 9.5 

500 - 1,000 15 9.2 17 9.8 9 7.8 

1,001 - 1,500 27 16.5 25 14,4 13 11.3 

1,50 I - 2,000 4 2. 5 II 6.3 7 6 

2,00 I - 3,000 46 28.2 44 25.2 33 28,4 

3,00 I - 4,000 4 1 25.2 45 25.9 36 3 1 

> 4001 19 11.7 2 1 12. 1 7 6 

Total 163 100 174 100 116 100 

Political stand 

Pro ruling party 21 12.9 19 10.9 9 7.8 

Pro opposition 19 11.7 22 12.6 12 10.3 

Independent 123 75,4 133 76.5 95 81.9 

Total 163 100 174 100 116 100 
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The table above shows that 19% female respondents read Addis Guday 18.4% Fact, and 14.7% 

read Lomi magazines. This shows most females preferred to read Addis Guday and Fact than 

Lomi magazine. The number of male respondent for each magazine is 81.6% for Fact, 81 % for 

Addis Guday and 85.3 % for Lomi magazines. Accordingly the table shows that the three 

magazines preferred by more than 80% of male respondents. 

Age variables were classified in to five: <20, 20-29, 30-39, and 40-49 and 2:...5 0. Accordingly the 

majority of readers are aged from 30- 39 years of age in which Fact accounts 60 (36.9%), Addis 

Guday takes 50 (28.7%) and Lomi (28.4%). 

One of the characteristics of magazines is its target audiences: the hi gher class. The language it 

uses, the idea it raises and the research time it takes targeted on high class readers. Similarly, as 

it is indicated on table three above, man y of the readers are MA/MSC degree holders accounting 

62 (38%), 68 (39.1) and 53 (45.7) for Fact, Addis Guday and Lomi respectively. Those who read 

and write do not read magazines as shown on the table. This finding has a direct correlation; that 

is the more educated the more readers, with a research conducted on Addis Zemen and Addis 

Admas (Sahilu, 2008). 

Table 3 above summarizes readers ' background in terms of their occupation. Accordingly, 88 

(54%), 92 (52.9%) and 73 (62.9%) readers of Fact, Addis Guday and Lomi respectively are 

government employees. These figures show that the majority of magazine readers are from 

government working environment. It is unusual that people with low income (unemployed, 

retired and students) 33 for Fact, 36 for Addis Guday and 27 for Lomi account great in 

subscribing these magazines. 

Under the occupation there are seven categories. These are, >500, 500- 1,000, 1,001- 1,500, 

1,50 I - 2,000,2,001- 3,000, 3,001- 4,000 and >4,00 I. Accordingly 28.2 % of Fact and 28.4 % of 

Lomi magazine reader's incomes ranges from 2,000 - 3,000 monthly income while 25.9 % of 

Addis Guday magazine readers have the 3, 00 I - 4, 000. And the least number of readers shows 

>500 are 6.7 for three of them. And the respondents identify that they are students. Confirming 

this Sahilu (2008) sa id that the middle income people subscri be more. 

The political stand of respondents as it is mentioned on the tab le above 81.9 % of Lomi 

magazine readers, 76.5 % of Addis Guday and 75.4 % of Fact magazine readers are independent. 

37 I P age 



As it has been shown in the number of independent readers has got the lion-share. Comparing to 

other magazines most pro rulin g party respondents ( 12.9 %) read fact magazine wh il e Fact and 

Lomi fo llowed by 10.9% and 7.8% respect ive ly. On the other hand, as it is shown on the tabl e 

above, most pro oppos ition party respondents read Addi s Guday magaz ine (12.6 %), Fact and 

Lomi fo llow by 11.7 % and 10.3 % correspondingly. 

4.2.2. Magazine Readership Habits 

In studdi ng audiences' sati sfaction it is important to design a rel iable measurement of readers ' 

readership habits. Man y scholars state the following hab its to stud y and identify the satisfaction 

level of readers. These are Frequency of Readership, T ime Spent on Read ing and Amount of 

Print Material Read (Readership Institute, 200 I). 

The follow ing tab le shows the frequency of readership of each magazine, namely Fact, Addis 

Guday and Lomi magaz ines . There are 5 a lternative frequenc ies mentioned; these are regularl y, 

most of the time, sometimes, rarely and never. Thi s table shows the 208 general respondents 

response data. In the di scuss ions the numbers of respondents who choose "Never" in the 

frequency of readership are not included. 

Table 4: Frequency of Readership 

Frequency of Readership ' 

Magazine Regularly Most of the 
Sometimes Rarely Never Total 

Times 
No % No % No % No % No % No % 

Facl 82 39.4 41 19.8 26 12.5 14 6.7 45 21.6 208 100 

Add is Guday 91 43.8 38 18.2 34 16.3 II 5.3 34 16.3 208 100 

Lom; 35 16.9 48 23 14 6.7 19 9.1 92 44.3 208 100 

Table fo ur above shows the numerica l frequency of magazine readership hab it of respondents. In 

thi s regard most regularly read magazine is Add is Guday (43.8%) followed by Fact (39.4%) and 

Lomi ( 16.9 %). However, the order of the magazines reversed when it comes to the a ltern ati ve 

' most of the time' . Hence Lomi magazi ne takes 23% whil e Fact and Addi s Guday trailed by 

19.8% and 18.2 % respectively. 
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Aga in un der th e readership frequency "Sometimes" like that of the fi rst " Regularl y" Add is 

Guday magaz ine is lead ing and it coun ts 16.3 % of the general respondents. Fact counts 12.5 % 

and Lomi 6.7%. Agai n in the freq uency under " Rarely" Lomi counts 9. 1 %, Fact 6.7% and Addis 

Guday 5.3%. 

The last option in the lists of readership freq uency is "Never" . Under thi s frequency, from the 

genera l audi ence 44.3 % of respondents "Never" read to Lomi magazine, the others 2 1.6 % and 

16.3 % never read Fact and Addis Guday magazines respecti ve ly. 

This shows that Lomi magazine is never read by nearl y 45% of respondents. The researcher thus 

uses the frequencies under Regularly , Most of the Time, Sometimes and Rarely in order to come 

up with the a ll number of each magazine reader. Accordingly Add is Guday has 174 reade rs 

whereas, Fact and Lomi fo ll owed by 163 and 116 number of readers consecuti vely 

Table 5: Frequency on Time Spent on Reading (per week) 

Frequency on Time Spent on Reading (per week) 

Magazine 3 hours 2 hours I hour 30 minutes Whenever possible Total 

No % No % No % No % No % No % 

Fact 56 34.4 30 18.4 31 19 26 16 20 12.2 163 100 

Add is Guday 66 38 36 20.6 32 18.4 14 8 26 15 174 100 

Lomi 26 22.4 19 16.4 26 22.4 34 29.3 11 9.5 116 100 

As it is mentioned in the table out of 174 number of respondents 66 (38 %) and 36 (20 .6%) of 

them spent 3 and 2 hours of the ir time respecti vely read ing Addis Guday per week. Simi larl y 

from 163 Fact magazine readers 56 (34.4%) and 30 ( 18.4%) of respondents spend 3 and 2 hours 

in the order per week in readin g the magazine. Lomi magazine which has least number of readers 

comparin g with others registered 26 (22.4%) and 19 ( 16.4%) readers fo r 3 and 2 hours 

correspond ingly. 

As it is shown in the table Lomi magazine has 22.4% o f respondents who read an hour per week 

where Fact and Addis G uday magazine count 19% and 18.4% respective ly. on the other time 

frequency that shows number of respondents who spend 30 minutes reading magazine in a wee k, 

Lomi leads and fo llowed by Fact and Addis Guday by 29.3%, 16% and 8% in that order. 
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There are a lso readers who read whenever possible. In thi s category as ind icated on the table 

above 26 ( 15%) of Add is Guday, 26 (15%) of Fact and II (9 .5%) Lomi magazine readers 

subscribe whenever poss ible. They don' t go on pu rpose to read the magazines. 

Table 6: number of respondents on whether they satisfied with, Lomi and Addis Guday 

magazines 

Level of satisfaction and number of respondents 

Name of the 
Highly satisfied satisfied Not satisfied Total 

magazine 
No % No % No % No % 

Fact 49 30 73 44.8 41 25.2 163 100 

Addis Guday 65 37.4 91 52.3 18 10.3 174 100 

Lomi 26 22.4 28 24.1 62 53.5 116 100 

Assessing the leve l of satisfact ion of readers is mandatory. It helps a newspaper or magazine for 

better contents and presentations. In this regard Ha ll ahan (20 10) agrees most mass media are 

work ing to serve the interests of the society. The contents they write are come from the audience/ 

readers themselves, thus working on im prov ing contents by identi fy ing their leve l of sat isfactio n 

are unquestio nab le. Moreover, McQua il (1997) said that media can max imize the possible 

number of audiences if the ir texts accordi ng to the needs and wants of their customer supported 

by pri or researches and feedback s. 

Many magazines these days have the ir own feedback co ll ect ing mechan isms; it can be through 

email, or using socia l med ia, fax , lette rs or te lephones. Such ki nds of feed back from readers help 

media fir ms to come up with d ifferent changes for better serv ice provis ion. Comprehensively and 

scientifi ca ll y done researches on the leve l of satisfaction/d issatisfact ion are more useful fo r 

producers whenever they need to maxim ize the needs and wants of their readers. 

In th is regard Ha llahan (20 I 0) puts that Media covers issues about the society thus media 

contents has d irect re lationship with audiences. Many readers ' make media con tents as thei r 

pass ionate issue because the contents of the med ia can affect the ir day-to-day lives in d iffere nt 

ways. 

As it is clearl y indicated on table 6 above, out of 174 respondents, 65 (37.4) respondents are 

highl y sat isfied with the contents of Addis Gud ay magazine. Simil arl y, from 163 readers of Fact 

magazine 49 (30%) respondents are highly sat isfied with the magazine. A lthough the nu mber of 
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peop le who are hi gh ly sati sfied with Lomi magazine is least comparing with others, it still has 

readers who are hi ghly sat isfied with the magazine numbering 26 (22.4%). 

Respondents were asked whether they are ' satisfied ' and 52 .25%, 44.8% and 10.3% of Add is 

Guday, Fact and Lomi respect ive ly replied that they are sat is fi ed with what these magazines 

deli ver to them . Squeezing the two options of satisfaction (h ighl y satisfied and sati sfi ed) Addi s 

Guday leads with 89.7% fo llowed by Fact and Lom i. That is accord ing to thi s fi nd ing Addi s 

Guday is the most preferab le magazi ne thou gh it still needs improvements. 

The most unsatisfyi ng magazine is Lomi in wl~ich 53% of of readers a re not interested with the 

contents the magazine de li vers. Likew ise Fact magazi ne cannot satisfy 25 .2% of respondents. 

Add is Guday also has few readers ( 10.3%) who are not satisfied. 

4.2.3. Readers' Satisfaction IDissatisfaction on the Three Magazines 

According to Elliott (2008) audiences/readers active ly select their media usage in order to 

max imize its gratification s. Peopl e are credi ted with more contro l over their own act ivities . They 

are purposive during media selections. From the media 's they choose they want to li sten / read/ 

watch. Similarly Hallahan (20 I 0) agree if the contents of the med ia are not touching thc heart 

beat of the society it may offend them. The contents raised in any media re fl ects viewpoints that 

are rad icall y d iffere nt from the audiences they serve, the result could be lower readershi p, 

li stenership or v iewership. 

In relation to reader's satisfaction/d issat isfaction, Respondents were asked to given the ir reasons 

of sati sfact ion/di ssatisfaction in the questionnaire . They jotted down their rationa les that forced 

them to say dissatisfy. Their reasons are di scussed below accord ingly. 

4.2.3.1. Reasons given for satisfaction in the case of Fact magazine: 

One of the reasons given by the respondents as sat isfaction is its contents. The respondents' 

state that issues the magaz ine ra ise and cove and their way of wri ting is simple to understand. 

They also said the variety of contents touched in thi s magazine help them to know what ' s go ing 

on in the country. Especia ll y if some journa lists or other acti v ists are taken to jail due to different 

polit ical re lated issues, better than the government med ia, fact magaz ine hel ps readers to know 

the s ituation clearl y by covering each court events with ex perti se anal ys is. This means the 

magaz ine covers untouchab le issues that cou ld have not been un vei l w ith in depth anal ysis by the 
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government or pro-government media outlets. The other advantage it gives to readers according 

to the response given by respondents is that most of the time it covers hot (current) political 

issues with all additional new information and with its Prons and cons side of the issue. 

Moreover, respondents forwarded the following reasons for their sati sfaction s. The magazine; 

• unvei l hidden information from government and other sources and keep offic ial s 

on the ir toes, 

• Raises current politica l issues from different perspectives with ana lys is. It 

balances by cover ing all sides of the story be it positive or negat ive unlike to 

government news organizations that covers only the positive side of the story, 

• Helps readers to capita li ze on polari zed and marg inali zed political perspectives 

which are very scares in the Ethiopian democrat ic landscape, 

• Has the means and skill to find out high ly classified secrets of the ruling party 

and make it public. It also helps to see the political situat ion of the ruling party 

by covering every activity. 

What sati sfies readers from th is magazine, moreover, is its writing techn iq ue, presentation style 

or word select ion ab il ities. Thi s includes title se lection, layout and grap hics. The respondents 

stated that the titles in thi s magazine are short, mean ingful and powerful. 

The final reasons given as reasons of satisfact ion fUl1he rmore are, the knowledge of the 

columnists who write on po litica l, economical and social issues of the country and their stand 

and reflections on different issues that they are working to so lve people ' s problem. 

4.2.3.2. Reasons given for dissatisfaction in the case of Fact magazine 

There were also respondents who are not sat isfi ed with Fact magazine 's contents. They said that 

most of the contents seem biased and at times the content and the title do not go together when 

one continues to read deep to the ex planations. Un li ke to those people who rep li ed they are 

satisfied those unsatisfi ed readers blame the magazine for it covers similar issues lack ing 

diversified ideas. It al so lacks balance wh ich is key principle in the profession. Deviating from 

what has been said in the previous section the respondents stated that they do not like the writ ing 

style since the articles are written with long sentences and simply commotion. 

More importantly respondents di ssati sfied with Fact magazine exaggerated Issues. By 

exaggeration means, according to respondents, includes the fo llowing points. 
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• The magazine is extremely biased in writing aga inst government. Due to this reason the 

magazine seems pro-oppos ition palties. 

• Almost all the time it criticizes on ly the ru li ng party by d igging out unsubstantiated 

po lit ica l goss ips and try to let everyone to know and be persuaded by. 

• It tries to vibrate the negative part of the issue as if nothing good is happening in the 

country. 

The other reason besides most of the writ ings publ ished by th is magazlIle are based on 

commentary and personal opin ions of the writers/contributors. If it is opinion based writing it 

means it is hardl y possible to get fact based arguments. It reflects hatred and fabricated Issues 

that leave a big mouth of gossip. 

In addition some respondents agree that the magazine is playing a ro le of activism, not indeed 

journalism and professiona lism. One who reads the magazine can easily reached on conclusion 

that the magazine is pro-oppos ite palty. It is a lso common reading the phrase "accord ing to 

anonymous sources" wh ich put the reli abi li ty of the magazine under question. Generally 

speaking as exp lain above as most of the respondents agree the magazine seems the voice of the 

opposite palty. 

4.2.3.3. Reason given for satisfaction in the case of Lomi magazine 

Like that of fact magazine, Lomi magazine readers also sate what satisfies and d issatisfies. The 

reasons given for their satisfaction can be grouped in to two: contents raised and the sty le of the 

magazine. According to readership Institute (200 I) theme and style are among main points 

readers looking for. 

Respondents said that the magazine rai sed and discussed on d iversified issues in a publication . 

According to them, this helps to read d ifferent opin ions of writers towards d iversified Issues. 

Supporting this idea the fo ll owing po ints have been forwarded as a reason to satisfaction. 

• Many articles written on a single issue enteltain criticism 

• Its coverage are based on facts 

• It covers current and hot issues 

• Because I love politics , and I like to listen and read contents against the ruling party and 

it covers in that way 

• It stands and reflects peop le's problem 
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Presentation style is the other point readers wo uld like to see. Accord ing to respondents the 

magazine is full of entertainment which attracts them to read. Style includes the way the writers 

write and the design and the layo ut. These readers appreciate all these. However, from the 

researcher experience, the magazi ne puts about 15 items on the cover page supported by 

photographs. Although ones choice is depending on own test, it is difficu lt to say the magazine is 

attractive with its style professiona ll y. 

4.2.3.4. Reason given for dissatisfaction in the case Lomi magazine 

Even if some of its respondents stated what sati sfied them from Lomi magazine others stated 

the ir dissatisfaction with the magazine. These groups of people do not agree with those who 

appreciate the contents and styles of Lomi magazine. Fact magazi ne lacks integrity and 

professionalism since it publishes someone work from social media simple by copy and paste 

mechanism; instead of doing th ings by their own root and effort. The magazine also snatches 

articles from local media publications and from internet; from Facebook fo r instance. To 

strengthen this argument one of the respondents sa id " It mostl y plagiarizes others' writings (it ' s 

not better than a beginner Facebook user's wall)" . While contents in a magazine should be 

researched and deta iled Lomi magazine as stated by many respondents the contents are very 

irrelevant and shallow; there is repetition of topics, it doesn't br ing something new to readers 

since it repeats one 's writing that promote gossip. It is crippled in giving and choosing re levant, 

new and complete information to its readers 

According to the respondents political issues covered in th is magazine are unbalanced writ ings 

followed by negative analysis. All the time it is one sided, full of opinion and it seems that the 

issues written in thi s magazine are fabr icated and gathered out of the right sources. Other 

comments as dissati sfaction include the following :-

• It focus on individual issues than social issues; 

• The magazine focuses on entertai nment though the entertainment issue are copied from 

differen t places like facebook, and other sources without any acknowledgment; 

• Mostl y in its writ ings it refl ects hatred and fabricated issues 

• Most of the time the top ic given to the issue has no relation with the detai l (the magazine 

used shouting topics, with unrelated analys is) 
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In relati on to dissatisfaction one important crit ic ism has been forwarded by one respondent. 

He/she says "the magazine plays a ' prosti tut ion ' ro le ." The respondent ex plains the word 

prostituti on to enlighten what the magazine deeds in one wo rd . That is most of the time the 

magazine took others' pu blicati on ideas or other hot issues from any media or any other sources 

and it presents to the publi c as it is its own agenda. 

Other reasons given by the respondents for their d isappointment include: 

• Poo r des ign 

• Attackin g individua ls un fa irly 

• Columni sts have poor knowledge and poor writi ng 

• Lacks profess ionalism 

• Has ed iting and proofread ing pro blems 

In re lation to poor know ledge of co lumnists and poor writin gs, Meyer and Kim (201 3), one of 

the magazine qualit ies includes, Concern with getting, deve loping and keep ing a large, 

inte lligent, we ll ed ucated, and articul ate and technica lly profic ient staff. Strong op inion and 

interpreti ve emphasis; worl d consciousness; non-sensati onalism in al1icies and makeup included. 

One respondent in relat ion to Lom i magazine des ign concluded that "The design of Lomi is 

atrocious of a ll magazines; sometimes it posts more than ten stories in the front page and it 

mostly fi ll s the cover from margin to margi n with di ffe rent texts and photographs. 

4.2.3.5. Reason given for satisfaction in Addis Guday Magazine 

Accord ing to respondents presented on table 6, comparing to the others, many readers sati sfy 

with Addis Guday though there few who are not sati sfy w ith. Many of the satisfacti on issues are 

ra ised in relati on to its content coverage ' s. In thi s regard most of the res pondents state that the 

magazine works to give them new and current information on educational and other issues in a 

balanced way. Variety of issues addressed in th is magazine are a lso the sou rce of satisfaction for 

most respondents; be it po liti cal, soc ial, hea lth and other issues. The magazine presents its issues 

with ex peri enced and sc ientifi c based analyses. 

Bes ides, th e way the magazine covers pol iti ca l Issues, and the abi lity to d iscover uncovered 

issues that never been public ized by anyone has been apprec iated. In additi on what satis fi es them 
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more is the way the magazine covers th e biography of different peop le. Moreover the following 

points have been presented : 

• The magazine provides current uncovered issues with in-depth ana lys is. Their arti cles are 

we ll written and edited . They present a view of important personalities. 

• Their independent writing te ll s how its writings are balanced 

Some of the respondents tried to compare this magazine with the other two magazines. 

According to these respondents the magazine gives explanat ions/ arguments based on ex peri ence 

or theoret ica l backgro und , in th is magazine during the ir writ ing they consider or app ly 

independent form of writ ing, not exaggerate issues tak ing a stand in either side. In add ition its 

art icles and other wri tings are based on evidences. All respondents put as satisfaction item, that 

the magazi ne tries to come up with balanced issues (it gives equal place fo r rulin g and opposition 

party) and its journal istic writing fo ll owed by evidence based ana lysis. 

The other reasons given as Satisfaction element by the respondents are : 

• It participates skill ful column ists from different wa lks of life 

• The photos useu by thi s magazine is very clear and meaningtu l 

• starting from the cover page, its variety of contents are apprec iated 

• It stands and reflects peop le ' s problem 

4.2.3.6. Reason given for Dissatisfaction in the case of Addis Guday Magazine 

The first that the respondents menti oned as a dissatisfact ion e lement is that, sometimes the 

magazine fail s to cover current issues. The other is it publi shed less attractive issues that are 

filled in opi ni ons. In addit ion the magazine after giv ing professiona l exp lanations based on fact s 

and evidence it doesn' t provide end a possible so lution for the prob lem ra ised in the d iscuss ion 

be it po li t ica l, social , economical or cultu ral. The editori al section blamed for its sha ll owness . 

A respondent said that he/she has no doubt on the writing of the magazine but what fea red 

her/him is whethe r the stories in magazi ne are truthful. Readers are d issatisfied because 

sometimes it covers in unba lanced way with pessimistic ana lysis. In some writings it is observed 

emotiona l writings on current issues and being one sided. There are moreover other reasons to be 

d iscontented on the magazine that include; 
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• Although few in number, the magazine lacks depth of knowledge, analytical skill s, broad 

perspective and ultimately has no object ivity. 

• The magazine sometimes is hard liner in its stance and mostly unprofessional (sometimes 

it comes with distorted perspective). 

• Poor ed iting of a,ticles, news and other features is observed, though rare. 
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4.2.4. Readers Satisfaction/Dissatisfaction presentation based on the items in the table 

The following tab le conta ins items that were designed to find out what satis fied readers from each magazine. Key: stro ngly Disagree 

represented by I, Disagree by number 2, Neutral by number 3, Agree by number 4, And Strongly Agree by number S. 

Table 7: Level of satisfaction and number of respondents in number 
" .. - . -_. 

Fact 
.. 

"'~ 

Lorni Addis Guday 
[terns 

I 2 3 4 5 I 2 3 4 5 I 2 3 4 

-
I' m satis fi ed with its contents II 28 43 57 54 22 31 31 22 10 4 15 27 105 

Issues covered on regular basis are very current 7 18 47 55 36 10 27 36 33 10 - 10 50 86 

The issues covered on thi s magazine is based on facts 11 33 51 51 19 10 24 51 27 4 - 4 55 91 

The magazine help me to get issues of discuss ion 4 15 34 83 27 14 14 53 21 14 - - 47 80 

Most of the lime the magazine write issues in the way I want 26 37 37 52 11 7' _0 26 43 18 6 12 28 32 85 

I like its journa listic writing 15 28 28 49 43 31 31 31 16 7 8 27 35 77 

I read, because I like the column ist 25 35 46 43 14 29 41 32 7 7 24 28 53 45 

I read, because I believe the magazine write the truth 14 36 58 33 22 17 41 44 10 4 - 12 70 62 

I read, because it persuades me 18 41 52 37 15 31 25 41 16 3 4 22 62 69 

I read, to enterta in my se lf 29 19 48 52 15 24 27 24 31 10 8 12 54 66 

I read to aware myself what the government is do ing 27 27 45 45 19 20 34 24 )4 4 81 17 )3 83 

I read because it helps me to see th ings from different perspectives IS 7 44 70 27 32 20 15 32 17 4 16 28 91 

I read to pass my ti me 41 38 38 27 19 39 23 38 10 6 53 30 38 38 

L-
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14 I read because I like the photos published in thi s magazine 50 39 39 27 8 52 26 20 12 6 57 23 45 26 23 

15 I read because of its availabil ity 22 47 40 36 18 30 49 12 17 8 38 38 38 34 26 

16 I read because the magazine deals with many issues 15 33 33 56 26 18 25 33 22 18 - 19 39 89 27 

17 I read because it presents bal anced and fair information 38 42 30 42 II 43 17 36 20 15 23 50 70 16 

18 I read because it 's in line with my political , social, economic and cultural 
anitudes 

30 37 S6 25 15 33 33 40 7 3 19 27 46 62 20 

19 I' m sati sfi ed with its contents, because it is very current 12 25 59 37 30 24 24 44 20 4 12 70 58 34 

20 I read because it fu lfil s my expectation from media 22 59 41 19 22 23 23 58 10 2 8 25 46 66 29 

21 I read because I have no other choice, market availability 31 39 62 19 12 34 34 34 7 7 S4 43 43 23 II 

22 I read because most of the time they tell what the government media do not 
want to tell 

27 19 31 63 23 29 22 40 22 3 23 27 31 58 3S 

23 I read them because their design attracts me a lot 47 41 30 33 12 43 33 30 10 - 54 32 40 28 20 

24 I subscribe them because I want them to stay on market 62 37 26 19 19 56 19 21 10 10 68 23 38 26 19 
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Table 8: Level of satisfaction and number of respondents in Percentage 

N - _" ',',"0<'" '.,d.-. 
Fact 

'" ~. - LOmi · 
.~ .~; .,,-~,. 

Addis Guday . - ., 
Q Items 

I 2 3 4 5 I 2 3 4 5 I 2 3 4 5 

. - -
I I' m satisfi ed with its contents 6.8 17.5 26 35 14.7 18.9 19 19 18.9 8.6 2.3 8.6 15.5 60.3 13 .2 

2 Issues covered on regular basis are very current 4.3 II 28.8 33.8 22 8.6 23.2 31 28.4 8.6 - 5.7 28.7 49A 16 

3 The issues covered on this magazine is based on facts 6.7 20.2 30.8 30.8 11.7 8.6 14 .7 3 1.3 23 .2 3.4 - 2.3 3 1.6 49.4 16 

4 The magazine help me to get issues of discuss ion 2A 9.2 20.8 50.9 16.7 12 12 32.5 18 12. 1 - - 27 45 .9 27 

5 
Most of the time the magazine write issues in the way I 

15.9 22.7 22.7 3 1.9 6.8 19.8 22A 37 15.5 5.2 6.9 16 18A 48.8 9.8 
wanl 

6 I like its journalistic writ ing 9.2 17.2 17.2 30 26A 26.7 26.7 26.7 13.8 6 4.6 15 .5 20.1 44.2 15.5 

7 I read, because I like the co lumnist 13.3 21.5 28.2 26.3 8.6 25 35.3 27.5 6 6 13.8 16. 1 30 A 25.8 13.8 

8 I read, because I believe the magazi ne write the truth 8.6 22 35 .6 20.2 13 .5 14.6 35.3 38 8.6 3.4 6.9 40.2 35.6 17.2 

9 I read, because it persuades me I I 25. 1 3 1.9 22.6 9.2 26.7 21.5 35.3 13.8 2.6 2.3 12.6 35.6 39.6 9.8 

10 I read, to entertain my self 17.8 11.6 29A 3 1.9 9.2 20.7 23 20.7 26.7 8.6 4.6 6.9 3 1 37.9 16.5 

II I read to aware myself what the government is do ing 16 .5 16.5 27 .6 27.6 11.6 17.2 29.3 20.7 29.3 3.4 4 .6 9.8 18.9 47.7 18.9 

12 
I read because it helps me to see things from different 

perspectives 
9.2 4 .3 27 42.9 16.5 27.6 17.2 13 27.5 14.6 2.3 9.2 16.7 52.3 20.1 

I ) I read to pass my time 25 .5 23.3 23.3 16.6 11.6 33.6 19.6 32.7 8.6 5.2 30.4 17.2 2 1.8 2 1.8 8.6 

14 I read because I like the photos publ ished in this magazine 30.7 23.9 23.9 16.6 4.9 44.8 22.4 17.2 10.3 5.2 32.7 \3.2 25.8 14.9 13.2 

15 I read because of its availabil ity 13.5 28.8 24.5 22. 1 I I. I 25.9 42.2 10.3 14.6 6.9 2 1.8 2 1.8 2 1.8 19.5 14.9 

16 I read because the magazi ne deal s with many issues 9.2 20 20 34.4 16 15.5 21.5 28A 18.9 15.5 - 10.9 22A 5 1. 1 15.5 

-
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17 I read because it presents ba lanced and fair information 23.3 25.8 18.4 25.8 6.7 37 14.6 31 17.2 - 8.6 13.5 28.7 40.2 9.2 

I read because it' s In li ne with my political, social , 
18 18.4 22.7 34.3 15.3 9 .2 28.4 28.4 34.5 6 2.5 10.9 15.5 26.4 3S.6 1 t.5 

economic and cultural attitudes 

19 I' m satisfied with its contents, because it is very current 7.3 15.3 36.2 22.7 18.4 20.6 20.6 37.9 17.2 3.4 - 6.9 40.2 33.3 19.5 

20 I read because it fulfi ls my expectation from media 13.5 36.2 2S. 1 11.6 13.5 19.8 19.8 50 8.6 1.7 4.6 14.3 26.4 37.9 16.6 

21 I read because I have no other choice, market avail ability 19 23.9 38 11.6 7.4 29.3 29.3 29.3 6 6 3 1 27.4 27.4 13.2 6.3 

I read because most of the time they tell what the 
22 15.6 11.6 19 38.6 14. 1 25 18.9 34.4 18.9 2.6 \3.2 IS.5 17.8 33.3 20.1 

government media do not want to tell 

23 I read them because their design attracts me a lot 28.8 2S. 1 18.4 20.2 7.4 37 28.4 25.8 8.6 - 3 1 18.4 22.9 16. 1 II.S 

24 I subscri be them because I want them to stay on market 38 22.7 16 11.7 11. 7 48.2 16.3 18.1 8.6 8.6 39 \3.2 21.8 14.9 10.9 
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According to Fortunato (2005) active audience se lects and uses the mass media to satisfy its own 

needs, att itudes, va lues, and beliefs .... The audience is acting as people who are volunteering to 

participate and selecting where they participate based on their own needs and goa ls. Their 

sati sfaction can al so depend on their needs and expects from the media. 

When readers/li steners or viewers sa id " I' m sati sfied with these magazines/ newspaper/ TV or 

Radio, there has to be some elements rai sed as a reason for a person 's sati sfaction. To identify 

what sati sfies readers of the three magazines from each magazi ne the researcher puts 24 items. 

The researcher uses five sca les of measurement in order to identify the level of di s/satisfaction 

the readers have on the magazines under study. The scales are Strongly Disagree (Number I), 

Disagree (Number 2), Neutral (Number 3), Agree (N umber 4), and Strongly Agree (Number 5). 

Respondents were asked to revea l their leve l of satisfaction , based on the given scales of 

measurement, on the Contents of magazines. As it is mentioned in chapter two, magazines have 

different contents: can be News, feature, photo, entertainment issues, different kinds of 

interview, opinion ' s co lumns and other related issues based on the purpose and objectives of the 

magazine. The question reads "I'm Sati5jied with its contents" . Accordingly as indicated on 

table seven and eight above 54 ( 14.7%) and 57(35%) of respondents replied that they are 

strongly agree and agree respectively that they are satisfied with fact magazine contents while 43 

(26%) are neutral neither sati sfied nor di ssat isfied. On the contrary 28 ( 17.5%) and 54 (6.8%) 

disagree and strongly di sagree on Contents publi shed by fact magazine respectively. 

Out of 174 respondents, 105 (60.3%) and 23 (13 .2%) respondents said that they are satisfied and 

strongly satisfied with the contents of Addis Guday magazine respectively. whil st 27 (15.5%), 15 

(8.6%) and 4 (2.3%) of respondents witnessed as they are neutral , disagree and strongly di sagree 

successively. 

Likewise from 116 respondents 22 ( 18.9 %) agree with Contents addressed by Lomi magazine. 

At the same time 22 ( 18.9 %) of respondents are strongly di sagree on the above issue. 10 

respondent (8.6%) replied that they strongl y satisfied with the contents of the magazine wh ile 

those who said di sagree and neutral accounts the same numerical representation which is 31 

( 19%). 

It is possib le to deduct from the di scuss ion that out of the three magazi nes Fact magazine is 

leading by 14.7% under the level that shows "strongly agree" on contents published by the three 
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magazines, while Addis Guday and Lomi followed by 13.2 % and 8.6 % correspondingly. Under 

"Agree", the finding is turned to another number. That is, 60.3% of Addis Guday readers 

"Agree" that they are satisfied with the contents, while Fact follows with 35% and Lomi 18.9%. 

In the reverse 18.9% of Lomi magazine readers indicated that they "Strongly disagree" on the 

item that asks whether they are satisfied with the magazine. 6.8 % of Fact magazine and 2.3 % of 

Addis Guday magazine readers addressed at this research are strongly disagree, which means 

they are not satisfied with the contents of those magazines. 

The second point under study deals with "on whether issues covered on regular basis are 

current ". This theme has been deliberately modified-I'm Sati~fted with its contents, because it is 

very current"- and put on item number 19 in order to check the reliability of audiences answers. 

The two questions seems similar, the first asks whether issues covered on those magazines are 

current while the second asks whether they are satisfied on contents published in this magazine 

regularly are very current. To make the analysis, the average percentages of the two items are 

taken for the analysis. 

As indicated on the table above 20.2% of respondents "strongly agree" that they are satisfied 

with the recent issues published in Fact magazine. The other, 28.25% "Agree" that their 

satisfaction stands because of the above item. The rest numbers of respondents 32.5% are neutral 

whilst 13.2% and 5.8% of respondents "Disagree" and "Strongly Disagree" with recentness of 

contents covered by the magazines. 

Examining Lomi magazine on the recentness of its issues, according to the data above, 28.8% 

(6% 'strongly agree' and 22.8% 'agree') of respondents agree that they are satisfied since the 

issues regularly covered are timely. On the contrary 21.9% and 14.6% of respondents said that 

they "Disagree" and "Strongly disagree" consecutively with the items delivered by Lomi while 

34.45% of respondents remain in the middle as "Neutral" . 

17.8% and 41 .6% of Addis Guday respondents "Strongly Agree" and "Agree" on the two items 

respectively. 34.45% of respondents are "Neutral" while others 6.3% "Disagree" on issues 

covered on this magazine are current on regular basis. No respondents of Addis Guday are 

"strongly disagree" on this item. 
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Out of the three magazines Fact magazine that has got 20.2% of respondents shows that its 

readers are satisfied with its current issue coverage. The second is Addis Guday with 16 % and 

the least goes to Lomi magazine that counts 8.6%. 

Under ' agree' category Addis Guday Magazine lead the others by 41.35% of respondents. It 

means that Addis Guday magazine readers agree that they are satisfied because the magazine 

covers current issues in regular basis. The second that follows Addis Guday by 28.25% is Fact 

magazine. Respondents under Lomi magazine "Agree" that issues are latest by 22.8%. 

Unlike Addis Guday, plenty of Lomi magazine readers are not satisfied with. 14.6% of them 

reveal that they are under "strongly disagree" on whether the issues addressed are very current. 

Item Number 3'd and 8th are the same questions but in differently state. Item number 3 reads "the 

issues covered on this magazine is based on jacts" whereas item number 8 explains "1 read, 

because 1 believe the magazine write truth ". These items are formulated and used to identify 

whether respondents satisfied because issues covered on that magazine are based on facts and 

they are truth. As it is shown in the table, 11.7% and 30.8% of Fact magazine respondents are 

"Strongl y Agree" and "agree" sequentially that the magazine writings are based on facts. 30.8% 

of clients are "Neutral"; unable to decide in either side. The rest of respondents wh ich means 

20.2 % and 6.7% of respondents "Disagree" and "Strongly Disagree" on motioned issues 

respectively. 

Out of Lomi magazine respondents 3.4% "strongly agree" on that their satisfaction is stands on 

the coverage of the magazine which is based on facts and the other 3.4% of respondents also 

"Strongly agree" that their satisfaction in thi s magazine stands because they believe the 

magazine is writing the truth. While 23.2% of respondents "agree" on the 3'd item, 8.6% "agree" 

on the 8th one. 

On average 42.5% (from which 49.4% and 35.6% is on item three and eight respectively) of 

respondents of Addis Guday confirmed that they "Strongly Agree". 35.9% of respondents on 

average remain "Neutral" on thi s subject. 

Generally under 3'd and 8th items Addis Guday magazme has relatively highest number of 

respondents who "strongly Agree" on the two subjects . On average Addis Guday counts 16.6%, 

Fact follows with 12.6% and Lomi magazine with average of 3.4%. 
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As indicated in table 7 and 8, the 4th item deals with whether the magazine helps readers to get 

issues of discussion. There are some kinds of people who want to seek one's attention and there 

are also others who like discussions on current issues and eager to tell what happened to friends. 

Hence, as indicate on the tables above respondents react on whether the magazine helps them by 

setting issues for discllssion. 

In this regard (Mckay, 20 lOp. 3) agree "Sometimes reading magazines even becomes a group 

activity when friends choose to chat together about what they've read." Magazine can help 

readers as a source of information. 

Accordingly, the number of respondents who choose "Strongly Agree" on the abilities of 

magazines on bringing points of discllssion counts 47 (27%) for Addis Guday Magazine, 27 

(16.7%) for Fact magazine, and 14 (12. 1%) for Lomi magazine. 

Similarly 83 (50.9%) of respondents "Agree" that their sources to get issues for their daily 

discussions comes from Fact Magazine while Addis Guday and Lomi follow by 80 (45.9%) and 

2 1 ( 18%) correspondingly. 

20.8% of Fact, 32.5% of Lomi and 27% of Addis Guday magazines respondents opt "Neutral" to 

th is item. Under "disagree" and "strongly disagree" category 12% of readers of Lomi magazine 

strongly disagree while 9.2% and 2.4% of Fact magazine clients replied as they are strongly 

disagree and disagree respectively. Unli ke others Addis Guday magazine has no any respondent 

under satisfaction level indicator of "Strongly Disagree" and "Disagree" . 

The discussion shows that 27% of Addis Guday magazine readers get issues of di scussion from 

the magaz. ine, while 16.7% and 12.1 % of Fact and Lomi magazine readers get the agenda from 

the magazines respectively. 

The fifth point under discussion deal with "Masl af the Time Ihe Magazine Write Issues in the 

Way I want ". 

In re lation to th is idea Krcmar and Stri zhakova (2008), puts Media use exposure in selecting 

specific media content and program or select newspaper or magazine from other types is affected 

by individual 's personality . Thus in this regards it is better to understand that people' s reading 

preference is different. 
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6.8% and 3 1.9% of respondents for Fact magazine believe that they "Strongly Agree" and 

"Agree" respectively that they are sati sfied with this magazine since it writes in the way they 

want. On the contrary 15.9% of the respondents "strongly disagree" that the magazine doesn' t 

write in line with their wishes. Nevertheless, 22.7% of respondents are "Neutral" and "Disagree" 

on the issue. 

Coming to Lomi magazine, on whether the magazine writes in the way readers want, 5.2 % of 

respondents "Strongly Agree" and 15.5% "Agree" that the magazine writings are in the way they 

want. Relatively big number of respondents (22.4% 'disagree and 19.8% ' strongly disagree') do 

not believe that Lomi magazine write in a way they like wh ile 37% readers hang about on the 

status of "Neutral". 

Reasonable number of respondents said that Addis Guday magazine writes in a way they like; 

hence, 9.8% and 48.8% of readers "Strongly Agree" and "Agree" consecutive ly. 

Comparing with others this magazine is relative ly written vis-a-vis readers' interests. Un likely, 

16% and 6.9% of respondents are not satisfied with the topic under discussion by putting 

themselves in ' disagree ' and 'strongly disagree ' options successively . And 18.4% of respondents 

remain neutral covering their instance. 

Readers were in addition asked to reveal whether they believe that the magazines have 

journalistic writing elements. In this regard Fact magazine has highest number of respondents 

who are satisfied with its journalistic writing accounting 43 (26.4%). Addis Guday follows by 27 

( 15.5%) of respondents. Lomi magazine however is least chosen by only 7 (6%) of readers who 

strongl y agree. 

On the contrary under "Agree" level of satisfaction, Addis Guday magazine registers 77 (44.2%) 

of its respondents who agree that the magazine has elements of journalistic writing approach. 

Fact magazine follows with 49 (30%). Under this item and level of satisfaction indicator the last 

is Lomi magazine 16 (13.6%). A signifi cant number of Addis Guday (44.2%) and Lomi (26.7%) 

refrain to revea l their stand . 

26.7% of Lomi Magazine, 20. 1 % of Addis Guday and 17.2 % of Fact magazine respondents are 

under "Disagree" class. In addition 26.7% of Lomi magazine respondents "Strongly Disagree" 

wh ich means the magazine have poor journalistic writ ing. 
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In addition to the points discussed above readers were inquired whether they subscribed the 

magazines being influenced by columnists. In spite of li king the whole content of a specific 

magazine the readers may choose and read different magazines because of high ly profile 

colum nist like Dan ie l Kibret of Addis Guday and Professor Mesfin Woldemariam of Fact. In this 

regard Wahl-Jorgenson and Han itzsch (2009) people are al l the enthusiastic to know about world 

celebrities. In add ition these people need to read the idea of prominent oppos ition. 

In this regard, 8.6 % and 26.3% of Fact magazine readers strongly agree and agree that they read 

the magazine affectionate by co lumnists. There are also subscribers without looking the profile 

of writers. Accord ingly, 21 .5% and 13 .3% of readers express that they "Disagree" and "Strongly 

disagree" respectively while 28.2% of respondents are "Neutral". 

13.8% and 25.8% of Respondents of Add is Guday magazi ne "Strongly Agree" and "Agree" 

respectively that the magazine li ked by them because of the columnists. 30.4% of respondents 

remain on neutral status and 16.1 % "Disagree" 13.8% "Strongly Disagree" under thi s item. 

The 9th item of the questionnaire reads "1 read, because it persuades me ". 9.8% of Addis Guday 

magaz ine respondents, 9.2% of Fact magazine respondents and 2.6% of Lomi magazine 

respondents "Strongly agree" that they read those magazines because the magazines persuade 

them. 

Add is Guday, unlike others registered comparatively high number with 39.6 % of respondents 

"Agree" that they read and satisfy with magazine since it persuades them. The second is Fact 

magazine; it has 22.6% of respondents who agree on the above theme. Lomi magazine has least 

persuading power as only 13.8% of respondents agree on convincing power of the magazine. On 

the contrary there are readers who deny the persuading quality of these magazines. Accordingly, 

21 .5% and 26.7% of Lomi magazine respondents which is the highest number from the others 

said that they "Disagree" and "Strongl y Disagree" on the persuading skill respectively whereas 

Fact follows by 25 . 1 % and II % consecutively. Addis Guday is better in persuading its readers 

than Fact and Lom i given that on ly 2.3% "strongly disagree" and 12.6% "Disagree." On the 

other hand almost similar number of respondents (35 .6% of Addis Guday, 35 .3% of and 31 .9% 

of Lomi) state as they are neutral on the issue. 
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4.2.4.1. Readers Reasons for Reading Magazines 

Each reader has hi s/her own reason to choose and read a spec ifi c magazine. Supporting thi s idea 

Rogers (2003) sa id that people prefer one media over the due to different reasons. The other 

reason according to Zang and Kudba (2012) is based on the function they fulfil l. Accord ing to 

Quai l and et al (2009), people read magazine and newspaper for different purpose and the major 

purpose are:- to be informed about loca l, national and world news and events, to contribute 

something informative to a conversation, for specific reasons, such as finding a job or hiring a 

service and for personal enrichment and fun. 

The tenet of Uses and Gratificat ions parad igm asserted that li stening radio/watching 

Television/ reading magazine or newspaper is goa l oriented. McQuail s, Blumler and Brown 

(2008) 

In thi s regard, Items number 10, 13 and 15 on table 7 and 8, have the same contents, the three 

items endeavor to get answers on why they read those magazines. These are number 10, '" j read 

to entertain myself', number 13, '" j read to pass my time " and number 15 '" j read because a/its 

availability ". 

Readers are reading magazine or any other print med ia or watch TV and li sten ing to Radio for 

different purposes . In addition, one of the purposes is to pass time. Sahilu (2008), cited (Grunig 

1979 p. 261 ) says, "when mass media content is not directly related to act ivities in which peo ple 

are engaged, people consume the med ia in order to fill the time" . Moreover, accord ing to Krcmar 

and Strizhakova (2008 p. 55) "gratifications sought are those that that we bring to media use 

situation: we want to pass time, we want to fee l a sense of social companionship, and we want to 

learn something". 

Th us what kind of time? To have some understand ing on thi s regard, why do they skim 

magazines, the probing interv iew with some of the respondents were a lso included. Respondents 

forward their reasons fo r why do they read . The first is read to get some information on what's 

go ing on around their country, to enterta in and educate themse lves. Others also to ld to the 

researcher that they read since the magazines are availab le and the rest read to pass their t ime. 

Some of them moreover read during the ir bed time because it he lps them to fa ll as leep. Some 

interviewees furthermore used these magazi nes as accompanying. As a result they read them 

duri ng tea break, lunch time, and wh il e wa iting for fri ends. They also sit to read in hair dressing 
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salons. Besides they use magazines to be at ease whenever they feel some boredom at home or 

work places, they used to pass such times by reading magazine. 

As it is mentioned on the tables above the 10lh item is " I read , to entertain myself'. In this regard, 

16.5% of Addis Guday, 9.6% of Fact and 8.6% of Lomi magazine respondents "Strongly Agree" 

that they read these magazines to entertain themselves. Addis Guday readers are better 

entertained that the others. The data shows that 20.7 % of respondents are "Strongl y Disagree" 

that means these respondents are not entertained by Lomi magazine and in sim ilar manner 17.8% 

for Fact and 4.6% for Addis Guday feel these two are not source of entertainment. According to 

Hallahan (20 I 0) one of the media roles is enterta ining the society. Through entertainment it can 

educate and inform the society. 

Thus according to the table, out of the three magazines, 1 1.6% of Addis Guday, 8.6% of Fact 

and 5.2% ofLomi respondents read the magazines to pass their time expressing their satisfaction 

level at "Strongly Agree". Issues help them to pass their time. 21.8% of Addis Guday, 16.6% of 

Fact and 8.6% of Lomi magazine respondents also confirm in a similar manner by saying 

"Agree" that they read those magazines to pass their time. 

32.7% of Lomi, 23.3% of Fact and 21.8% of Addis Guday magazine respondents are "Neutral" 

on this issue. On the other end readers are not reading these magazines just to pass time. As it is 

indicated on table 8 above Fact Magazine readers for instance express their disagreements and 

strongly disagreements by 23.3% and 25.5% sequentially. Likewise, 19.6% and 33.6% of Lomi 

and 30.4% and 25 .5% of Addis Guday customers divulge their disapproval by saying "Disagree" 

and "Strongly Disagree". 

14.9% and 19.5% of Add is Guday respondents, 11.1 % and 22.1 % of Fact respondents and 6.9% 

and 14.6% of Lomi respondents are "Strongly agree" and "Agree" that they read those magazines 

because of their avail ability to them. 

24.5% of Fact magazine respondents, 21.8% of Addis Guday magazine respondents and 10.3% 

of Lomi Magazine respondents are read ing neither its ava il ab ility by choosing "Neutral" to item 

numberl5. 

42.2% and 25.9% of Lomi, 21.8% and 21 .8% of Addis Guday and 28.8% and 13.5% of Fact 

magaz ines respondents uncover that they "Disagree" and "Strongly Disagree" on whether they 

choose to read those magazines because of its avai labi lity. 
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Awareness creation is one pillar principle of med ia. Citizens should be informed what their 

government is doing. In this regard respondents were asked to express whether they subscribe 

these magazines to be aware of on what the government is doing. According to the interview 

made with some readers, they most of the time believe that public media serve the government, 

and tells the good sides of the ruling party. Due to this reason audience develop an interest to 

know the other side of a story by subscribing these privately owned magazines which try to dig 

deep to the secrets of the ru li ng party and uncover it to the public. 

Under this item Addis Guday is leading others with number of respondents, that is 18.9% 

"Strongly Agree" and 47.7% "Agree" that they are satisfied with this magazine because it tells 

them many issues on what the government is doing out of publ ic eye. Although the amount is 

less than with that of Add is Guday, 11.6% and 27.6% of Fact 29.3% and 3.4% of Lomi 

magazines respondents "Strongly Agree" and "agree" respectively that the magazines are 

helping them to see the other side of stories. 

Many respondents however are not convinced on reporting the covered stories. Lomi magazine 

readers (20.7%) for instance disclose by choosing "Strongly Disagree" that they are short of 

covering hidden stories. Lomi is followed by Fact with 16.5% of respondents. Addis Guday is 

nonetheless blamed by few respondents (4 .6%). This shows that Addis Guday commits to its 

profession by unveiling hidden deeds. 

A well informed society can develop broaden and matured citizens who can see the world from 

different perspectives. As part of world media Addis Guday, Fact and Lomi magazines are 

expected to present from diverse angle. The researcher raised a statement that checks whether the 

magazines look things from di ffe rent point of views. In other words, this part is designed to get 

the stand of readers on whether the magazines help them to realize things from different 

perspectives. 

According to the information obtained from the interview made with a number of respondents, 

the difference is visible when they read political articles published on those magazines; the 

reports bring things from different perspectives and directions which are untouchable by public 

media. According to them, they believed the government media treat issues only in their Positive 

way, but those magazines are help ing them to draw the negative sides as well. Since the world is 

complete in both ways. 
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These magazine readers; therefore, give more credit in this regard to Addis Guday by 72.4%. 

They say that they 'strongly agree' and ' agree' that the magazine present happenings in different 

perspectives. Out of the three, the second magazine that has high number of respondents under 

"Strongly Agree" and "Agree" is 16.5% and 42.9% correspondingly. While Lomi magazine is 

the third in number of respondents who "Strongly agree" and "Agree" on whether they read the 

magazine to build different perspectives on the same issue, wh ich is 14.6% and 27.5% in order. 

On the contrary, 17.2% and 27.6% of Lomi magazine readers responded as they are "Strongly 

Disagree" and " Disagree" that the magazine is not helpi ng them to understand things from 

di fferent perspectives. Although they are few in number there are also readers who do not 

believe in the abilities of Fact and Addis Guday presenting contents with different perspectives. 

From the above discussion it is possible to visualize that Lomi magazine is the least in presenting 

stories from different angles. Supporting this argument an interviewee said that Lomi magazine 

is the worst to read since it collects stories from different social media pages let alone bringing 

their own stories with different perspective. 

There is a common saying that a picture speaks more than thousand words. Likewise readers 

may be influenced by the qualities of photographs. The item set on number 14 on table 7 and 8 

above reads "/ read because / like the photos published in this magazine ". Photos are icons for 

any magazine, which means, when they tell news or stories almost all magazines used 

photographs to strengthen their story. The interview that planned to support the main research 

questions were also addressed how do they see (evaluate) the photos published on those 

magazines are. Most of the respondents said that, sometimes they publi shed blurred photos whi le 

other times many photos that supposed to support the text do not have any relation. 

Similarly respondents responded that least number of respondents agree with appropriateness of 

photographs used by the magazines in terms of quality and appropriateness. Only Addis Guday 

has better support by 28.1 % respondents who express they are satisfied with the photos 

published 

Most of Lomi magazine respondents do not like the photos published in this magazine. The table 

shows that 44.8% of respondents "Strongly Disagree" on the item that tests whether they like the 

photos publi shed in this magazine. The second that the photos printed on the magazine, not liked 

by the respondents is Addis Guday that acounts 32.7% and Fact magazine follows by 30.7%. 
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The 16th item accord ing to table 7 and 8 is "/ read because, the magazine deals with many 

issues ", One interview questioned whether he is happy to read many issues in a single magazine, 

He said that a magazine that addressed pol itical, soc ial , economical , cultural and other related 

staffs attracts him most, because it gives him variety of contents to choose for, 

When we see the respondents' response on table 7 and 8 above, 16% of Fact magazine 

respondents "Strongly Agree" that they sati sfied with this magazine because it deal s with many 

issues, 15,5% of Lomi magazine and 15,5% of Addis Guday magazine respondents also 

"Strongly Agree" that they are satisfied on variety of issues addressed in those magazines, 

Out of its total respondents belongs to Addis Guday 51,1 % "Agree" that thi s magazine de livers 

varieties of topics, Under this subject Fact magazine counts 34,4% and Lomi magazine 18 ,9%, 

Under the other options "Strongl y Disagree" and "Disagree" the number of respondents in each 

magazine counts 92% and 20% for Fact magazine and 15.5% and 21.5% for Lomi magazines 

respectively. Addis Guday magazine has no respondents in the option "Strongl y Disagree" and 

there are only 10.5% who "Disagree". This shows that Addis Guday is in a better position m 

delivering mixture of topics. 

The l7'h item is "/ read, because it presents balanced and fair information ". Out of the three 

magazines 9.2% of Addis Guday respondents and 6.7% of Fact magazine respondents "Strongly 

Agree" that those magazines present balanced and fair information. As indicated in table 8, no 

one has strongly agreed on Lomi magazine. That is Lomi Amharic magazine doesn ' t fulfill the 

basic principle of journalism which is fa irness 

Again 402% of Addis Guday magazine readers, 25.8% of Fact magazine respondents and 17.2% 

of Lomi magazines "Agree" that they sat isfied with this magazine because of its balanced and 

fair coverage of issues. 

31 % of Lomi, 28.7% of Add is Guday and 18,4% of Fact magazine respondents are "Neutral" to 

this item. While 23.3% and 25.8% of Fact, 37% and 14.6% of Lomi and 8.6% and 13.5% of 

respondents "Strongly Disagree" and "Disagree" in order of present, on whether the magazine 

presents balanced and fa ir information. 

It is common that people are more attracted by those magazines that cover their political, social 

and econom ical wi ll s. To know whether these demands have been fulfilled by these magazines 
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the researcher pause this question"] read, because it is in line with my political, social, economic 

and cultural attitudes ". Under this item Addis Guday lead other magazines by 11.5% of 

respondents "Strongly Agree" and 35.6% of respondents "Agree" that they read this magazine 

because its writings are in line with their political, soc ial, economic and cu ltural attitudes. In this 

Item Fact and Lomi magazines follow Addis Guday magazine by the following percents. 

Whi le 34.5% of Lomi magazine, 34.3% of Fact magazine and 34.3% of Fact magazine 

respondents remain "Neutral" there are also a significant number of people who believed in that 

these magazines do not go with their interest as presented under item 18 on table 7 and 8. 

Readers have great expectations from media. That expectation will be entertainment, new 

information. To maximize their expectation they subscribe media outlets; like magazines. The 

researcher asked aud iences whether the magazines they read fulfill their expectation under item 

20 on table 7 and 8. Hence, 16.6% and 37.9% of Addis Guday magazine respondents "Strongly 

agree" and "Agree" correspondingly that the magazine fulfills their expectation from any media. 

The least is Lomi magazine which is represented by 1.7% and 8.6% and half of Lomi 

respondents linger neutral. 

36.2% of Fact magazine respondents "Disagree" that the magazine fulfill their expectations 

whi le 19.8% of Lomi respondents "strongly disagree" believing that the magazine didn't fulfill 

their anticipations. 

It is true that people will be forced to read a certain media without their interest due to lack of 

alternatives on the market. In this regard respondents were solicited if they read magazines 

because there is no option on the market. 

According to the data presented on table 7 and 8 above, 7.4% of Fact, 6.3% of Addis Guday and 

6% of Lomi magazine respondents "Strongly Agree" that they read those magazines due to lack 

of market availabi li ty. Similarly 13.2% of Addis Guday, 11.6% of Fact and 6% of Lomi 

magazine respondents "Agree" that they subscribe these magazines based on availability on the 

market. 

On the contrary 31 % and 27.4% of Addis Guday, 29.3% of Lomi and 19% and 23.9% of Fact 

magazine respondents "strongly Disagree" and "disagree" on this subject respectively. This 

shows that there many people who read these magazine by choice with any external conditions. 

Interviewees also said that, they read those magazines by choice irrespective of the issues they 
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raise. They believe that whether issues are written in negative or positive perspectives they can 

get information on what happened and is happening. They added that they read the magazines 

since they cover a wide range of themes: politics, psychology, social, health and astronomy, 

advertisements, puzzles. 

In countries like Ethiopia where the majority of media is monopolized by the government the 

ex istence of private media is useful for citizens to cross check issues that are uncovered by 

public media. It is therefore important to know from the aud iences' side whether they believe 

Addis Guday, Lomi and Fact magazines satisfied their customers by unveiling stories that are 

untouchable by government media. 

In th is regard 20.1 % and 33.3% of Add is Guday magazine respondents "strongly agree" and 

"agree" that they read this magazine because it gives them a bunch of information on what 

government media do not want to tell publicly. 

25% of Lomi magazine respondents however do "strongly disagree" that the magazine is not 

telling them anything different from what the government media are telling. 

As it is commonl y said face value is very important. The primary purpose of designing a page is 

to make it eas ier to read . This enables readers to rover the material faster, and as a result, it 

encourages more of them to read all that is written. Unread copy serves no useful purpose. When 

designing front page, it is important to note that there is no a single best pattern, only different 

patterns. It is calculated art of balance, contrast, rhythm, unity and harmony. In this regard 

therefore respondents were asked whether the design of these magazines attracts them to read 

under item number 23 on table 7 above. The fi gures show that more than 60% of Addis Guday 

and Fact and 90% of Lomi magazine readers are not satisfied with the designs of these 

magazines. From these data it is possible to say Lomi magazine is del ivering the worst design. 

Supporting this result all interviewees om inously said that Lomi magazine has unattractive 

design than the rest of the others by immersing more than 10 topics and photographs on the front 

page unlike Fact and Add is Guday magazines . 

It is common to hear on the street of Addis saying they need to buy private media outlets for 

their survival though not proofed by research. Last ly, respondents were asked whether they 

subscribe the magazines from the interest of preservi ng the magazines on market. Hence, 11.7% 
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of Fact, 10.9% of Add is Guday and 8.6% of Lomi magazine respondents "Stron gly agree" that 

they buy them to keep them on market for long coverin g issues. 

However, 48 .2% and 16.3% of Lomi ,39% and 13.2% of Add is Guday and 38% and 22.7% of 

Fact magazine respondents "Strongly Disagree" and "di sagree" that they buy since they get their 

expectati ons from these magazines. 

4.2.5. What respondents mostly like IDislike from those magazines 

The last paI1 of the questionnaire includes a question to know what the respondents like/dislike 

from the aforementioned magazines; namely Fact, Lomi and Addis Guday. This helps the 

magazines to identify which side of their content, style of presentation or any other related staff 

is liked and dis liked by the respondents and to take some measures to change things that do not 

li ked by the respondents. 

According to the data from Ethiopian broadcasting authority during their registration those three 

magazines namely, fact , Lomi and Addis Gud ay are licensed to cover Pol it ics, Economic, and 

Social issues. 

4.2.5.1. What readers LIKE from Fact Magazine 

Most respondents like the analys is given for different issues by d ifferent writers. They moi stl y 

like the fearless presentation of the magazines on current issues. One respondent al so sa id "some 

bo ld writers and their confidences in their writ ing help me to avoid fear and to develop se lf 

confidence in the way I am." 

Others like thi s magazi ne, because it has some prominent co lumnists. And those co lumni sts ' 

skill s in lookin g thin gs from different perspectives are li ked by some of the respondents. 

There are also add itional elements that the respondents identified as they like from the magazine. 

These includes:-

• Its abi li ty to search for new information; sometimes unreachable issues 

• The way it cover, analyze and critics hot and current issues 

• The way they write and di scuss on current issues 

• Its al1icles are based on relevant issues 
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• The way they work to encourage the government to foc us on deve lopment act ivities by 

showing its weak side 

4.2.5.2. What readers DISLIKE from Fact Magazine 

There are also respondents who express their di slikes from Fact magazine. According to the 

respondents the magazine is fu ll of opinions, un balanced, exaggeration, lack ing variety, 

pess imi stic about the country, focusing on covering polarized poli tica l issues and lack fairness. 

Accordi ng to Potter (2006) in some magazines there is a column used to publish people's 

opinion. It can be readers experience, feedback, rumors and observation. Opinions should be 

presented regularl y and on specifi c column. Publishing opinions on other pages that need facts is 

not supported. 

Besides they dislike the magazine due to the following add itional points. 

• Language selection problem (vague, and sometimes unclear) 

• Acting as political act ivists 

• Less profess ional analysis on some poli tical issues 

• Sometimes it tends towards oppos ition part ies only (be ing one sided) 

• ending articles without suggesting any so lution 

4.2.5.3. What Readers LIKE from Lomi magazine 

Comparing to other magazines Lomi magazine has few numbers of likes. These include 

entertainment news, the parti cipat ion of many co lumnists, the contents, sometimes the politica l 

analys is and dea li ng with current issues. In addition to that some respondents like the magaz ine 

because it comes with different in terviews which help them share experiences of people, and 

short stories published in th is magazine. 

In thi s regard, Potter (2006) states interview llsed to get first hand information from the 

interviewee. It is based on the type of magazine, if it's a general in terest magazine, fil ling all 

pages wi th interview is not necessary. If it is an enterta inment magazine publishing interview is 

not bad. 
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4.2.5.4. What readers DISLIKE from Lomi Magazine 

What Lomi magazine readers Dislike form this magazine are the cut and paste approach without 

proper acknowledgment of sources, plagiari sm, filling the page with irrelevant exaggerated 

issues. 

Most of the respondents dislike the layout and design of this magazine since it posts more than 

10 photos per cover page; the titles do not match wi th the detail and lack ing depth. Accord ing to 

Potter (2006), photos are a backbone to each print publ ication, but during posting photos it 

needs great thinking and se lection. 

There are also other reasons for dissatisfact ion by respondents. These include less professiona l 

writing, pess imistic proverbs and sayings, focusing on ind ividual ' s biography and filling the 

page with man y interviews. 

Among what respondents d islike one said "the magazine 's focus is only to maximize profit v ia 

subscript ion". Other points that are jotted down as a reason for d islike include: 

• Unbalanced writing and poor language selection 

• Falsification (writing without using sources) 

• Printing stories with no angle and objective and 

• Lacks variety of sty les 

4.2.5.5. What readers LIKE from Addis Guday Magazine 

What Most respondents like from this magazine is the analysis given on different issues and the 

variety of issues raised to aware its readers. Its contents addressed different current and 

untouchable issues by government owned media in balanced way, and thi s helps them to see both 

sides of a story, and to develop critica l thinking. 

Respondents moreover like the editorial which IS written III professional manner: evidence 

based writing and quality of columnist. Add is Guday magazine readers also state the following 

elements they liked most from the magazine. 

• Its health and sc ience and technology columns 

• It 's interesting issues, strong ideas and Analysis 

• Seeking truth 

• Data sources 

• It pointed out misdoings by execut ives which could help the government to improve 
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• The Language and writings styles 

• Paper qua li ty of the magazine, 

• The des ign and layout looks, 

• Fresh and up to date informat ion and its critics on government. 

4.2.5.6. What readers DISLIKE from Addis Guday Magazine 

Some of respondents d islike for th is magazine is its ed iting prob lem, Repet ition of topics, 

sometimes exaggeration on some top ics, and be ing one sided. The other raised its ava il abi lity in 

many occasions is less (sometimes ignore po li tica l issues). In add ition in some of its coverings it 

main ly focuses on pess im istic views, somet imes it gives a wide range of analys is based on 

op inion . 

In addition to the above, some respondents d isl ike the following e lements from the magazine. 

• imbalance crit ici sms 

• somet imes issues are broad and general 

• somet imes it lacks the question of balance 

• doesn' t g ive room for entertainment 

• it sometimes cover issues that inflame ethni c conflict and 

• Polit ica l extremism, lack of substance in some pieces, dist0l1ed analysis in some art icles. 

Accord ing to Herbert (200 I) Plagiarism and fabrication can lead to mistrust and d issatisfacti on 

of readers. If a media lose its trust, it cannot be competent in the market. 

4.2.6. Ways the three magazine readers express their satisfaction and 
dissatisfaction 

It was found that when the readers of the three magazines Satisfied/ dissatisfied by the 

publications, they most of the time discuss with fam ily and fr iends. The others said they inbox 

the ir d issati sfact ions lIsi ng the magazines emai l address which can be easily found on the 

pub li cations. The rest sa id they used social med ia, because a magazine like Add is Guday has its 

own Facebook page, and some of the co lumnists like Daniel Kibret of Addis Guday and 

Temesgen Desa legn of Fact magazine have their own Facebook pages. On those magaz ines there 

are te lephone numbers and postal address but none of the respondents used th is ways as means of 

giving feedback. 
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4.2.7. Content analysis 

Based on the questionnaire and interview questions the researcher has got man y findings on the 

three magazi nes. Thus to support the findings with the rea lity the tr ied to simply observe what 

the contents of the three magazines and the cover page des igns looks. The researcher collected 

th ree copies of each magazine, since the researcher work is not based on content analys is, for the 

purpose of thi s study it w ill focus on one magazine from each magaz ine on the fo ll owing dates 

of publications. 

Table 9: Selected Sheets & Number of Magazines for Content Analysis 

Name Of The Magazine Sheet Number 
Year And Month 
Of Publication 

Fact 2 41 May/20 14 
Lomi 0 10 1 May/ 20 14 J 

Addis Guday 8 211 May/20 14 

4.2.7.1. Cover pages of those Magazines 

Cover pages shou Id be designed professionall y to attract its readers . Readersh ip Inst itute (200 I) 

said that front page divers ity is usefu l in order to whet readers. Moreover George ( 1995) 

effective layouts capture a reader ' s attention . It is therefo re impoltant to investigate the responses 

of audiences on cover page. 

Fact magazi ne ' s cover page length is 29.5 eM. On the above 2 cm, the photos of two co lumnists 

is posted, it covers 2 by 3 cm each with three subtopics. 25 e M of the cover page is fill ed by a 

graphics used to support the main topic. The name of the magazine is also written in the 

graphics. The rest is left for marg ins. 

The length o f Addi s Guday magazine cover page is 28 e m. on the upper s ide, there is a photo 

which is 2 cm by 13 cm . in front of the photo there is a top ic stands fo r the picture. The name of 

the magazine is written under the above photo and it covers 3 cm by 18 cm. 19 cm of the cover 

page is covered by the graphics, on the graphics there is one topic with a subtopic. At the end of 

the topic there is a lso another topi c. The rest is given for margi ns. 

The cover page of Lomi looks di fferent from the others it is filled with photos and topics. The 

cover page length of Lo mi magaz ine is sim ilar wi th Fact magazine that is 29.5 cm. at the upper 

69 I P age 



side of the page, there is no margin the name of the magazine is written 4.5 by 10 cm, in front of 

it there is a topic and then there is another image. Generally Lom i magazines cover page has 16 

photos, 3 logos and 16 topics. There is no an y margin or white place. Simply it looks a beginner 

canvas. 

In thi s regard Wahl-Jorgensen and Hanitzsch (2009) puts, photos can help to set visual agenda ' s. 

In addition they agree that in magaz ine production , it is not only the quality of photographs that 

matters the size and also position cail make a difference. Furthermore Blanco (2005) Agree in 

magazine a producers can use on ly photos, which means a photo can speak a thousand words if it 

is taken at the right place and at the ri ght time. 

4.2.7.2. Inside pages of those Magazines: 

Once the cover page has been exam ined it is a lso important to see the inside page of each 

magazine. Accord ing to George ( 1995) the elements 0 f a page must be arranged in a way that 

appear balanced. White space also helps in differentiating different elements on a page. It helps 

to create a sense of visua l cons istency. Accord ingly, the researcher tri ed to know what readers 

are thinking about the magazines layouts. 

Lomi magazine 

Lomi: the magazine has 36 pages. The ins ide of the cover page fill ed with advertis ing, the lSI 

page has some additi ona l topics, enti tled "Add itional Issues", here also the name of them 

magazine is posted with additional 8 topics and 6 photos. On page 2 there is ed itorial, reader's 

feedback and address of the magazine. In the upper side of each page there is advertisement and 

under it the name of the magazine and other details. 

According to McKay (20 I 0), Many magazines carry letters pages and these are often good 

indicators of the tone of a magazine. The page helps to post different feedbac ks, readers ' 

correction and others. In this regard Lomi magazine published reader's feedback. 

The magazine has 26 political articles, 2 soc ial, 2 religious, I SpOlt, I art and I health issue. In 

addition inside the page, there are some entertainment related issues like, short stori es, jokes and 

news. On page 10 of the magazine there is a sma ll place that presents the poems of the Ethiopian 

national anthem during the Derg, emperor Hai lesillass ie and the EPRDF regime. The researcher 

read those poems written in the same way by September 2013 in the date of Ethiopian Flag Day 
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from Facebook. And it was posted by different pages. Thus the researcher can't acknowledge as 

their origi nal work. Also the magazine didn ' t acknowledge anyone under the poems. 

In thi s regard Readership Institute (20 II ) says one factor to choose one med ia from the other one 

can be the origin of the story. It means readers hi ghl y initiated to read by where the story came 

from matters. 

Fact magazine: 

The total page of thi s magazine is 36. The inside of the cover page is fill ed by adverti sement. 

First page has a li st of contents covered by the magazine. The 2nd page a lso filled by cu rrent hard 

news. The rest pages has an article, 15 po litical arti cles, 6 articles focused on soc ial and arts, I 

article focused on psychology and two articles with cultural and economic issues. There are no 

enteltainment based stories, but there are stories written in the form of entertainment. Even if the 

inside pages are one co lor the white places left in every page are balanced and can attract the 

readers. 

Reinmann and et al (20 12) agree that hard news is important to large numbers of people . In thi s 

regard thi s magazine tr ied to give information to the general audience. 

Addis Guday magazine: 

Unli ke the others two magazines Fact and Lomi , Addis Guday has 40 pages and it is fu ll color. 

The lSI page directs the inside contents. Stalting from the fourth page it has 7 political articles, 3 

art icles on current issues, there is a lso an art icle with hi storic content, I psychology, there is 

editoria l, I in depth interview, I article on health, 2 court issues, 3 entertainment and sc ience and 

technology issues are included. In add ition there are al so 2 art icles on SpOit and li fe. Since a ll 

pages are full color, a ll the photos are colors and the a ll topics are written with co lor. The wh ite 

space in every page also attracts can catch eyes of the reader. 

As it has been stated by Ha ll ahan (20 I 0) a ll news programs and other events gathered in the 

society and covered by media are either po litica l, social, econom ic or/and cu ltural. Accord ingly, 

the contents of the three magazines show that they covered activi ti es happened in their society. 

According to the readership institute (200 I), content organization , select ion , content promotion, 

and geogra phic foc us of contents al so att ract readers to choose one media from the other. In thi s 

case, all the three magazines mainly focu sed on local issue. 
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In other way, one of magazine quality indicators, according to Meyer and Kim (2003) is emphasizing on politics, internat iona l relations, economics, social we lfare, cultural endeavors, education and science. In thi s regard, up on the sli ght content ana lysis the researcher identified that the magazines addressed related issues . 

Like that of reading newspaper, magazine readers use newspaper-reading style, according to Fang (1991) . If the headline indicates a news story of interest, the reader looks at the first paragraph. If that also proves interesting, the readers continue. The same is true with magazine. However, if producers filled every corner of the pages with topics, advertisements with large font sizes and many photographs and graphics it will lead readers in adverse manner. 
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CHAPTER FIVE 
5. SUMMERY, CONCLUSIONS AND RECOMMENDATIONS 

This chapter presents brief summary and conclusions of the research findings and gives 

various recommendations. First it w ill present the summery of the research, and then it 

briefly set the conclusions and fina lly draws a recommendation based on the conclusions of 

the findings. 

5.1. Summery 

The purpose of th is research was to identify whether readers were sati sfied with the three 

se lected Am haric magazine name ly Fact, Lom i and Add is Guday. The researcher dec ided to 

work on these magazines, because acco rdin g to the 9 month reports of the Eth iopian 

broadcasting Authority those three magazines were the top three magazines with number of 

circulat ion. The instruments used to co ll ect data were Questionnaire. The general numbers of 

respondents were 208, which are 45 Female and 163 Male. Out of the tota l respondents there are 

some readers who onl y subscribe for one of the three, two o f the three and a ll of them. According 

to th is the specific numbers of respondents for each magazine d istributed as follows, Fact 163: 

Female 30 and Male 133, Addis Guday: Female 33 and 141 Male and Lomi: Female 17 and 

Male 99. The interviewees were selected from the respondents who the three magazines. And 

there number is 6, which include 3 Fema le and 3 Male. The questions the study strived to answer 

were four. 

Thus accord ing to the findings here are the major find ings. 

5.1.1. Reasons for Reading Magazines 

• Readers read magazines for different reasons including, to get issues for discussion, to 

enterta in, to aware what's go ing around the country, to have divers ified views and to pass 

time. 

• Accordi ng to the data from the quest ionnaire, Readers who strongly agree on that they 

read "to get some issues of d iscussion", " it he lps me to see things from d iffe rent 

perspectives", " I read to aware myself on what the government is do ing" and " I read this 

magazine to enteltain themse lves" Add is Guday Magazine led the rest two magazines, 

Fact is the next and Lomi is the last. 
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• The other is " I read magazi ne to pass t ime". Under th is item Fact magazine led whi le 

Addis Guday and Lomi magazines follow. 

5.1.2. Most preferable contents by readers 

From the questionnaire there were two questions designed to get data on what respondents 

(readers for those magazines) liked and di s li ked from the magazines . And the other is a closed 

question that is " I' m sati sfied with its contents" . Here are the findin gs: -

• Under the item used to identify how man y numbers of respondents are satisfied on th e 

contents of those magazines, most of Add is Guday magazi ne respondents strongly agree 

while Fact magazine and Lomi follow. 

• The other reader ' s content preference collected from what they " like and di slike" is: 

whi le Fact magazine respondents like to read d ifferent political art icles, ana lysis and 

critiques, Lomi magazine respondents like to read entertainment news, interview and 

political analysis, and Addis Guday respondents editorial , health and sc ience and 

techno logy issues, entertainment, political critiques and analysis. 

5.1.3. Where do the readers get those magazines 

In the questionna ire there were two items which tried to direct to a question where the readers 

get those magazi nes, these are " I read , because of its ava il ab ility" and " I read because, I have no 

other cho ice, market avai lab ility" . The first one tried to identify whether respondents read those 

magazines because of its avai lability and the second whether they read because, there are no 

choices in the market. And there were a lso open ended questionnaire to identify from where 

readers get the magazine. Thus according to the questionnaire Addis Guday, magazi ne led 

others. Fact follows with related percentage and Lomi magazine is the least. 

• In regardin g to " read in g as a resu lt of lack ing choice in the market", lowest 

number of Addis Guday respondents strongly agrees. A lmost most of 

respondents do not agree on th is item. 

• Based on the open ended question, in genera l most of the respondents sa id to 

read magazine, they used to buy, the second sa id they rent from magazine and 

newspaper se llers; others said they got from library and the rest by borrowing. 
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5.1.4. Readers satisfactionl dissatisfaction with the selected magazine 

• Generall y Addis Guday magazine readers mostly satisfied, the second is Fact 

magaz ine readers and the 3'd is Lomi magazine. 

• Out the general num ber of respondents, a magazine which has many regular 

readers is Addis Guday magazine. Again here Fact is the second while Lomi 

magazine is ranked the 3'd. 

• Out of the three magazines Add is Guday has many readers which read thi s 

magazine 3 hours per week. Fact is the second and Lo mi magazine is the least. 

5.1.5. What with readers of Fact, Addis Guday and Lomi magazines satisfiedl 

dissatisfied 

What satisfies respondents ji-OIl1 jact magazine: - It ra ises current poli tica l issues from di fferent 

perspecti ve with analysis, it helps me to get opposite and marg inal ideas which are scarce to get 

around here and the magaz ine has an abili ty to find out the secrets of the ruling parts and tell s 

without fea r. 

What dissatisfY respondents on faci magazine: - Extremely biased wri ting, aga inst government. 

Being one side, it covers issues in their negat ive forms, the magazine al most all the ti me in its 

writing presented saying that "according to anonymous sources" th is is not re li able because of 

unidentified sources are some of the reasons to some respondents sati sfaction. 

What satisfY respondents of Lomi magazine: - Most its parts has criti cism, Its coverage are based 

on fact s, It covers current and hot issues, and It stands and refl ects people's problem, the other is 

its presentat ion sty le. That is most of them the magazine is full of entertainment. 

What dissatisfY respondents of Lomi magazine: - It focus on individual issue than social issue, 

the magaz ine focus on entertainment though the entertainment issue are co pied from different 

places like facebook and do not acknowledge the source and the magazine used shouting topics, 

with unrelated analysis. 

What satisfY Addis Guday magazine respondents : - among the reasons given here are some, they 

prov ide current uncovered issues in depth analys is of events, Their arti cles are we ll wri tten and 

edited, They present a view of impOltant personalit ies, their independent wri ting is te ll s that they 

have balanced writing, it rises with depth and detailed analysis, po litica l analys is, its columnists 

its design, and the way the critique current events, is included . 
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on facts, It covers current and hot issues, and It stands and reflects people 's problem, the other is 

its presentation style. That is most of them the magazine is full of entertainment. 

What dissatisfy respondents of Lomi magazine: - It focus on ind ividual issue than socia l Issue, 

the magazine focus on entertainment though the entertainment issue are copied from different 

places li ke facebook and do not acknowledge the source and the magazine used shouting topics, 

with unrel ated anal ys is. 

What satisfy Addis Cuday magazine respondents: - among the reasons given here are some, they 

provide current uncovered issues in depth anal ysis of events, Their articles are well written and 

edited, They present a view of important personalities, their independent writing is tel ls that they 

have balanced writing, it ri ses with depth and deta il ed analysis, political analys is, its co lumnists 

its des ign, and the way the critique current events, is included. 
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What dissatisfo Addis Guday magazine respondents: - In some of its presentations, the magazine 

lacks depth of knowledge, analytical skill s, broad perspective and ultimately has no objectivity 

and the magazine sometimes is hard liner in its stance and mostly unprofess ional. 
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5.2. CONCLUSIONS 

Based on the find ings of the study the fo ll owing can be concluded . 

o People read the three magaz ines namely, Fact, Lomi and Addis Guday fo r d iffere nt reasons 

o Although there are some differences, the readers of the three magazine inc ludes, Male and 

Female, also youth , Adu lts, students, government employed, private employed, 

unemployed, reti red and people with different educat ional statuses are inc luded. And most 

of the readers pol it ical stand they is independent. 

o Out of the genera l num ber of respondents, Lom i magazi ne never read by many readers than 

Fact and Addis Guday. 

o Addis Guday magazine readers are highly sat isfied with this magazine than Fact and Lomi 

magazine readers. 

o Most Fact magazine readers are sat isfied with its contents than Lom i and Add is Guday 

magazines 

o Most of Fact magazine readers are satisfi ed with its journalist ic writings than Add is Guday 

and Fact. 

o Most of Lom i magazine readers are not happy with the design and photos published and its 

copy and past ing approach in this magazine than other magazines. 

o Most of Addis Guday magazine readers read this magazine, because it very current issues 

on regular basis that are not raised issues not covered by government med ia and like the 

co lumn ists. 

o Most of Addis Guday, Fact and Lom i magazine readers most ly prefer to read poli t ical 

ana lysis, presentation and critiques on current issues . In add ition most of Addis Guday 

magazine readers like to read hea lth and science and technology issues wh il e Lomi 

magazine readers like to read enterta inment issues . 

o Most of Addis Guday, Fact and Lomi magazine reade rs send their feedback to those 

magazines, us ing social med ia, emai l and mostly d iscllss with friends and fam ilies on what 

satisfy and d issatisfy them most. 
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5.3 Recommendations 

Based on the find ings of the study, the researcher would like to give the following 

recommendations. 

• There are some problems, III presenting fair and balancing information fo llowed by a 

journalist ic writing. Thus the producers or the owners of those magazines should arrange 

various short term training on how to cover issues in its balanced forms, how to present 

issues keep ing its journalistic writings, and how to se lect and improve contents. 

• Some of the problems shown are because of lack of profess ionals. Thus the prod ucers or 

owners of those magazines shou ld work with Addis Ababa Un iversity School of 

Journal ism to get professional Assistance. 

• There are some unattract ive des ign and layo ut. Thus to overcome th is problem, the Lay 

out and des igning should be professional. Thus the producers should Consult good 

graphics designers and tak ing trainings on how the magazine's cover page and the inside 

stories shou ld be placed is mandato ry. 

• There are copy and paste problems. To overcome th is problem, before publ ish ing, the 

Producers should identify whether the issues are original works or not, because this will 

help to acknowledge the source. 

• In some of the contents, there is exaggeration; thus to avo id this problem and not to get 

biased, It is advisable to producers to work with external professional content analyst. 
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Appendix A 

Addis Ababa University 
School Of Journalism and Communication 

Graduate Program 
Questionnaire for readers 

Dear Respolldellls 

I am conducting a research for the partial fulfillment of MA degree in journalism and communication at 

Addis Ababa Uni versity. The topic of the research is "Readers Satisfaction with Ethiopian Print 

Media: In The Case Of Selected Amharic Private Magazines", name ly Fact, Addis Gilday alld Lomi. 

The aim of this research is to assess the level of satisfaction I dissatisfaction of readers of those magazines. 

The success of thi s research depends on your genuine answers. Therefore, I am kindly request ing you to 

give genuine and accurate answers to the questions below. 

Appreciating your help the researcher would like to assure you that your answers will be used only for the 

purpose of this research. Thank you in advance. 

I. Demographic Information 

Directioll: please ell circle the letter thllf holds YOllr choice. 

1. Sex: A. Male B. Female 

2. Age 

A. < 20 B. 20 - 29 C. 30-39 D.40-49 E. ? 50 

3. Educational Background: 

A. Ph. D B. MAIMsc Degree C. BA/Bsc Degree E. Diploma! TVET 

F. G. High school G. read and wri te 

H. Other specify _____ ___ ______ _ 

4. Occupation: 

A. Student B. Government employed C. Private Employed 

D. Unemployed E. Retired F. other specify _____________ _ 

5. Amount Of Monthly Income: 

A. > 500 B. 500 - 1,000 

E. 2,00 I - 3,000 F. 3,00 I - 4000 

6. Political Stand: 

A. Pro ruling party B. Pro Opposition 

C. 1,001 -1,500 

G. > 4001 

C. independent 

D. 1,50 1 - 2,000 
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II. Magazine Readability Habits 
I. How often do you read the magazines mentioned below? Put {" } sign in front of your choice. 

Frequency 

Magazine Most of the 
Regularly Sometimes Rarely Never Times 

Fact 

Lomi 

Add is Guday 

2. For how long have you been reading the magazines in a week? 

Magazine 
Frequency per week 

3 hours 2 hours I hour 30 minutes Whenever possible 
Fact 

Lom i 

Addis Guday 

Any other, please speclfy ________________________ _ 

3. Are you satisfied wilh Fact, Lomi and Addi s Guday magazines? Please encircle on your choice. 
FACT: 

LOMI: 

ADDIS GUDAY: 

A. Highl y Satisfied 

A. Hi ghl y Satisfi ed 

A. Highly Satisfied 

4. What are your reasons for your satisfaction? 

B. Satisfied 

B. Satisfied 

B. Satisfied 

C. Not Sati sfied 

C. Not Satisfied 

C. Not Sati sfied 

FACT: ________________________________________________ __ 

LOMI: __________________________________________________ ___ 

ADDIS GUDAY: ______________________________________________ _ 

5. What are your reasons for your dissatisfaction? 

FACT: 

LOMI: ________________________________________________ ___ 

ADDIS GUDA Y: _____________________________________________ _ 
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Ng 

I 

2 

3 

4 

5 

6 

7 

8 

9 

10 

II 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 
24 

6. The following table contains items that are designed to find out what satisfied you from each 

magazine. Read carefully and encircle the level of your choice for every magazine mentioned 

below the name of the magazine. 

l. Strongly Disagree 2. Disagree 3. Neutral 4. Agree 5. Strongly Agree 

Item 
Name Of Magazi ne And Scale 
Fact Lomj Addis Guday 

I' m satisfied with its contents I 2 3 4 5 I 2 3 4 5 1 2 3 4 

Issues covered on regular bas is are very current 1 2 3 4 5 I 2 3 4 5 1 2 3 4 

The issues covered on th is magazine is based on facts I 2 3 4 5 I 2 3 4 5 1 2 3 4 

The magazine help me to get issues of discussion 1 2 3 4 5 1 2 3 4 5 1 2 3 4 

Most of the time the magazine write issues in the way I want 1 2 3 4 5 I 2 3 4 5 1 2 3 4 

Il ike its journal istic writing 1 2 3 4 5 1 2 3 4 5 1 2 3 4 

I read, because I like the co lumni st I 2 3 4 5 1 2 3 4 5 1 2 3 4 

I read, because I believe the magazine write the truth I 2 3 4 5 I 2 3 4 5 1 2 3 4 

I read, because it persuades me 1 2 3 4 5 1 2 3 4 5 1 2 3 4 

I read, to entertain my self I 2 3 4 5 I 2 3 4 5 I 2 3 4 

I read to aware myself what the government is doing I 2 3 4 5 I 2 3 4 5 I 2 3 4 

I read because it helps me to see things from different 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 

perspecti ves 

I read to pass my time 1 2 3 4 5 I 2 3 4 5 I 2 3 4 

I read because I like the photos published in th is magazine I 2 3 4 5 I 2 3 4 5 I 2 3 4 

I read because of its availability 1 2 3 4 5 1 2 3 4 5 1 2 3 4 

I read because the magazi ne deals with many issues 1 2 3 4 5 I 2 3 4 5 1 2 3 4 

I read because it presents balanced and fair information 1 2 3 4 5 I 2 3 4 5 I 2 3 4 

I read because it's in line with my political, social, economic 

and cultural attitudes 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 

I'm satisfi ed with its contents, because it is very current I 2 3 4 5 I 2 3 4 5 1 2 3 4 

I read because it ful fils my expectation rrom media 1 2 3 4 5 1 2 3 4 j 1 2 3 4 

I read because I have no other choice, market availability 1 2 3 4 5 1 2 3 4 5 1 2 3 4 

I read because most of the time they tell what the government 

media do not want to tel l 
1 2 3 4 5 I 2 3 4 5 I 2 3 4 

I read them because their design attracts me a lot I 2 3 4 5 1 2 3 4 5 1 2 3 4 

I subscribe them because I want them to stay on market 1 2 3 4 5 1 2 3 4 5 1 2 3 4 

7. Where do you get those magazines? 

8. How do you give feed back to the magazine? 
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9. Please, mention what you like and what you dislike from the three magazines 

Magazine What I like What I dislike 

Fact 

Lomi 

Addis Guday 

Thank You! 
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A. < 20 B. 20 - 29 C. 30-39 0.40-49 E. 2: 50 

3, HlI"UCT Y.l~: 

A. P.hr~T,'l. "It. B. 1I.l1"1I./1I.l1"c'bM. P. "It. C. llll./llIl.M . .<l. "It. 

B. E . .<l. T(\o"'l/'tIT.n.. t F. hlj:r<;' u-1\1'<;' Y.l~ 

H. c'b'lltl\.e"ll\~ __________________________ ___ 

4. Ft-: 

O. n to f 1\,1\ lD' E. tnt: 'r':' F. (\,1\ 

.e"ll\~ ____________________ __ 

5. tIl C 'I 'f f 1 Cl. oPm 1 : 

A. > 500 B. 500 - 1,000 C. 1,001 -1,500 0.1,501 -2,000 

E. 2,001 - 3,000 F. 3,001 - 4000 G. > 4001 
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h.ltll'l-'l.e: __________________________________________________ _ 

6. hlw o;H' V</>Loar (l')mL1r Vhl~n..\'11 V},C~;r {/Dml (\O""~t N·H;i.~. V'I'''.\'\! .eH·y.:h S'~'H' )ar:: 

0""11)'11" 0"'L1~ ~)orr O;)~ 1I~·:fll.e1i;1.1ll:l"1:I1H1'U_ VII";!·I\n·t V},c~;I' o"mT} VS'tI(J)' </11'Cl S'h·orr :: 

4. M"'I"'I"u_ 5. OflJlI" IN'I"'I"u_ 

Y""~'kl> 1111"<; YhC~ ovml 
T. )1'{1 .. 

4-h+ il""'I. 
I .. '!.h .....:.e-

1 o"~rh,of> O"'LS')~ar .eH·'" L~"U_ I 2 3 4 5 I 2 3 4 5 I 2 3 4 5 

2 o"~'kl> M~'::>.Y"I. Y"'LS'Wfar Y~r:r tlrll ,,:far 
I 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

3 O},ar)1'<;' hM'''' ~.e HO"Lrl~ 'I- ,~I":r ,e!'.1I~1:I 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

4 ""~rh,of>l n"'l10n. h~f<f'li ;:>C Y"'I)~ar ;}~·n }, 1.1t <;' L"i .r.~C1<;'1:1 
1 2 3 4 5 1 2 3 4 5 I 2 3 4 

5 

5 h·n;ilr"fi ;rtrT},~ nll".l.1:I1ar ovl:lh· M"'L9~ ~1I.e1\ii1:l 
1 2 3 4 5 1 2 3 4 5 I 2 3 4 

5 

6 O.::>H.tn"i)t YM9,\, l1l:I'''' M"'I.W ov~rh,1"11"10{1 .1':1I.e";;'1:I 1 2 3 4 5 I 2 3 4 5 I 2 3 4 5 

7 OV~rh,"" V"'I)nar nm>~'tof> V"'L~-i- h II"~ >;":f 1 II" 1I"(J)'l:f (J) . ) (J). 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

8 ""~ rh,of>l Y"'I ) 0 aro {/D~ m:I> Y "'IJDm'~ u_f:.f}, or) ,~ <;, 5 1 2 3 4 5 1 2 3 4 5 I 2 3 4 
II " 11 ~ ) ar 

9 ""~ rh,of> 1 V "'I) n ar CJJ{J m-h ~ "'I"i 11<;' II" "'11 7 ar) ar 1 2 3 4 5 I 2 3 4 5 I 2 3 4 5 

10 O,,~ rh,of> 1 Y "'I) n ar t.!I. 1 ""'1'11"" t ) ar 1 2 3 4 5 I 2 3 4 5 I 2 3 4 5 

11 O,,~ <hd, 1 Y "'I) n (J). 001 "III t }, V n t. II ~ ~ (J). II t. "11 ~ n. 5 
II " "'It. l' C 1:1 1 ) (J). 

I 2 3 4 5 1 2 3 4 5 1 2 3 4 

12 OD~ rh,of> 1 Y 0'1) n ar) 1 c: t 1 0 of-" Y h 1 "11:1 }, 1 S?: aD" h t 5 

II " au 'l.1 ) ar 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 

13 ov~ rh,of> 1 Y "'I) n ar 1. H. ~ 1 ""'I~" '\' ) ar 1 2 3 4 5 1 2 3 4 5 I 2 3 4 5 

14 ""~ m:" 1 V "'I) n (J). 0 ""~ ,1.:/, r "'IJD m- f:. f· 9' :1' 5 

II " "'IY II .~ II of> 1 ) ar 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 

15 ""~ rh,of> 1 Y "'I) 0 ar ""~ rh,of> 1 Y "'I"l7t }, S?:I:I II ~"1 ) ar 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

16 ""~ rh,of> 1 Y "'I) n ar V .~" S' r. con 'I-'ll"tll1""'Ln ~ 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 ) (J). 

17 ""~ ,j,of> 1 r "'I) n ar n~~ " 'E " '\'t'E H 1 ~ 9'fl II" "'IY (J)flJ 5 1 2 3 4 5 I 2 3 4 5 1 2 3 4 ) (J). 

18 ""~ rh,of> 1 V "'I) 0 ar h ~ V T" 1: ~ 'E 1 "'IU n t. 'E 1 h. r <;' "'IY 'E 5 
},,, ~ U ~ 'E h *11" '::> C V "'L'b 'l. H 1 ~ 9':r'l 1111 "'Lr (J)flJ) ar 

1 2 3 4 5 1 2 3 4 5 1 2 3 4 

19 ov~ m:I> 1 V "'I) n ar .e H 1- '" 0 flJlI" • .,. Ir II 1111 11)· ) (J). 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
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Appendix C 

Interview Questions for selected respondents 

1. Do you read magazines for the purpose of a companionship? 

2. Do yo u think that Addis Guday, Fact and Lomi magazines present stories that would 

have not been covered by public media? 

3. Do you think that Amharic magazines present stories from different angel so that readers 

can broaden their perspective? 

4. How do evaluate photographs published on these magazines? 

5 . Are you interested in reading many stories on a single page? 

6. Why do you subscribe magazines? 

7. Do you like the layout and design of the magazines? 
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20 OD~ dv~ 1 r "'1) n ar h OD~ m..f:f r 9"mll </> mry ) 1 c::f 
5 1 2 3 4 5 1 2 3 4 5 

1 2 3 4 
I! f\ a'IJ"'J.~ ) ar 

21 OD~ m'~ 1 r "'1) n ar n 1 n .I' ar I\, ~ II "'1 to "I" I] f\ em<;'.;. ) ar 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

22 OD8 dv~1 r a7) n arn II {lij <;,arr 9"1.,1! t "'1:'l.Y 
2 3 4 5 1 2 3 4 5 

1 2 3 4 5 1 
r "'1.1' ) ~ m'} f, H ·f·:f I! f\ "'IJ ) ~ ) ar 

23 (10~ dv', 1 r WI) n m· r (10~ 'f,.~ "l. ij f, 1 I! f\ "'I!'1C h "I ) m· 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

24 ""8 m,P 1 r "'1) n ar n 1 ny h 1 "l.1f> f, f\ "'11! iFe.. ) ar 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

r~'f,1:I!9" r 9"tm>;"'far) 1 c:'f r 9".} m!l. 'f ar) 1 c: 'f 

4-ht 

11""'1. 

1I"l.1l 1-"lf, 
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