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Abstract

Although audience information and feedback are re@gsefor improvements of media working
trends, the values of them have been less appeeciay broadcasters. This is because the
broadcasters and their audiences have asymmettatioaship; i.e., often there is one-way
communication that has been existed between thempecklly, broadcasters in developing
countries have less interested in conducting andcgssing audience research and least
integrated it in the organization structures. Mainjournalists in the broadcasting media have
accomplished their work on the basis of personaichuby thinking that “what interests them
would interest the audience.” Carrying out persidteaudience research by broadcasting
organizations can significantly undertake the abpr@blems, and using audience data for their
activities have paramount importance for the imgroents of the media as well as in practicing
journalism. Therefore, this study, under the tioé “A study of Audience Research by
Broadcasters: the case of Radio Fanals interested in examining the process and condfic
audience research that are made by Radio Fana.

In achieving the above aim, individual in-deptheiviews are made with three senior reporters,
three chief-in-editors, five-producers and threali@ace researchers, and document analysis is
also employed. Purposive sampling is applied tedeallocuments for analysis and informants
for interview. The focus of the study is on thelipaf audience research, the appropriateness
of the tools, the effectiveness of Radio Fana attzing audience research and the extent of the
application of audience research results. In raatio its quality, measurements are the level of
qualification of audience researchers, the support acceptance of the audience research, the
involvement of the journalists and the developn@nhigh-quality research environment. In
relation to the appropriateness of the tools, thare measurements; such as, the precision of
data gathering tools, the chance of producing appardata for each programme and the
acceptability of evidences. In relation to itseeffveness and the extent of the application of the
results, the measurements are the contributiorudience research in decision making process,
format development, audience development and azgaonal planning.

The results of the study show that processing anducting audience research has become the
culture of Radio Fana. It is also true that thedimgs and recommendations of audience
research have been implemented averagely. The diody some indicators of the medium

improvement which have brought through audienceaesh; such as, the signal quality of the

station, the style of programme presentation, tifeer@nt formats of the programmes, the

number of advertisers, sponsors and partners, aacsize of staff.



Chapter One
1. Introduction

1.1 Background

The media are the engines of thé@éntuary information society, shaping the worldlive in

and how we interact with one another. We choosspend more of our free time consuming

media than any other activity. The media — radeeuvision, newspapers and magazines,
billboards, mail and interactive digital media € @ur constant companions, offering us a never-

ending flow of information and entertainment.

On the one hand, the media are proliferating amdveng, and no medium is untouched by the
impact of digital technologies. The digitization wiformation is uprooting content from its

previous forms of distribution, producing a muligly of new and convergent ways to access
media, creating new patterns of consumption (K&B06). This process causes shifts in control
between content producer and consumer, challergjiigging business models, and driving the

transformation of the media markets that createéeaae fragmentation.

New technologies also change audience behaviore mértheir media consumption is on
demand; more is on the move; and more is concyrasniore services compete for their time.
These changes create threats and opportunitiemtegach service’s established competitive
niche, increasing the pressure on each of the ntedieove it accountable and to maximize its
audience @id.). The need for accountability and maximization ofssyanedia audience need to
have or understanding of audience profile, suchnasgia availability, audience life style,

audience need, audience composition and audiendemmedibility.

On the other hand, practicingurnalism means communicating effectively with eutal

audience. In other words, journalists must be awérheir audience if they wish to give them
what they want and want to be profitable from knoywvho they are. Audience is vital in mass
communication. It is the audience that the medeanstructing and conveying information,

and if it does not serve the audience, the medianataexist (Hanes, 2000). However,
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mainstream media (radio, TV and newspapers) oftamolves one-directional or a
straightforward transmission of messages between denders and many passive receivers
(Gillespie, 2005). In this regard, the significanmieseeking audience research is paramount.
Thus, to understand the size, behavior and otlats tof their audience, mass media often
involve processing audience research. Audiencearelsean be described as collection of data
to provide feedback to broadcasting organizatiohkis feedback helps to shape their
programmes, policy and quality of the contents #irat going to aired (Mytton, 1992). It is a
process that shapes the preparation, deliverygaaldiation of any well-thought out programme.
It is important to consider your audience beforgjrth, and after the act of the programme. It is
also plausible to suppose that media need theieacel more than audiences need their media
for the reason that mass media organizations hasgmve themselves (McQuail, 2003:364).
Moreover, there is the reason to view audiencearebeas “the primary tool for the close

control and management of media audiences” (ibid.)

Audience research can be conducted in differema$aind can have different forms across mass

media. Mytton explained this understanding, forregke, as follows:

Newspapers and other print media automaticallyiveceome feedback from their
audience in the number of copies they sell. Thisds the case with radio and
television, and programmes are sometimes producddransmitted at high cost,
and often to wide areas, merely in the belief tiv@re is an audience for them
(Mytton, 1992).

McQuail (2003: 365) also stated audience has allags a contested category. Hence, it is not
surprising that the purpose and ways of doing rekemto audiences are varied and often

inconsistent.

According to Kelly, audience research has beentipegt in museums since the early 1900s.

Gilman’s work (1916) uses similar skills and tecfugs in today’'s mass media audience

research, is noted as example (Kelly, 2006). Therirte get to know and quantify audiences

arose in the specific context of the United Statbsre radio, the first electronic medium, was

quickly inserted in the logic of capitalism as a/pte sphere, a medium financed by advertising
2



and basically regulated by market conditions (Wehs1998). In similar manner, audience
research is conducted by the first commercial ré&@adio Fana) in Ethiopia. However, it may

have different approaches of audience research.

To draw the historical context of research in Rdg#ma, the researcher requires putting Radio
Fana in general context. Because when the reseaetke to the historical background of Radio
Fana, it is also easy to recognize the historicatltions of audience research particularly. Thus,
the researcher notes some general historical asntedm Fana Broadcast Corporate exclusive
edition of first year bulletin called Radio Fanah® the researcher talks about Radio Fana
establishment, its historical context goes badkéocivil war of Tigray Peoples Liberation Front
(TPLF) with the Derg regime that has also shownhigory attached with the movement of
TPLF. TPLF established this radio in October 1074 9September 30, 1972 E.C) by name
called “This is the Voice of Tigray Revolution” tite hill of ‘Sahil’ the place where it is found in
Tigray. The objectives were to announce and to gif@mation for the people within the Tigray
and the people out of Tigray about the causesptimes and objectives of TPLF struggle and
movement, the oppressive and brutal behavior oDy regime and its achievements and its
futurity and directions of the TPLF’s struggle.

The programme primarily broadcasted in TigrignateAfa year, it started its transmission in
Ambharic. It ceased its broadcasting in 1981 becafighe parties’ conflict that arose between
TPLF and Eritrean People Liberation Front (EPLFpwdver, it restarted its broadcasting after
five years in July 16, 1986 at ‘Maymessie’ the plaghich is also found in Tigray, and it

transmitted its programmes for an hour in both legges (30 minutes in Tigrigna and 30
minutes in Amharic). It also expanded its programimg including Afan Oromo as transmission
language in 1990. It often changed the place wierestation located for military purpose; for
instance, it was at ‘Tsegede’, ‘Hay’ (Tip of Rassban hill), ‘Tenbien’, and ‘Mekele, in 1989,

1989, 1990 and 1991-93 respectively.

In 1993, after the Derg collapsed and the Ethiogt&ople Revolutionary Democratic Front
(EPRDF) came into power, transitional governmerttbiiopia has passed in its proclamation of
press freedom ‘all media which have already beimgdashall continue their broadcasting'.

Following this proclamation, on October 22, 199 tadio was reestablished in a new form of
3



private commercial medium by name ‘Radio Fana’ stadted its broadcasting in Amharic and
Afan Oromo at Addis Ababa (N.B. its Tigrigna broasitng had covered areas around Tigray
since 1992). When Radio Fana reestablished as coahenedium, it faced two major
challenges; these were: management and econonbteprpoand disabilities of maximizing and
attracting audiences. These were the turning pdhms initiated the medium to conduct and

process audience research.

Today, Radio Fana is a commercial radio stationkaoddcasts programmes in four languages:
Amharic, Afaan Oromo, Afar and Somali. The broaticase aired for 18 hours per a day, for a
total of 126 hours per week on, FM (98.1 MH), mediwave (1080 kHz) and on short wave
(6210 KHZ, 44 MB and 6940 KHZ 49 MB). The majority the programmes are devoted to
discussion of socio-economic issues. These pettahrealth, education, women and children’s
issues and market price analysis. There are atggrggmmes dealing with investment, agriculture
and industrial activities in the country. Radio &&nentertainment programmes are popular that
have earned wide listeners support (SIDA, 2003:88)the researcher mentioned, it has an in-
house department that processes and conducts eediesearch. As it is a growing station, its
programmes and exposure are also expanded. Therédierneed to analyze the ways this radio
audience research method is employed and conductéde media is important. Whether
audience research is more than a tool for the madiet needs to be analyzed. The researcher
believes it would become the lesson for other metlihe country, too. The assumption further
extends that the greater incentives for rigorouiemce data in ad-supported broadcasting meant
that the rationalization of audience understandmthis sector advanced more rapidly than in

other sector.

1.2 Statement of the Problem

Currently journalism or communication in generatl anedia organizations in particular are the
subjects of intense exploration due to two majasoas: the fragmentation of audiences, and the
trivialization of the contents (Schudson, 2003:18)this regard, continuous audience research
can have paramount importance to undertake sutbisms, which are likely to be the concern
of Ethiopian media as well. Radio is a mature, lyigtompetitive, and highly segmented

enterprise to improve their programmes so as teswating persistent effort to maximize
4



audience numbers by broadcasters. Even, the mostssful commercial stations aspire to reach

only a portion of the listeners in their commur(Biovannoni, 1988).

The importance of audience research has been giegharecognized by the electronic media in
the developed countries. In developing countriks Ethiopia, lacks of resources and expertise
together with logistical difficulties have often dye proven obstacles to carry out audience
research. From the view point that audience reBeeaonot save money by identifying those
programmes which are not cost-effective which, umt loses the media responsibility (the

media have to give prior concern to audience thamgramme cost-effectiveness). It is

regrettable not to do audience research efficieaslyt has a key role in improving the media

performance.

Journalists also operate on the basis of their imntive judgment about their audience. Gans
found that the editors and reporters “had littlewiedge about the actual audience and rejected
feedback from it” that they often assumed that “whderested them would interest the
audience” (Schudson, 2003:172).

Moreover, as McQuail ( 2003:364) alluding Ang (198tated “the media have no real interest
in knowing their audiences “, in order to do audemesearch, the broadcasters merely use a
certain system that satisfies their clients (adsers, sponsors, partners, etc) rather than
knowing the true essence of what the actual andpthtential listeners mean. However,
broadcasters have also used and accepted thecpraftaudience research as widely media

activity with established research approachesvarde area of application.

Reusser (2004:17) emphasized that media organizae audience research as an instrument
for determining the effectiveness of programmes, rfeedia performance measurement and
management as well as organizational learning.H@rother hand, he also stated that audience
research practices in media organizations havdyrbeen examined in terms of effectiveness

and learning outcome#(d.).

Likewise, nature of audience research practiceadi®Fana has not been adequately examined.

So far examination of the process and conduct diesce research in line with its principles and



the purposes has not been done with Ethiopian mealithe researchers’ knowledge, although

the medium has been working it by organizing theseig at a department level.

In addition, the researcher’s curiosity is basedt@notion which might influence the general
activity of audience research. McQuail (2003:36fng Eastman (1998) argues that scholarly
research on audience has made no impact on thanmeldistry. This argument may or may not
be true for all contexts. However, the researchadsivation is to know the impact of industries’

audience research for their work improvements.

Audience research plays an imperative role of faeklbn programme evaluation. Radio Fana
has practiced it since the station has startedbitsadcasting. The objectives of news
organizations and journalists are also tested firoasearch on the news audience which makes
an understanding of audience research methods rderprietations central to evaluating the
performance of news media. Therefore, this studyedeinto the analysis of much needed but
not less scrutinized areas dealing with the qualitg effectiveness of audience research of
Radio Fana in a manner that provides lessons far ahedia.

1.3 Research Questions

» How well the process of audience research is choug?

» To what extent the broadcasters use the findingsudfence research to improve their

medium?
* Is Radio Fana effective in practicing audience aes®?

* What are the challenges of broadcasters to coradutience research?

1.4 Scope of the Study

The focus of the study is to examine the use ofemee research as a media management tool
and how well Radio Fana processes and conducteraeliresearch, its effectiveness and
appropriateness, and the extent that results grkedpby producers and media managers, in

general broadcasters, to improve the activitiehetheir medium.



1.5 Objectives of the Study

This research has the following general and specljectives respectively.

1.5.1 General Objectives

The general objective of the study is to examimepiocess and conduct of audience research in
Radio Fana as well as to understand whether fisdarg contributing for the improvement of

programmes, formats, and other attributes of meeialopment.

1.5.2 Specific Objectives

» To evaluate the appropriateness and effectiveniekswe the broadcasters have carried

out audience research.
» To analyze the qualities of processing audienceares.
* To examine how far the broadcasters used findiagtht improvement of the medium.

* To identify major challenges in conducting audieresearch.

1.6 Limitation of the Study

The results of the study may not be generalizainleesthe study is focused on a single case,
some research documents are not filed by the bastels, and hence the researcher does not
avail them and in turn it might have some detrirakeffect on sampling procedure, and time

and resource are other constraints.

1.7 Applications of the Results

The study results will be used by media broadcasteany media of the country, especially for
radio and television industries to improve theirkvby considering the results of the qualities of
persistent audience research. It may be used byncmioation policy makers to design policies
that best fits in broadcasting industries. The ltestan be used by other researchers and media

practitioners to accomplish further research inatea of the study.



Chapter Two

2. Review of Related Literature and Theoretical Framework

Introduction

In this chapter, the researcher tries to reviewesbasic concepts and related literatures
in the study area to define the area of the probi@re manifestly, to show the link of
the study with other previous studies in the stadya, and to know more about what
needs to be done in the study. Generally, the ehaplis theoretical frameworks on the
concept and process of audience research and se\d@eme literatures from previous

studies.
2.1 Review of Related Literature

2.1.1 Historical Perspective and Concept of Audience Research

Before the researcher deals with what audiencearelsas and its functions, it is important to
discuss how and when the concept of audience wsdwd been evolved and developed.
According to Moores, “broadcasters faced the twiobjfems of how to address and gather
knowledge about their dispersed and distant audgencthe early years of radio broadcasting”
(2000:18). The first was that in the day-to-dayduaion of programmes and the organization of
schedules, they had to constantly ask themselved whas an appropriate way of speaking to
their listeners at particular times and in pareécullomestic places. The second was that they
were in a position of knowing very little about thabits and size of their new listening public
(ibid. 19).

In the intervening period, radio and later telemishave gradually come to develop their own

distinctive voice or communicative styles for adieg the ‘consumer’ in the private sphere,



and have found specific ways of inquiring into aumtie behavior — most notably through the

manufacture of ‘ratings’ figureshiid. 20). Bermejo has shown the effort as follows:

In the early 1900s advertiser-supported commurminatiedia became a fundamental
tool for managing mass consumption (Beniger, 1986g cycle of control set in
motion to achieve this required the implementaidra whole series of feedback
mechanisms to collect information from consumers amdiences. In the early days
of radio, listeners’ letters had been used to ‘supine broadcasters’ contention that
radio constituted a perfect advertising medium’ (8ran, 1994.7). These letters
demonstrated that radio was catching people’s tattgrand ‘verifying the presence
of human attention to media generally requires rergepeople’s living rooms,
bedrooms and cars, and monitoring their behavi@Nepoli, 2001: 66).Thus, as
radio’s business model began to shift clearly talsaadvertising, a ratings system
was set in place in order to monitor audience bieng2009: 139).

From the above efforts, the researcher can unaerstet the kind of research particularly rating
figures compiled by market research agencies bectmaeindustry’s primary measure of
performance. This is because in the context ofmrancercial broadcasting system; it is necessary
to demonstrate the existence of an audience topatadvertisers and sponsors. Smythe (1997)
as cited from Bermejo (2009) sparked ‘blindspotadebcalled the consideration of audience as
the main commodity produced by advertisers-supdoreedia. In this understanding,
information, education and entertainment matetiaissmitted to the audience is on inducement
to recruitment potential member of the audience tanchaintain their loyal attention. Mytton
(1992:3) also supported the idea that in such sysia United States, Latin America and
increasingly in Europe, research is essential & main source of funds for broadcasting is
advertising and sponsorship. In general, ratingaeshes provide estimates of audience size and

composition (Wimmer & Dominick, 2006).

As the researcher stated in the previous chamieisdme media, audience is self — evident, for
instance how many seats are taken in cinema otethe®8roadcasters, however, do not have
such easily obtained evidence of consumption oy arse terrestrial radio and TV stations do not
know that they are actually being listened to otclwad. So broadcasting organizations through

time became necessarily find out if the audienck ekist and who they were (Lacey, 2002).
9



Thus, to ensure its economic survival and prospefibdustry has to fill spots within and
between programmes, and programmes are simply tteen@ to attract consumers to the
advertisements” (ibid.). However, radio’s ratingtéining public clearly was larger and more
diverse than the commodity audience reported irrdatiags (Morely, 1990:200). This diversity
of audience was not reflected in the ratings; tloees broadcasters tried to develop different
varieties of researching their audience in additmnatings ipid.). Jhally & Livent (1986) cited
from Bermejo (2009) tried to refine ‘blindspot dédjais the issue of audience which is the
process of communication rather than the processcasfsumption of goods. Audience
measurement, personality (talent) studies, accawnalysis, format studies, station image studies,
and audience evaluation are some other forms oieacel research besides rating research.
These non-rating researches provide informatiorualdat the audience likes and dislikes,
analyses of different types of programming, demplgi@ and lifestyle information about the

audience, and much more (Wimmer & Dominick, 2006).

In regarding to broadcasters’ ways of speakingsieners, scholars (Horton and Wohl, 1956;
Williams, 1974; Scannell, 1989; Fairclough, 1994isd from Moores, 2000) characterized the
industry’s relationship to its audiences as paoaias interaction, i.e., an interaction which takes
place at a distance between public performers lagid inknown audiences, but which stimulates
many aspect of face-to-face communication amorendis or acquaintances. In other words,
they adopt interactive style which has traditiopalbeen associated with more private

interpersonal encounters.

From the above understandings, the researchermnmizesgthat broadcasters use the direct mode
of address, talks as if they are conversing peitsoanprivately. Even though they adopt such
style of addressing audience, it is also becomifigat to know their audience feedback in the
mass media like interpersonal phenomena. Mooresostgpthe idea that para-social interaction
is one-sided, as there is no possibility for thefgyener to determine if communication is
successfulibid.). This implies that audience research has alweme a primary need to

media organizations activities to collect feedbfokn their audience.

10



The principle of audience measurement is centrath® kind of research conducted and
commissioned on behalf of the industry — either dgencies or broadcasteribid: 23).
Therefore, these long search to find suitable wHyaddressing and forms of talk as well as a
parallel quest on the part of broadcasting orgaioza to diverse particular ways of searching
and ‘knowing’ their audiences, as scholars suppdsak created the ways for the development
of audience research concept.

Bermejo explained the early studies of audiencearetr made apparent some of the industry
dynamics that would shape broadcasting audienceufaetare in the following decades
(Bermejo, 2009: 140). In particular, three main a@yics stand out: the need for independent
third parties to carry out the measurement; thevglemce of syndicated studies; and the
difficulty of sustaining competing services measgrithe same audiencebi(.). In this
understanding, the study might show some hints hérethese dynamics in Ethiopian media
industry are managed or not.

A number of scholars (Wheeler, 1976; Auleta, 19Raman, 1994; Hoy, 1999, as cited from
Savage, 2006) had also investigated professiosttutions of the audience researches. Weeler
examined the methodological shortcomings and cormialethetorical arising from TV ratings
of Nielsen ratings. One of the main methodologidahllenges was related to sampling. The
reach of broadcasting achieved such magnitude ithatas impossible for measurement
operations to gather information from every audéeemember, or even from a substantial portion
of them. This meant that measurement had to bedbasesamplesAuletta re-investigated
further the Weeler's examination and demonstrata Nielsen ratings and rhetorical misuse
and misinterpretations of audience ratings weretrakeio vain struggle by three dominant
American networks (ABC, CBS, and NBC) to retainreh@ommercial and cultural hegemony
(ibid.). Hoy also investigated the use and misuse ofipopinion polling in Canadain politics
(ibid.). Eaman examined the institution of broadcastindience research, particularly the value
of broadcasters in struggle to wrest citizen rathan consumer language out of ratinidpsd().
Eaman thus raised the question of centrality ofeas tiype of audience research not just as

programming or commercial feedback but in facthet heart of the broadcasters’ role in the
11



society. That is why answering the question of weell audience research is carried out, from
what intention it is carried out, and whether it asidiencehood or not in broadcasting
organization are always pertinent.

In Ethiopian context, there is no syndicated instih or independent agency which conducts
audience research; even if, broadcasters of raaha Ras practiced it. Study on media audience
research is limited. The news media are still atembryonic stage and the activity of audience
research is taken place within the organizationsstrengthening broadcasters’ practice of
audience research, the investigation should alsoisfoon the effectiveness and quality of

audience research in the organization.

The researcher understands the mentioned atterhpteadcasters were not the mere issues of
media audience research although they have gotiggosn day-to-day activities of the mass
media. The researcher reviews other issues whigk haen appeared through time when the
methods of audience research are dealt with.

Now, it is important to refer one or two inclusigefinition/s of audience research so as to clarify
the concept and what is going to talk throughoetdtudy. Audience research primarily implies
(Mytton, 1992) “ascertaining the research, expgscoenposition and environmental context of
various mass media in relation to potential audeénas Ede (1984: 5) also defines, it is “those
methods designed to enable speakers and writetkato inferences about the experiences,
beliefs and the attitudes of an audience.”

2.1.2 Audience Research as Source of Information for Media Managers

Managers have roughly four sources of informatisnch as, their own experiences, the
experiences of others, their research, and therds®f others, for the decision making (Lacy,
S., Sohn, B. A, & Wicks, L. J., 1993:17). Howeuie media manager should care of the quality
of the information which often basis for their dg@on-making process because it relates to the
skills of the person producing the information, drhce, managers should be able to evaluate
both the information and the people providing tmdoimation (bid.). Managers should

recognize the value of all forms of information asekk many diverse sources of information.
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Among many other alternative sources of informat@undience research is the lifeblood of the
broadcasting industry (Lacy & et al, 1993). Audiemaformation provides decision makers with
information they can use to eliminate some of thesg-work involved in giving the audience
what it wants (Wimmer & Dominick, 2006). Alternaglly, they tell what the main broadcasters’

roles in the society are and their organizations! purnalists’ performance (Savage, 2006).

Managers in all types of media companies need taimla statistical profile of listeners for
various reasons (Lacy & et al, 1993). In each measéitutions, audience research has also
different purposes. For instance, a broadcast ngnag a station might use research to
determine whether listeners like and trust localseasters. In most cases, there are two main
things that audience research can do: estimatercglisizes, and discover audience preferences
(List, 2002). Primarily, however, audience datavige the stations’ audience profile and
feedbacks to the programmes. From the public stEngpit is important to the stations’
decisions as what programs will survive and whahahere they should be scheduled (Beville,
1998). Many other scholars give attention to matmgiodetails.

Lacy & et al have mentioned the following functiafsaudience research for media managers:

Audience data are used by the radio to aid in mogning decision making.
Broadcast managers must to know which programntegctithe highest number of
listeners, and the characteristics of those addadah order to make programming
decisions. They are also very important to radiagsist in planning and changing
programme contents and schedules. Radio programrasegarch is developed to
discover the audience’s favorite music, formats @mair personalities (1993:267).

Broadcast managers must keep abreast of audiemeegdaphics, psychographics, and media
usage habits in order to sell the stations timadeertisers (Beville, 1998). Broadcast managers
determine the price that will be paid for prograam&l the pay that performers/journalists will
receive if the broadcasters need to maximize theevaf shares (Lacy and et al, 1993).

Beville (1998) also stated knowing about the auckesre crucial to the activities of broadcasting

management, sales representatives, program pradueelvertisers and their agencies,
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performers and journalists. According to Bevill®88), programs are the heart of broadcasting,
while sales provide the muscle. It implies that pinenary objective should be to redefine their
programme obligations as the researcher stateceadnmy service commitment to meet audience

expectations. Another reason doing audience rdséato use results as programme content.

On the other hand, media managers expect that ddmmpefor broadcast audiences will
intensify. Media managers who have a bread pernspeadn the relative strengths and
weaknesses of all of the competing media in a ntacka explain intelligently why his/her
media vehicle is the appropriate buy (Lacy andl,e1293). Thus, advertisers are interested in
information regarding audience size and compositAavertisers might use the vehicles that
reach the largest appropriate audience segmeimealbtvest unit cost. Media managers must
understand the advantages and disadvantages ofothej as well as other, media vehicles in
order to select the programme listeners’ prefereace thus remain attractive to advertisers
(ibid.).

Audience research may become even more importatiterfuture because of the continued

segmentation of broadcast audience.

Media managers also must be able to understantheergret findings in order to use the results
effectively. Results may be used to determine fuwhether the local newscasters should be
replaced to more other pertinent managerial isfeesearch can normally provide information
about the kinds of people who form the audiencealiiferent programmes at various times in the
day. It can show whether new programmes have isetkar decreased audience size, whether
new services have achieved their audience targettoles or whether there are any significant
long term trends (Mytton:21).

Even though scholars mentioned the above basimpaspof audience research; there are some
other scholars who have an argument which is i \With the researcher’s assumptions that the
researcher expected to seek in the study. FomiostdNapoli says ‘it is difficult how much of
the new demand for data stems from a rational reedexact information to improve
organizational performance and how much comes fiemsymbolic values of numbers in the

competition for influence within the organizatio(2008: 33). He also describes reliance on
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more audience research data is to understandia@besit the formulation of decisions and more
about the justification of decisions. Bogart (19830 argues that more complex aspects of
audiences’ interaction with content have been mtgiedue largely to the fact that they are
“difficult, expensive and time-consuming to distengrom other forces” (Napoli, 2008:33). In
these regard, the study might have been souglhteiueixplanation for the gap by looking for the

case of radio Fana’s application of results forithgrovement of radio programmes.

2.1.3 Models / Theories of Audience

Scholars of communication have advised that betfmkisng about audience profile, it should be
important to aware the elements of communicatioa, icommunicator (source), message
(content), channel (medium), and receiver (audigedffects and feedback, and the meaning of
audience. In the study, the researcher's primamgud is receiver (audience) feedback/
information of communication. Consecutively, audienresearcher should understand the
meaning and the nature of audience before condutitm research on audience. The researcher
tries to revisit the previous attempt to concepraalvhat audience means and forms of audience
to understand the audience experience in contempa@ciety and the interaction between
media institution with its audience. These alsophi recognize to which kind of models
important to understand the nature of Ethiopian immedidience, and what kind of audience

research could better address to them.

According to McQuiail (2003), in the continual flox media audience formation and change, the
sharp distinction of the form and type of audienwale at the outset is not easy to demonstrate.
The researcher, however, points out Webster's rsaofehudience to clarify the definitions and
the concept in a better way, even to understandhaare of Ethiopian media audience. These
are audience — as- mass, audience — as — outcaiienee — as- agents and mixed models
(Webster, 1998:192).

According to Webster, seeing audience — as — naaskhis way of thinking has rooted in the
industrial revolution, and it became necessary lEanodern audiences were dispersed and
essentially invisible ibid.). As McQuail noted Herbert Blumer (1939) firstopided the
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theoretical formulation of media audience, and kplaned audience — as - mass formation
stemmed from a wider consideration of changing neatof social life in modern society
(2003:362).

In this model, the audience is seen as a largeatah of people scattered across time and space
who act autonomously and have little common expodor media (Webster, 1998). It also
implies that its composition was always shiftingdat lacked sense of self-identity, because of
its dispersion and heterogeneity (McQuail, 2003)e Tentral questions of the model are what
media do people and how individuals make senskeeofritaterial they encounter. Therefore, such
audience cannot easily ‘talk back’ to the producamgl senders of mass — media messages.
McQuail stated the communicative relationship imeal is typically calculative and non-moral,
with no real commitment or attachment on eithee qidid.). Thus, the researcher understands
for the broadcasters which conceive audience ass mamild a paramount importance to
minimize such drawback when they conduct audieesearch and to address these dispersed

and scattered audience.

Here, it is also important to note the argumergafolars who sees audience — as- a group. The
researcher will bring McQuail's explanation in peutar to understand the idea more clearly. He
explained it by social/ cultural characteristicstioé audience share, i.e., they share space and
membership of residential community and stabilitycomposition that indicate group - like
gualities {(bid.). McQualil also cited Ennis’s (1961) explanationieh is the qualities of audience

— as — a group or the conditions to perceive awgienas - a group are having a boundaries,
self-awareness, internal interaction and systemaomative control among them (ibid.). The
researcher also believes the nature of radio acéjehat the study focuses, is not considered as
group rather looking them as mass. These ways adrstanding will probably helpful to see the

listener as group in the case of a community rathtion.

Webster stated seeing audience- as- outcome hginated between 1940s and 1960s and the
way of thinking about audience-as-outcomes seegl@eas being acted upon by media. It

reflects a concern about the power of media toywwedletrimental effects on individuals, and by
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implication on society as a whole (Webster, 1998)19Vebster further categories scholars who
studied the audience- as - outcome model into sMgh as, theorists who see audience — as-
public and audience — as- consumer modéig.j. The central question of this model is what

media do to people.

The third model of Webster is audience — as- agamd, it has rooted since 1970s. The model
sees people are conceived as free agents choobetgmwedia they will consume, bringing their

own interpretive skills to the text they encounteraking their own meanings, and generally
using media to suit themselves rather than seaoglp as acted upon the medad, 194). The

central question for this model is what people dlb the media.

The fourth model of Webster is mixed models. Acaogdto Webster, the combination of
audience conception is rich with both applied amebtetical construction audiendbid. 195).
The researcher also adopts this theoretical colmcepi understand the study and having these
conceptions make the theoretical framework moreetstdndable.

In general, as McQuail stated, audience can ofigib@ath in society and in media and their
contents: either people stimulate an appropriapplgwf content, or the media attract people to
the content they offer (McQuail, 2003:369). One wtdoalso understand that media are
constitutive of everyday life, and people spendtadf time in media consumption. Being a
member of audience is no longer an exceptionaltef/drercrombie & Longhurst, 2003), and it

is the essential feature of audience in the conteanp society in whatever model the nature of
their audience falls among.

2.1.4 Audience Profile and Audience Research

Broadcasters, as they are media planners, needletemgnd latest information about the
audience profile to guide in designing and prodggorogrammes and also in attaining the
objectives of programmes or general objectivedefdtations. They also need to know them in
order to attract their sponsors and advertiserst@mdnvince the policy makers by stating them

to what roles they are performing in the society.s&holars (Souchon, 1993; Giovannoni, 1988)
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spelled out, broadcasters need to know and undersidequately: what does the audience know
about the messages they design, in what measuckdnawhat format would be address
suitability for effective projection of a theme fdifferent segments of audience, what type of
people and how many of them are likely to listea gnogramme, and whether the programme
was effective or not.

Audience research, therefore, aims at seekingbtelianswers to these kinds of questions for
producing effective programmes. When the researtdiks about audience profile; it includes
audience composition, geodemographics, media &W#ya audience needs/ psychographics,
audience lifestyle, audience — media credibilitg amiligraphics. Here, the researcher discusses

all these concepts so that audience profile willioee understandable.

Audience composition means detailed information udbdemographic and socio-economic
characteristics. Understanding the composition wdfience helps in planning for variety and
formats of the programmes. In media audience studie was apparent that media use was
closely correlated with other social — demogragihiaracteristics especially age, income, gender,
education, occupation (and the combination of tfiegdédcQuail, 1997: 54). As a result, many
media tend to show strong and stable patterns enstitietal profile of their audience, and

specific tastes and preferences are influencedjpygender, education and other factdl).

Media availability means the coverage area of aostar the ‘reach’ / extent of availability of
different mass media in the defined coverage aeeording to McQuail, media providers need
to know a great deal about the extent of mediahr@ddch is at the time a measure of audience
attention, for the reasons of finance or policyfor organization and planning (McQuial,
2003:377). It helps to know the reception qualitglarity of signals.

The listening habits of the people are influencgdabnumber of audience needs, such as;
educational, informational, emotional, commercailtural, etc. or measures of what listeners
think; interests, opinions, values, attitudes, digli lifestyles, personality traits, etc. ; based o

psychological, as distinguished from demographionetisions. These, in turn, help the
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broadcasters to understand the relevance and pieality of the subject. Schudson also stated
one might imagine it would greatly improve joursat if journalists knew what audience
wanted (2003:172).

In a multi-media situation, when people have vanestlia choices, audience lifestydeessential
for any media planner to have detailed informatabout programme timings and people’s

conveniences. It helps in planning and type of paogne.

The researcher understands audience — media ditgdibito two major questions that any
broadcasters shall respond in regarding their medidibility, i.e.,who controls the media and
how much freedom do the programme producers enj@yainning and presenting programmes.
As they influence the audience perceptions/ atgudnd shape listening behaviors, audience
researchers should investigate the autonomousraeddm of the performers when they conduct
audience research. From these, the researcherstantits that audience researcher should not
only seek the audiences’ attitudes or behaviorsalsg the objectives or the intentions of the

producers or broadcasters in general.

Utiligraphics measure how listeners listen to radie they listening in associated with other
individual activities or other exclusive ways whibhsed upon the above elements of audience
profile in a given society. McQuail explained thesalways the question of listening or viewing
as primary or secondary activity of audience, sinath can and do accompany other activities,

radio more so than television (McQuail, 2003).
In general, audience research could become audieadevhen it includes all these elements,

and broadcasters should consider them so as t@wapheir programme and to strengthen their

roles in the society.
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2.1.5 Programme Evaluation and Audience Research

The main activity for any broadcasters is a reg@aaluation of what they are doing or
programmes in general. Programmes have to beigastiMacLeish spell out that conscientious
producers striving for better and more effectivenomunication will want to know how to
improve their work and achieve greater results $2@D0). In doing these, broadcasters can
evaluate programmes from different viewpoints, acMeish mentioned there are three, such as;
production and quality evaluation, audience evamatand cost evaluation (ibid.). The
researcher can understand the first two viewpaelison audience, and in turn producers better
take place it through audience research. The ewa|uar example, may ask what is the target
audience, what is the programme intending to dothat audience, and how well does it set
about doing it; all these questions are attemptedevaluate the production. Therefore,
programme evaluation has a direct relationship @aittlience research even though each of them
can't replace each other.

2.1.6 Goals of Audience Research

As the study focuses and the purposes of audiegs=arch that the scholars suggested above,
and leaving aside the purpose of theory — buildihg,researcher adopts the McQuail’s research
goals in terms of the main uses to which informatebout the audience can be put in
(2003:365).

* Accounting for sale

* Measuring actual and potential reach for the pupos

* Manipulating and channeling audience choice bemavio

* Working for audience market opportunities

* Product — testing and improving communication dffeness

» Meeting responsibilities to serve an audience

» Evaluating media performance

List (2002) also suggests the most common goals are

* To help in making a decision.
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» To understand the audience (the type of peopletwh® in, their interest, how do
they spend their time, etc).

* To demonstrate facts to outsiders (for examplecaiovince manufacturers and
retailers to advertise on the station by showing #ize, demographics, and
interests of their audience).

» To provide material for programme development.

From these scholars’ views, the researcher undelsthat searching audience can have several
goals, and seeking their objectives/ goals of treadicasters will further help to understand

whether they are effective or not.

2.1.7 Methods of Audience Research

Broadcasters in the early days of radio in Eurapk@nited States know remarkably little about
their listeners. There was no systematic audieasearch. What they thought they knew was
based on very unreliable and misleading methodstily1992). Very often it was the personal
likes and dislikes of prospective commercial spomvgoich determined what went on air or an
advertiser might sponsor because of its own tastes preferences, or it was obtained by
counting numbers of letters elicited by programrfibil.). Napoli also illustrated the situation
further that “...often instinctive judgments of thentent producers and distributors regarding
audience tastes, preferences, and reactions were ptimary mechanisms via which
organizational decisions were made” (2008:11). Témult of such approaches was frequent
information vacuums in terms of the nature of theeriaction between content and audience
(ibid.). Some analysts (Austin, 1989; Bakker, 20083 cited from Napoli, 2008:11) have
suggested that the fact that the economic conditfonthese early mass media were relatively
favorable created little demand for more rigorongpiical analyses to guide strategic decision
making. Scholars understand that these are notdateto suggest that early media organizations
were completely lacking in information about thaudiences, or that the relationship between
media organizations and their audience has ever d@eire one-way, one-to-many model. Other
feedback mechanisms, such as audience corresp@ndhcthe content provider, have a long
tradition (Lenthall, 2007; Newman, 2004; Razlogo¥895; Turow, 1978 are some credited by
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Napoli, 2008). Consequently, in early days of radiations utilized a variety of approaches to

providing advertisers with audience estimates.ifstance, mapping the station’s coverage area
against the area’s population size and demogragditie and gathering data on the number of
radios sold in a listening area were some employethods. But through time audience research

increasingly utilized systematic and scientific aggches.

Research into audience has been also troubled fungamental conflict of view between
practitioners of quantitative, survey or experinagntesearch and advocates of more qualitative
and intensive research (McQuail, 2003). It was ionally a purely social science affair
dominated by effect — research and uses and gedidhn studies, and more applied research
conducted at broadcasting corporations and maxketompanies in collaboration with
universities (Hoijer, 2008: 275). Virtually any s$alcscience research methods can be applied to
the study of mass media audiences. For examplegyimay assess which programmes interest
listeners and effects studies using experiments @umbki-experiments measure changes in
attitudes or opinions based on the content or fowhaews or programs in general. Interviews
with news listeners (focus groups) determine wigledments of news programs or other “work”
attracts or interests them and which do not. AumBestudies may provide anything from
relatively straightforward estimates of the numhed demographic characteristics of audience
members, to measures of psychological, behaviemad, geo-demographic patterns used to
predict economic or political choicegi@.). “But they all have one thing in common: they
describe the audience for some type of news memitent so the ‘success’ of that content can

be evaluated” (Bermejo, 2009).

A solution to the conflict to use approaches fodiance research was provided by survey
researchers (Wheeler, 1976; Auleta, 1991; Eama®¥4;1doy, 1999 cited from Savage, 2006)
using techniques of quantitative research. Theyidcdesign representative samples of radio
listeners, ask them about their media consumptatdrité, and use this information not only to
estimate the total potential radio audience, bs &b further define the groups who listened to
programmes. Although stations could employ reseascto conduct their own audience studies,
they faced the same problem as the publishers wéwded circulation numbers (Beville, 1998).
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Starkey spelled out the existence of a dispute démtwadio broadcasters as to the validity of
their audience figures undermined their credibil{§tarkey, 2002: 43). According to him,

advertisers were wary of information generated hey deller of advertising time because radio
stations had a strong economic motive to inflaeeabdience numbers (ibid.). Savage explained
the situation has shown us the result of audieasearch commonly have more to do with the
primary interest of the person or group funding tesearch than with the “objective” public

interest of audience as a whole (Savage, 2006)anssver was to hire third party research
organizations that served the entire industry—deast any player in the industry that paid to

subscribe to the research servikéd(). Savage explained the situations as furtheolé®Afs:

within the institutional order of the state, gehamiance on policy rhetoric of

public interest is insufficient for policy makerdiav seek empirical data with which
to justify their actions because the bulk of sueatadis currently produced as
industrial audience research measuring a marketadeémpolicy legitimating is

skewed toward measures which conceptualize puttiérast as ‘what the public is
interested in; i.e., what people are prepared tswme’ (ibid: 2).

From these perspectives, the researcher undergstam@sactical problem for broadcasters being
able to know audience lies in getting agreement theemeans of producing data that involve, in
essence, measuring the invisible. And policy makeayg interpret their audience research as the
only way of feedback mechanism to obtain tangildadiits for them in both financial and
political issues by proving who is listening to ttaelio and when. Therefore, in this regard, the
researcher understands doing research often timetheo efficacy of broadcasters’ audience

research in all dimensions will have a paramoumtirtance.

Early radio audience measurement relied on surgeyducted by letter response, telephone, in-
person/ street interview, questionnaires, or vigepaurvey instruments called diaries (McLeish,
2005). As technology developed, researchers ussdrehic methods, specifically a recording
meter inside the receiver, to capture when theoradis in use and what stations were tuned.
According to Starkey, that moment called ‘gold s’ that is the new technology is offering
empirical certainties (Starkey, 2002). Set meterd not keep up with the diminishing size and
increased portability of radio receptors, and ralidience measurement had to resort to the use
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of diaries. However, the technology used in setemebuld easily be adapted to the new rising
medium, television (McLeish, 2005). As advertisentérest in more detailed demographics and
personal viewing patterns grew, a shift was dumftiee family or household to the individual as
the basic unit of audience measurement (BuzzarfQ;1&andy, 1990 cited from Bermejo,
2009). While previous set meter collected informatat the household level, peoplemeters
provided viewing data at the individual level byguesting selected members of listeners wear a
small personal programme meter that records wiadéibes the wearer has been in the audible
presence (McLeish, 2005).

Recently, researchers working in the field have ptelb what can be described as an
ethnographic approach to social world of actualieumes — usually involving conversational
interviews with listeners and observations of theitine reception contexts — to produce rich
and detailed accounts of media consumption or aagdienteraction to the content (Moores,
2000:26). Morley, however, stated that “any forivessentialism’ which reduces individuals to
the status of mere members of social category eatgianger in audience studies” (Morley,
2006:4). Napoli described that employing audieneeep and programme analyzer types of
devices to measure not only the size of the audieeactions to individual radio programmes

are significance to complement other tools (2008:27

Besides the mentioned tools, there are efforts @mdexts to think about and analyze the
audience in the ways that extend beyond basic mexisures. For instance, in order to
measure systematically the quality of programmesa@@n Broadcasting Corporation involved
the creation of an Enjoyment Index which enableslifteners to rate their level of enjoyment of
the programmes they listen to on a five-point scBRC also developed an Appreciation Index,
which was derived from questions gauging the extentvhich audiences enjoyed individual
broadcasts.

As to quality audience ratings, McQuail (1997:5[B8pastated different dimensions that could be
considered as follows:

a) The degree of affinity with, or attachment to, aegi medium.
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b) The act of conscious selection of specific contdrased on the anticipated satisfaction

from audience experience.
c) The degree of attention paid, or involvement wité inedia experience.

These all reflect degrees of audience “activityattlare not normally captured by ratings.
Therefore, it is common to supplement ratings veitime measures of audience satisfaction,
liking or appreciation. These ways of measuringnisre valid and informative than ratings

because they have a predictable function of sciregldecisionsibid).

In case of audience reach, broadcasters wouldhassure the reach of their broadcasting in two
ways (McQuail, 1997:47):

a) By looking the potential audiences consisting df who own or have access to a

receiving set though multiple-ownership could besteabviously.

b) By looking regular audiences of all who use thelitgavith some regularity. Within this
regular audience, there are important distinctiaesording to degree of use and
subjective affinity with medium. Of course, thiatks to the question of listening primary
and secondary activity.

In general, choosing a certain method is the cotigity of any broadcasting audience research,
and measuring the audience is the one who puts eff@t. WWhen audience research is carried
out according to certain principles it is usualbspible to make reasonably accurate estimates of
the numbers of listeners. These principles of analieresearch are not complex or difficult to
understand because these are the widely used appioany social or market research. For
example, what the researchers can do is selechplsaf the population and can ask appropriate

guestions about radio listening.

2.1.8 Resistances to Process Audience Research

The process of knowing audience understanding bapmoceeded smoothly. At various points
and media contexts in the process of audience nageeesistance has been intense. Studies

across a variety of organizational context inclgdinews rooms, publishing houses and
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advertising agencies have identified a tendencyngstosome stakeholders to be towards efforts
to further rationalize the process of audience tstdading (Napoli, 2008). This study could be a

part of this activity, and some more challengeshinige sought and identified in the research.

Questions related to the utilization of audienseaech have designed onto the persistent tension
in the way that journalists and editors often haxpressed concern that reliance upon audience
research in the production of news inevitably undees established news values, as well as the
subjective news judgments of journalisibid.). A study found by Gans (2005) posited that
journalists’ resistance to audience research hatgddrom four factors:
a) The liberal arts education background (and assetidiscomfort with statistics)
that typifies most journalists;
b) Insufficient evidence, from journalists’ perspeetithat such data are useful;
c) The doubts that such research may cast on joutsiahews judgments and
professional autonomy;

d) The fact that audience research frequently is cciediuoy non-journalists.

Another study of Australian newsrooms also foundtth “defensive culture challenges to
readership and audience research” (Green, 2002)N#&oli stated the other challenge is
associated with the division between commercial miolic media. Accordingly, a number of
accounts of the operation of public service medaveh highlighted the extent to which
professionals within such organizations have redist the pressures to conduct and rely upon
sophisticated audience research.

2.2 Theoretical Framework

Theoretical framework is drawn from the McQuaillgeenative traditions of audience research,
such as; behavioral, structural and cultural trsteriThe section deals with the assumption that
audience research is related to the objectivelseo$tudy.
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The behaviorists’ current trend of audience rededocuses on the reaction of audience —
audience needs and lifestyle. Their approach de=sxrithe origin, nature and the degree of
motives for choice of media and media contdMtQuail stated “the primary object of interest
for behaviorists is individual human behavior, esaéy in matters to do with choosing,
processing and responding to communication mess&2@33:12). He explained that media use
is generally treated as of rational, motivated aactihat has a certain function or use for the
individual and also some objective consequeitud.j. The main type of ‘behavioral audience’
research is in many ways a reaction of the modédirett effect ipid.) because “research based
on direct effect debate works on the premise thdtesmces uncritically absorb media messages
and act upon them” (Lacey, 2002:200). Audiencesensas a more or less active and motivated
set of media users, who are in charge of their amedperience, rather than passive ‘victim’.
Uses and gratifications are the main approach af ttlesearch. These researches have posited
individual needs as the driving force behind pespt®mnsumption of media (Webster, 1998).
The idea that media use depends on the perceiteflasdons, needs, wishes or motives of
prospective audience member (McQuail, 2003). THewerists assumed that active audiences

are often formed on the basis of similarities afiwidual need, interest and taste.

In Ethiopian context, the researcher understandh &ind of active audience may live in the
urban area of the country, as majority is suppdsdak literate and exposed to other alternative
foreign media, whereas the rest majority of thiehiers may not have the inclination to be active
in sense of choosing a shared goal and particgaints pursuit. However, the approach helps
the researcher to look whether the broadcastesgaren might give explanation of appeal of
certain media contents. The behaviorists’ methddsudience research are survey, experiment
and mental measurement (McQuail, 2003). Therefbreadcasters can confirm needs and
audience lifestyle through audience research whdthese elements are considered in their
decision making process for programme developnierttirn, it helps to conclude Radio Fana’s
audience research is audiencehood.

The structural tradition is designed to obtainaielie estimates of audience, i.e., the size and

reach of radio audiences, as these data are edgenthanagement, especially for gaining paid
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advertising. In addition to size, it is importaatknow social composition of audiences (who and
where of audience)According to McQuail, the primary object of attemtifor structuralist is
likely to be media systems and organizations amd tielationship to the wider society. Their
focus is likely to be on the effect of social sttue and media systems on the patterns of content.
According to him, media system (structure) refaysrélatively constant array of channels,
choices and content that is available in a giveceland timeilfid.). He spelled out that the
approach emphasizes the consequences of mass caratimmfor other social institutions. The
media system responds to pressures and to feeditmeclkaudiences, so as to maintain a stable
self-regulating balance between supply and demand,in turn it does have an advantage of
showing the connection between media system andhdimidual audience member’s social
position, i.e., it reflects the given facts of tekeciety, for example, economic, cultural and
geographic conditions. Their methods of audiensearch are survey and statistical analysis
(ibid.)). From structuralist’'s view, the study will comfirwhether audience and organizational
demand can be maintained equally; as the rese&cagsumption is broadcasters might be
influenced by sponsors and advertisers which iketahinking, and deemphasize the needs and

interests of audience though financial support subtain the organization development.

The cultural tradition emphasizes media use a$lection of a particular socio-cultural context,

and as a process of giving meaning to cultural yetsl and experiences in everyday life.
McQuail also stated that the culturalist is mokelly to be media-centric, sensitive to differences
between media and settings of media making andtiece(ibid.). According to Abercombie

and Longhurst, culturalists believed that mediargspnt part of an effort to impose a set of
values on a society (Abercombie & Longhurst, 2008:% also involves a view of media use as
in itself a significant aspect of ‘everyday lifeMoores, 2000). Reception analysis effectively
addresses the audience research aim of moderrratu#tiwdies. Their methods of audience
research are ethnography and qualitative approadhsQuail, 2003). Even though

implementing these methods in the context of Efliap difficult, the broadcasters’ research

should be done to confirm whether programmes deetafe or not.
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The positive parts of these three audience resdeaaditions guide the study to analyze their
research as it is really audiencehood and effeatitbe working tradition of audience research
in Radio Fana. The study is not aimed to proveheeibf these approaches is right or wrong, but
‘they are simply different ways to know audienced ameither approaches exists alone in
audience research’ (Nightingale and Ross, 2003).

2.3 Conclusion

The literature review above discussed the meaniogcept and historical development of
audience research. It reviews different scholarsrke on the professional institutions of
audience research. The theories and forms of aceliare discussed. Elements and approaches
of audience research are also dealt with. Finalig, theoretical frameworks of the study are
discussed.
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Chapter Three
3. Research Methodology

Introduction

This study focuses on the process and conduct dieace research by broadcasters and its
effectiveness and significance for the improvemesftsmedium. It also examines whether

audience research is relevance in understandibgoaficaster’s role to the society at large.

This chapter deals with the main methodological repgh, data gathering techniques and
sources that are employed in the study. Furthermbrehows the research design and data
analyses. All these are discussed in tune with dbjectives, the literatures and theoretical

frameworks discussed in the preceding chapters.

3.1 Sampling, Data Gathering Techniques and Sources

3.1.1 Main methodological approach

The methodological approach of the study is qualg#aone. Qualitative research is a research
approach that usually emphasizes words ratherdbantification in the collection and analysis
of data. This approach is interpretive and theaedeer uses as it is an appropriate for such kind
of study. Mason (2004:56) stated that interpretatiiven by the social actors to the social
institutions and their products are helpful to ustlnd their activities more meaningfully. From
this point of view, the researcher focuses on ttiera of the media and their products to

examine the process, quality and effectivenessidieace research.

Many qualitative researchers also express a congnitrto viewing events and social world
through the eyes of people who are being studiegniBn, 2004:287). Qualitative approach is
also useful when the researcher aims at providetgileéd descriptions of the social setting

he/she investigates. Analyzing the manifest meaniofythe broadcasters’ research and its
30



quality in comparison with the views of the praotiers, who are directly responsible in
working the findings and recommendations, are tptale data that can prove the effectiveness
of broadcaster’'s audience research and in turmates has implications for the improvement of
the medium. Therefore, the researcher takes Raha &s the case. The process and conduct of
audience research from the perspective of the satbrthe medium and the principles of
audience research are also interpreted. In additien case is also important to examine the
contextual understanding and use of audience @s@aEthiopian media.

3.1.2 Document Analysis

Document analysis is the main source of data tonéethe processes and ways of conducting
audience research. Using document analysis heipemtify the nature of Radio Fana’s methods
based on the initial points which are mentionediezart is common source of data when the
study is focused on the re-analysis of materiagsipusly generated by other researchers. Within
five years (2005 - 2009), six audience researcla® been conducted for Radio Fana. Five
audience researches are purposively selected #wat been conducted only by broadcasters
themselves. Choosing the data within this timeruateare to make the source of data more
recent and to seek improvements of the medium va#ipect to the application of audience
research results and recommendations. Besidege#iearcher cannot manage if all products
before this time frame are involved. Among theselr fof them are targeted at the listeners of
national radio programmes, and one is targeted/atdeio listeners. Among those that focus on
national radio listeners, two of them are emphasize the general listeners of national radio
programmes which broadcast in all languages, aadther three are classified and addressed
listeners of each language programmes (Amharicn A&aomo and Afar). However, the one
which is focused on the national radio listeneet th done in collaboration with a consultant is

excluded as it is not the focus of the study object

3.1.3 Interview

Individual in-depth interviews are also conducteithvihree senior reporters, five producers,
three audience researchers and three media martagenbstantiate the analysis to draw data

from the documents as well as they are the keyscif the medium who are able to give their
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withess whether audience research implementedtigd#gc or not. Bryman also supports the
idea as qualitative researchers sense the culfube @rganizations in terms of process, and “it
can be achieved through semi-structured and unstac interviewing, by asking actors to
reflect on the process’ibfd: 291). Hence, the researcher makes interviews wdm by
selecting purposively based on the assumptiontkigit experience and position have relevance
to the objectives of the study, as audience rekezan also have a direct and indirect influence

in their work. Number of interviewees is determifmdthe saturation of data.
3.2 Data Presentation and Interpretation

Thematic analysis is the most prevalent approacintespreting documents and interviews. It
comprises a searching — out of underlying themethénmaterials being analyzed (Bryman,
2004). According to scholars’ (Bryman, 2004; Mas@804) explanation, thematic analysis is
based upon the data that are drawn from the dodsmskall be categorized based on the themes.
This type of data analysis is highly inductive,ttig the themes emerge from the data that are
not imposed upon it by the researcher and the appr¢ibid.). The procedure also allows the
researcher to present the research results in cmopawith other studies in the sense of
triangulation and to check out reliability and d#ly of the study (Mayring, 2000:3).

The individual in-depth interviews are also recar@md notes are taken during the discussions
to further strengthen the recorded materials. Téta dre then transcribed to capture the main
idea into words of the interviewees. And then, tla¢a are also classified into concepts and
themes based on the aim and the objectives of ttiay.sThe researcher, therefore, presents
results based on the most widely used framewotkefjualitative data analysis called thematic

analysis.

3.3 Criteria to Measure Audience Research Quality, Effectiveness and
Appropriateness

From the documents and the interviews, the prirdatg for the study that need measurement on
the quality, effectiveness and appropriatenessraégssing audience research and its methods.

The research effectiveness and quality are measwmedd on the Reussner's and Nielsen'’s
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research quality and effectiveness criteria that iésearcher adopts with some modification

(Reussner, 2004; Nielsen, 2004). These are explagspectively as follows:

The research quality is examined based on the thaghalification and experience of the
researchers, the acceptance and support of audiessmarch by journalists, the
involvement of staff during the development and et of audience research,
communication and dissemination of audience rebefindlings, development of the
high-quality research environment, the pro-actiord aesponsibility to implement

findings by journalists, and integration of audiemesearch into the system.

Effectiveness and its criteriadefining effectiveness is challenging which issidered to be
related with goal attainment. Some scholars (GilBdParhizgari, 2000; Herman & Renz, 1999;
Ames, 1990 as cited by Reussner, 2004) suggesaea ttomparative model has to be used in a
manner that either to assess outcomes of the pafiggl organization’s objectives, or to
measure outcomes within norms and standard of riff@n@zation, or to measure outcomes with
other organizations. However, it is important tokeaome modification on the Reussner’s
effectiveness criteria because they are many ddtaglt the researcher cannot take as they are,
and his goal is to draw best practice of audiemsearch in Museums; hence, the researcher
adopts some of them to examine audience researchdin Fana. The researcher uses the

following modified criteria to measure audienceeg@sh effectiveness;

the contribution of the research to informed deaisnaking;

the contribution of the research in understandumdjence satisfaction;

» the contribution of the research to format develepin

» the contribution of the research to organizatigatahning;

* the contribution of the research to measuring aeponting organizational
performance;

» the contribution of the research to bid for finahcsupport by advertising

agencies and /or sponsors; and

» the contribution of the research to sustain orgdin development.
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In general, these are also some expected outcoma¢scan influence the improvements of
broadcasters’ advertising revenue more effective,too determine how to provide better

programmes and services based on citizen needsesirgs.

Likewise, the researcher examines the appropriaseoiaudience research methods with respect
to their purposes and goals, the resource avail&drieaudience research and the formal
responsibility for audience research within theamigation. The criteria of appropriateness have
been adopted from Ryan (2009:4) with some modificahs many other details which are less
relevant for this study also are dealt by him. &tr to:
* The level of precision of data collection tools gmduce information/data for
analysis.
» The level of identification the full range of th&erest of all parties (the reporters,
listeners, producers, etc) by the tools.
» The chance of producing data with discernible pastdor each programme by
the tools.
» Acceptability of evidence to ensure broadcasteesréisults are supported by the

data.

The above measurements are also equally helpfthéresearch to develop interview questions.
The challenges against processing audience reseaathwhether the findings used for the
improvement of the programmes and formatsadio Fana are also discussed thematically, as

the informants reveal in interviewing.
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Chapter Four

4. Data Presentation and Interpretation

I ntroduction

In this chapter, the data that are gathered thraoglument analysis and in-depth interview are
presented and analyzed. The data pertaining toctiméexts and the intentions of audience
research, the qualities of audience research andgjropriateness of the tools/ methods which
are employed by Radio Fana are scrutinized. It asals with the values of audience
information and feedback of Radio Fana by lookihg txtent of the application of the
broadcasters’ audience research results. Thigyinp tan be the evidences whether Radio Fana is
effective in practicing audience research or nottHermore, the researcher analyses whether
Radio Fana’'s audience researches have broughtraetieod data that improve the medium’s

performance, and the challenges against proceasifignce research by the Radio Fana.

4.1 The Nature of Radio Fana’s Audience Research

The characteristic of Radio Fana audience resaarohixed type in its nature. They have been
used both survey and qualitative research toolsaAmnymous informant claimed that Radio
Fana knows audience by using questionnaires, pbalte focus group discussions, letters and
the station website and e-mails (Anonymous, Felgrt@r 2011). In regarding to the methods of
audience research, Mytton (1999) also stated thatl @udience researchers of broadcasters are
always ready to the cultural and societal realitiethe society they study, all possible ways, and
they are always ready to adapt research methodsdaegly. Formally, however, Radio Fana
has used mainly questionnaires and focus groupsigan when they study listeners’ opinion
and feedback of its programmes. Survey is the mwmsimonly used audience research approach
in which a group of listeners/ respondents/ arectetl and asked the same questignst,
2002). “This approach is the only appropriate amthble method to address the heterogeneous,
dispersed and scattered listeners of Radio Fanm fafl coverage areas of the station”

(Anonymous, February 18, 2011).
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Research documents indicate that questions argrdekin closed-ended forms in the main, and
the units of analysis are organized in accordandé whe demographic characteristics of
audiences; such as, gender, age, level of educai@duare of listeners’ job, etc. These questions
address issues related to audiences’ share of Headia in relation to other stations, audience
preferences of programmes, presentations, formads cantents, as well as the journalists’
performance and evaluations. There are also samieedl open-ended questions that are asked
suggestion for programme reform. The respondentieofjuestionnaires are people who live in
towns. Few numbers of focus group discussions atd tvith permanent-audiences, public
relation officers, and different professionals €liknedical doctors who have opinions in relation
to health programme presentation and contentsgarglists who also offer opinions in relation
to the presentation and the accuracy of ‘MedihAtekakem’ (Usage of medicine) programme,
etc.).

Moreover, one of the researches includes evaluatiggrogrammes which can be managed by
journalists. The researcher stated that such kifidsractices particularly discussions that are
held with professionals are noteworthy if they developed considerably and engaged other
more qualified professionals to other Radio Famsgmammes. With regard to the permanent
listeners, there is no any criterion that has Istated in the research documents regarding how
the discussants are made and why they said to tmeapent listeners. However, informants
stated that Radio Fana has many stable listenecsoften listen and participate in live talk
programmes. Even, it has planned to organize theseanent listeners into listeners’ club as the
station believes that they are useful to give fee#lb (Anonymous, February 7, 2011). However,
another informant argued that most journalists db mave good attitude for the so called
permanent listeners because of many journalistseper these listeners are not genuine and
loyal. Anybody can listen their names if they tuneany other media of the country, and
obtaining their feedback is not good since theitip@ation are related to a personal means of
pleasing by calling to the stations and listeningirt names through mass media (Anonymous,
February 27, 2011). The above analysis appearsdicate Radio Fana’s audience research
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seems to predispose the motives of behavioriststndturalists traditions of audience research

as they both emphasize audience preference.

4.2 Methods Used

As stated above, questionnaire is the major taatl Radio Fana audience researchers have used.
The questionnaires are described in terms of thganization which in turn makes the tool
more precise. The questionnaires describe to whaset questions are targeted, what kinds of
data are requested, and the form and types ofuéstigns are some points which makes the tool
clearer. The nature of the questionnaires’ orgaiozds based on closed-ended questions. The
closed-ended questions often require the likesdisikes of programmes. Some of them request
information about the listeners. A few open-endessgjons are also designed that require
general suggestion to improve programmes. An indortnalso stated that focus group discussion
with listeners, letters of listeners, immediatedig@ck of listeners, briefings which come from
different desks (what the journalists’ evaluatidntleeir programmes and news in every day
morning sessions), and direct phone-calls of tteriers are other considerable tools that we use

while processing our formal audience research (Anwus, February 28, 2011).

The researcher observed that they use the datdhvanécbrought from journalists’ evaluation,
(i.e. programme evaluation/ journalists’ briefingdich have often made by producers and
reporters after airing their programmes) only i @f their researches (Radio Fana Afan Oromo
listeners’ research, 2008). This way of data gatigecan help to maintain the journalists’
interest besides the audiences’ need and intespstilly when the media managers take action
on programmes improvement. Another informant ailggpsrts this idea by saying, “Radio Fana
use journalists’ briefings, immediate feedbacksaoigd through phone-call and focus group
discussion with audience to supplement the numesita obtained through questionnaires”

(Anonymous, February 8, 2011).

There are some research findings which are supplievith focus group discussions. It is
stated that use of focus group discussions is tostantiate the data obtained through
guestionnaires. In all researches, time and platieeoresearches are mentioned. The tools have

been used are precise and appropriate, and theiaquesres are pertinent to address large
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audience notwithstanding the fact that methodsiaeel for marginalizes an illiterate audience of

the medium. The needs and interests of rural andgeare also in danger of being forgotten.

One of the focuses of the study is also examinihgther these tools help them to address the
full range data/ themes and to produce data didgderfor each programme. In this regard, the
researcher looks the tools are weak to come upamitistructive results from all stakeholders of

Radio Fana and to improve programme for the foltmativo reasons:

a) Most questions are closed-ended questions thadesmigned only on the basis of Likert

Scales. For example, the questions state that:

What is your opinion for ‘Arbito Ader’(pastoralisprogramme?

a) Very good b) Not good c) Good d) | have no idea

What is your opinion for ‘Melkam Astedader’ (goodvgrnance) programme?
a) Very good b) Not good c) Good d) | have no idea

What is your opinion for ‘Hizibu Min Yilal’ (whathe people say) programme?

a) Very good b) Not good c) Good d) I have no idea

One of the advantages of having such kinds of guesis to ease the burden of respondents.
Mytton also stated that “opinion statements caralgood way of helping respondents to feel
more relaxed” (1999:64). It is also the most comiyparsed scales in mass media research. This
is due to the fact that it helps the researchersaintaining the reliability of their study.
However, such tools do not allow the respondentgite opinion for each programme openly,
and cannot enable the broadcasters to come upoeitktructive feedback that can improve
programmes in respect to styles of presentatiometds, formats, and other aspects. In line with
this argument, Mytton (1999:109) stated that surgagnot be suitable for obtaining detailed
audience reaction and opinion. He also arguedwigt someone asks the respondent that an
alternative and equally valid way of statementsvinich of opinion is closest to the researchers’
opinion (bid: 52).
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b) Radio Fana has more than 70 programmes that haretensmitted in four languages.
However, they hardly designed open-ended questorspecific programmes that can bring
improvements to the entire programmes at a timghdRaas one of the researcher’s
informant stated, “The study bases samples frontbtbadcasters’ assumption of top, middle
and weak programmes” (Anonymous, February 10, 20X)estions that require
recommendation from the listeners are too limiteal] the responses are very general that

cannot influence the broadcasters’ decision as.such

Moreover, in terms of the language those questioesiare prepared. An informant stated,
“Previously they were prepared only with an offidenguage in Amharic, and in some area of
the study listeners were reluctant due to langymgblem, but in recent studies of Radio Fana,
we have prepared in all broadcasting languaged) as¢c Amharic, Afan Oromo, Somali and
Afar which enable Radio Fana more data on feedbhadkaudience information” (Anonymous,
February 28, 2011). Empirically, in most countriéghe world, on the survey of audience with
national coverage like Radio Fana, normally reseascneed to prepare the questionnaires in
more than one language (Mytton, 1999). For exampl&dia, a common practice is to prepare
them in three languages, English, Hindi and thenro#ier languages of the area being surveyed
(ibid.).

4.3 The Researchers’ Quality

All the researchers have earned Bachelor's Degndeahove. This equips them to capable of
doing research notwithstanding the fact that tldeigrees is not in journalism. An informant
stated, “Knowledge at the subject matter and sizisire problems of audience researchers as
the result of which Radio Fana is forced to spexilaeexpense to recruit data interpreters”
(Anonymous, February 28, 2011).

In terms of experience, one of the researchers griem has more than 10 years of experiences
in handling audience research at Radio Fana, art&i®een working in leadership position for

more than 15 years (Anonymous, February 29, 204l audience researchers are employees of
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Radio Fana. Such kind of experience and level afcation can enhance the quality of the

broadcasters’ audience research.

4.4 Contexts and Intentions of Audience Research in Radio Fana

This section deals with the contexts and the imestof conducting audience research by Radio
Fana. “The broadcasting had begun its work in 18&#4 limited number of journalists, its
coverage was limited to Addis Ababa and around iih vinedium wave, and its short wave
broadcasting also had many problems of signalseoeption quality even if it targeted the
national coverage throughout the country with 38reger week with very limited number of
programmes and formats” (anonymous, February 7,120Many of informants also
acknowledged that these situations challenge thistezce of Radio Fana. These challenges
along with limited sources of revenue force Rad@nd to have in-house research team.
Moreover, Radio Fana have organized primarily indeaudience research team to make sure
of whether there is a need of a new broadcastingcgein the country (Anonymous, February 7,
2011). Accordingly, for the first time a study hbden conducted focused on Ethiopian Radio,
Deutsche Welle Radio, Voice of America, and othdudational Media of the country like
‘Legedade’ before Radio Fana has taken this forrh9@3 for the following inclusive reasons

(Anonymous, February 28, 2011):

* To understand whether having worth situations thatew alternative medium in the

country are needed;
» To recognize the information gap in which it isst&d within the society;

» To have an understanding of the need and congrafrthe people from the media that

are targeted the country;
* To see the nature of news that are transmitteditfirthese media; and

* To identify the medium that is better listenedhe tountry.
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“Having the above results of the study, Radio Haas understood what issues can be the focus
of Radio Fana, what needs and interests of theiquleled media attention, what values are
added due to the establishment of medium” (Anonysnéebruary 28, 2011). An informant also
added thaRadio Fana has recognized the content differenderdarmation which is needed to
bring societal development. The importance of auxberesearch to Radio Fana is also tested
when it commenced its broadcasting. For example,stitiety do not need to hear about the
news which is done by interviewing only governmefitcials for the reason that this kind of
news is perceived to be protocol news (propagamgmldical stances of the ruling party) that
do not raise the needs, the problems, and theigossif the people. Raising the needs, interest
and the problems of the society are, however, #sshof its editorial policy. Accordingly, it has
shifted from political campaigning broadcast to coencial forms of media that promotes
development of the country (Anonymous, February2®d,1). From these points onwards, Radio
Fana is able to present news and programmes innaendhat confirm with down — to — top
rather than top — to — bottom approach. Consequdréina has obtained many ears with short
period of time (Anonymous, February 28, 2011). “Ra8ana has learnt these and other issues,
and in turn, Fana has recognized that persistemtea@ntinues audience research can make the
station strong, and then audience research hasneettee culture of the medium” (Anonymous,
February 28, 2011).

Research documents also narrate the existence ofi¢dium in the market has presently driven
by searching audiences’ needs and interests. Bhidué to the intense competition as the
listeners are exposed for international media, @alpg satellite broadcasting, internet and new
mass media particularly FM radio that is flourighin the country. Therefore, knowing audience
information is needed by the sponsors and advestaeo force to carry out audience research.
Besides that the necessity of considering the aeddnterests of audience to the broadcasters is
becoming complex and dynamic so that to improve ¢nére service commitments and
programmes in both contents and formats (Radio Heeners of Amharic programmes

research, 2008). On their own expression, thegdtat:

“CAN LT T®88LTET P PALTTEET AT 0TTS T G Moo 7HA AL o7
+hC TE69° MT1PLAN NP ET AMGTAC AT POLEATA 1o (1NE
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Ao £79° M7 0717 T &-0F aoF\ LALAIAN: AGI° (LY TG T P11
aolBPTF AT OEE W1ILPT G ATONC TEVEI® LALPT LA
(Radio Fana national service listeners’ resear@d52)

“The study has helped to maintain the stations’ petition, the audiences’ needs
and then these would be recognized to produce aodiéocus programmes. It is
also essential to obtain its own revenue to exishe market. Thus, the data those
found through the study would serve for advertiserd programme partners.”

Thus, these three conditions namely media competisponsors’ and advertisers’ interest and
the dynamic nature of audience behaviors are thaimx major contexts that demand Radio
Fana to conduct audience research in recent tiflesse, in turn, determine the station’s
existence that the researcher mentioned alovierms of intentions, Radio Fana concerns too
much about its economic sustainability even thotlgty do not totally ignore the issue of
programming. However, “simple economic sustaingbdioes not automatically guarantee good
journalism practice” (CIMA, 2007:4). This is becaus some market places there is many other
causes that sustainability impossible for commériedia. Hence, media are not able to attract
advertising revenue unless the news and prograrmomterdt are relevant to the audienitad).

By the same token, an informant also argued thapepto developed countries’ media working
trend, “advertisers and sponsors in our countrynothave any requirements to broadcast their
media message in any media, simply in this courirgadcasters can attract advertisers and
sponsors if they obtain license and start broagagsind this is enough for broadcasters to work
with them” (Anonymous, February 22, 2011). An imf@nt added that setting legal basis to
advertisers can serve as a ground when they déabwnoadcasters and due to this reason Radio
Fana audience research must have much focus oraprodng and other similar services rather
than audience research for the marketing-demand.

Obtaining information for decision making in orderresolve some identified problems in the
medium is the other emphasis of Radio Fana thaenoe research provides better information
from increasingly potential audience size in thertoy (Radio Fana national service listeners’

research, 2005). It says on their own expressian/i 2.8 4.€77- F; 70574 mH7% @m-0%
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P2L.0N77% PATA 701" “9074° F57- 7w+ “ The study is an indicator for decision making to a
certain problem”. This is also in line with Wimmer & Dominick (200@yoposes that on the

intention of the broadcasters’ researches to apyglyesults in decision making process.

Radio Fana audience researches come into viewvtgb much emphasis on its audiences’
share in relation to other competent stations & ¢buntry like Ethiopian Radio, FM Addis,
Sheger FM, Zami FM, etc. “This can be consideredrasndicator that Radio Fana intends to
increase the quality of the station to become hlmshpetitor in the market. However,
broadcasting industry in the country is the unt@acbusiness area of the country, there is no
much fear of audience segmentation in the courang still there is a scarcity of the
broadcasting stations though Radio Fana has gormugh such a wonderful intention”
(Anonymous, February 28, 2011).

The other intention of conducting audience resear¢h evaluate the quality of programmes by
identifying the strengths and the weaknesses of gtegramme contents. On their own
expressions, they statedAfC 26 A F74-9°F 184019 Tw? i T ITw?:
PGITD? 5T AFTLI T 7 NT0P 70-:°"1t is to understand the reach of the programmes,
their qualities, their strengths and their constits that are aired presently.They also tend to
tie this purpose in framing contents and in un@eiding the role and support of the station’s
programme for the development of democracy and epeacEthiopia (Fana FM listeners’
research, 2008). Identifying issues that need R&dioa attention is also emphasized as it is
important to sustain the existence and the qualitprogrammes (Radio Fana FM listeners’
research, 2008). Identifying the needs, the intsraad complains of audience and obtaining
audience suggestion for the programmes are the sffexific objectives of the broadcasters

mentioned in the research documents.

The researcher observes the documents of audierearch that helps to investigate the nature
of its audience. It also helps to obtain the auckenpinions on the success and acceptance of the
syndicated-programmes which are aired in collabmmawvith other partnership institution. It
enables to identify where Radio Fana has reachethiking the order of programmes with

respect to the needs and the acceptance of audhedcthe stated-objectives, and to obtain any
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possible suggestion for the improvement of thestactivities (Radio Fana national services of
the listeners’ Research, 2005).

To sum up, the researcher understands Radio Fpugisses have identical to any other media
intentions to practice audience research in angazoof the world. However, the inquiry goes to
with what extent the broadcasters have becometeiem achieving what they intend to do.
Though those intentions has been mentioned ingbearch documents and by the respondents
by such ranges, the respondents particularly thearehers of broadcasters argued that all these
intentions are intended to use research resulisntemal consumption. The results are useful for
only the improvements of news, programmes, joust&llipractice, and other services and
management issues of Fana not for the benefitstefreal consumption. For instance, they are
not to convince advertisers, sponsors and anyypaoligkers. “Of course, there is no any trend of
the policy makers in the country who has asked &®&dna audience research or audience size
when they draw any policy concerning media comnatioo of the country like other developed
countries “(Anonymous, February 28, 2011). In Canadr example, “...audience research
reports are produced, in part, to provide positvecomes with regulatory decision making
bodies..., and audience conception within the path@king are increasingly tied to be market-
based demand...” (Savage, 2006:2).

On the contrary, at least from their emphasis ténitions, there is a sign of use of audience
information for other purposes; take an exampler ttesearches have often shown a positive
figures on audiences’ share by comparing the mediitim other institutions; such as Ethiopia
Radio, Sheger FM, FM Addis, Zami FM, etc., Therefoirom the above data, it is easy to
understand that they can employ audience researdboh for external consumption, too. A
respondent also argues, “there are few researathwiaive not shown Radio Fana’s weaknesses,
even the research which have been conducted bysaltant, though it is difficult to speculate
where the problem lies, it is not per se useful thee improvements of the medium as we
imagine” (Anonymous, February 10, 2011).
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4.5 The Values of Audience Information and Feedback

The researcher has given the contexts and intentdmaudience research. Having done this, a
discussion of the values of audience informatiodh feedback of Radio Fana is undertaken so as
to obtain a clear picture of the integration, timk land even the extent of application of these

information which are obtained by the broadcasteséarch.

Many of the researcher’s informants agree uporidise that Radio Fana is sensitive to audience.
This arises out of recognition of the values of iande information and feedback for the
improvements of the medium in different respectheyl stipulated that Radio Fana’s the
managerial decision making has been taken basékeorecommendation and outcomes of the
audience researches which have studied in diffémmet “There is no audience information and
feedback that have taken away while any manageeigision has taken place in any expense of
others’ reasons, even journalists’ need and inteféss is because Radio Fana also assures that
audience feedbacks are indicators of the publer@st information which have been also given
priority in journalism practice” (Anonymous, Febryas, 2011). In terms of this view of the
informant, Lacy & et al (1993) also argues thatiande data are the reflection of public interest
and broadcasters had better use this to aid progmagndecision making. Valencia and Caycedo
(2009), however, argued that such argument is fasseling argumentation, which audience
research is celebrated as guardians of the publerest, a definite evidence of the media
industry willingness to give the audience what &nts. Radio Fana has used audience research
to shape the contents of the programmes, develayy fitemats for various programmes, and
structure styles of presentation for different pesgmes (Anonymous, February 22, 2011). Two
of research documents have shown that the aim @igdso is to check whether the
reorganization and improvement of the programmed tlave been taken on the basis of
previous studies creates audience satisfactionrdefesigning the next strategic plan (Radio
Fana Amharic and Afan Oromo listeners’ researcB820These can also be taken as indicators
that Radio Fana has decided based on the views alidience and audience information, and
used results for organizational planning that heenbobtained in earlier studies. The following

discussions have also shown there is no disparitlyis regard.
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An informant among chief-in-editors stated that iande information has primarily given a
paramount importance for internal improvement &f thedium’s performance. This requires
properly compiling audience information in the @& particularly in Ethiopia whose media
practice is existed at poor performan¢gsonymous, February 11, 2011). “Public issuestlaee
basis of Radio Fana’s plan. The interests and nektle public are acquired through audience
research and audience feedback in turn is an itiicaf journalists’ achievements of their
goal” (Anonymous, February 28, 2011).

In Radio Fana, audience opinion is used to evaltheequality of programmes (Anonymous,
February 29, 2011). Another informant among chmeédlitors claimed that audience information
and feedback to Radio Fana are needed to mairftaiguality of programmes, to improve and
revisit the programmes to maintain the interestigiEners and to check the satisfaction of
listeners. In line with this, Radio Fana has wdrkeany arrangements especially on the contents
of programming (Anonymous, February 16, 2011). ‘iRagana use audience information that
are gained through research not only as a kindeefldack but also as instruments to frame
contents which reflects the culture of the soctbgreby uncovering the unobserved issues of the
society by means of knowing who the listeners arel where they are located” (Anonymous,
February 10, 2011).

“Audience segmentation for specific Fana programirees been done on the basis of audience
information which is brought through research. Tisisin turn, used for the adjustment and
organization of contents. For instance, Fana uskence information recently to categorize
issues and develop formats on gender, sport, heatitulture, etc.” (Anonymous, February 11,
2011). Lacey (2002) also fourtthat audience segmentation has direct relation Wiming
contents and programme scheduling, and the adwamtidoing audience research for media
institution’s manager is to have stable scheduletrsd listeners can not miss any of the

programmes as they are guided by these schedules.

An informant who is an audience researcher stdtatdseeking audience information has added
value by ensuring broadcasters when they are deshgduling, content and presentation of
programmes and planning other activities of the immad(Anonymous, February 8, 2011).

“Many programmes of Radio Fana had at the beggointhe broadcasting have been merged,
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cancelled, revised, or changed totally in recetipa plan based upon the previously obtained
information of audiences” (Anonymous, FebruaryJ1D).

One of the informants among the chief-in-editorsntimmed that from the view of knowing
whether the broadcasters are being listened bytldéence, from the interest of knowing the
stations’ presentation of programmes are listerfersised contents and styles, from the view of
knowing market interest issues, and from view aading the attention given by the listeners,
audience information and feedback are gained bgareh have more values. For instance,
recently Radio Fana has changed the formats oprdgentation into two programmes on basis
of the audience information and feedback like, "MiYe Wonjel Mirmera” (Best crime
investigation) and “Buna Tetu”(Drunk coffee) frorhgne-in programmes to radio documentary
programmes which need too much effort of journglistvestigation and research (Anonymous,
February 22, 2011). He added that audience infoomaind feedback serve as the base to know
audience need, to identify to prioritize issues tmdhape the broadcasters’ presentation. Based
on audience research which was conducted in 2088 yee producers changed air time of

Music and Guest hosting programmes from morning imght.

An editor informant stated that both audience imfation and feedback help the journalists to
shape the forms and contents of the news and sana foundation to build their creativity.
“Audience provides opinion for our presentationvihich it lacks balance, and sources of
information are not the right individuals, and besa of they are government officials. They do
not uncover the issues of the public or public apinand hence in all these reasons, currently
Radio Fana news presentation has become reorgaoizexye more manifestation of bottom to
up forms of presentation, and the sources of inédion of Radio Fana have become among
ordinary public who are directly affected by soalgproblems and even they can be able to
suggest a better source of information” (Anonymdteyruary 16, 2011). The informant added,
“Radio Fana has expanded its air time from threerdi¢o 18 hours per a day and developed
more than 70 programmes in the last three yeats3s& are considered to be some evidence of
the application of audience information that isantéd by the medium’s research (Anonymous,
February 7, 2011).
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“Radio Fana has made convinced through its audieesearch that the people needs public
debate and discussion if they obtain evidence#fetreht issues. Based upon this premise, Fana
has started many programmes which need live tallwshke the programme called ‘Hizibu Min
Yilal’ (What the People Say), in addition to, ‘Ewedihonu Min Yadergalu’ (What you do if
you were?)” (Anonymous, February 28, 2011).

Furthermore, “Radio Fana has used research resulescruit new staffs both journalists and
administrators and even partners. For example eaadiand partners continuously ask Fana to
expand air time and to launch more new programinesjrn, doing this, new staff have been
recruited and its staff size have become increagednore than 260 which are not more than 50

in the last five years” (Anonymous, February 11120

“Radio Fana has also used audience research datraasider its working tradition and to
control journalists’ and partners’ behavior in tela with their operation. It is claimed that
Radio Fana has cancelled a partnership programmen wwhesenter addressed programmes

unethically which is proven by audience feedbaékiqnymous, February 28, 2011).

4.6 Are the Audience Researches of Radio Fana Audiencehood?

Media broadcasters can increasingly decide fornaragies and programming with a universal
appeal. In doing this, often they demand audienoghaata, which can be expressive of the
audience profiles; such as, audience composititieace geodemographics, media availability,
etc, to make sure whether they serve and sustdimeisocieties of media experience (Watson,
2003).

The study documents indicate the geodemographfosmation when they design the study
area. From this information, most of Radio Faneetisrs are the people from urban area of the
country that include: Addis Ababa, Adama, Dessiendar, Bahir dar, Debre Markos, Mekele,
Semera, Dufti, Hawassa, Arbaminch, Gima, Bale, Disava, Harer. The rest rural part of the
country is neglected in their study. However, theyed that audience information and feedback
have been collected from the farmers despite the tfeat demographic data indicate to the

contrary.
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In terms of media availability, the study documestege in many part of the country Radio Fana
short wave broadcasting had not been listened @swdt of signal interference. This media
availability information tells the limitation of ception quality of the broadcasting. Launching
Fana FM 98.1 at Addis Ababa, Mekele, Gondar, Gikharer, Shashemene, and Dessie and
linking the national broadcasting are primary meaghat Radio Fana has taken to improve

reception quality which was found in previous sésdjAnonymous, February 10, 2011).

The study of documents has not shown (the utiligicgoinformation) how the listeners of Radio
Fana are listening programmes since they are iigjeRana in accompanying other personal
activities can also important for producers in sitheg programmeslhe documents analysis
has not clearly provided what roles the broadcggtiays in the society even though the study
has presented much educational and informatiorse peogrammes which have been liked by
the listeners. Many other entertainment programiied have shown the popularity and
interlinked with the lifestyles of the segmentestdners (e.g. they associate youth with music,
sport, and other entertainment programmes), andeearches have shown that entertainment
programmes are being remained listened in the du{@dnonymous, February 15, 2011). In
contrast, an informant argues that listeners whaytfiestionnaires are listeners of Radio Fana
and hence all studies that have been conductedebafe audiencehood and have shown the
increment of the broadcasting audiences. Theynligde many purposes by passing a single

function intended by a particular producer (AnonysioFebruary 7, 2011).

“Lack of human resource and limited broadcastingecage can be the main factors that hinder
Radio Fana from conducting holistic audience bggedrammes. And it is difficult to say Radio
Fana’s research came up with whether its progranfomss on socio-cultural aspects of this
multicultural society of the country” (Anonymousglffuary 22, 2011). This view of the
respondent is also in line with Lacy & et al (198&8) view that “a station must also ascertain
the community views about programming, includingvhwell it is covering local issues and
problems.”
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4.7 The Nature of Fana'’s Audience and its Development

Listeners of Radio Fana are diverse and inclusivealdb socio-economic and cultural
circumstances of the country. But youths whoseisdgeom 15 — 35 has a larger share of Fana
listeners (Anonymous, February 7, 2011). Their gtabcuments also indicate that male
listeners’ whose age falls between fifteen to yhirnte and unmarried individuals have a larger
share, and their educational background exceedmdary level. Unlike others, the research
conducts at Afar broadcasting has got the studattshtion whose education is above primary
level. The composition has shown many of the listenare employed by governmental
organizations, and among them students, politicaars unmarried youths has taken the larger

number (Radio Fana Afar programmes listeners rekea008).

As Radio Fana audience research, these compositianrepeatedly mentioned that youth are
the major listeners of the station. The researcimelerstands two things from these listeners’
information; one, such kind of listeners’ compasitiseems to be needed to convince and
maintain advertisers and sponsors, and second,d#t@ has purposively needed by the
broadcasters to say the higher portion of the @i of the country, i.e., youth are the listeners
of the Fana broadcasting and some of audiencenatoon are ambiguous; for example simply
to note a few, the following stated expression ioidihgs has supported the researcher’s

interpretation.

‘.. PALCT 128 NCF 7 A-LE0. AT 0TS PAD-F ULA PP 17 PUNLAN h5A
PPH aotP -7 ovlZm- Em+#°7A:" (Radio Fana listeners of Afar programmes research
2008:6)

“The study indicates that listeners of Afar langedgroadcasting are youths and includes the
large parts of the population who have power foarude.”

From this information, they didn’t define what ybuhean.

“ PP 4G AT AC778" 12T @78 10878 "5 — 35 AMHT2E CAN- i P1-9°U( T
LLETW VN5 CLE PMs+E AT POc-U-57 Poo3 707 PP $Tw-? (Radio Fana
national Amharic programme listeners’ research, 209)

50



“The listeners of Radio Fana are male in gender dnam 15 — 35 in age; several are
unmarried; the level of education is above secopdand several are employees of the
government.”

This audience information has shown that their grgeip of the listeners or respondents cannot
match with the nature of employment, unless thapasely select them as the sample, but they
use random sampling. In line to these argumentsd#a(2006:11) also said “... the techniques

themselves are likely to frame audience in awasugmport a particular conception of audience.”

The researches documents also have shown thatdid Rana’s listeners are becoming large in
number by looking the exposure of the programmidaptedictable and unexpected behaviors
and needs of these listeners’ have imposed broasase., Radio Fana, to ‘control and monitor
listeners’ through audience researches. List (200@)ever, stated that the benefit of audience
research has also been measured by the developfreudience by way of assessing the impact
of communication programmes and testing the audiecmncerning the awareness of the

message, or the intention to change behavior r#thherthe exposure and use of products.

An informant among chief-in-editors explains thaere though listening habits in the country
have developed and Radio Fana’s listeners haveased in number, the culture of giving
genuine feedback to the mass media is not stilureaAnonymous, February 29, 2011). An
informant among senior reporters also argues tiettlture of listening mass media is highly
related with the listening habit of the society.dAeften the habit of Ethiopian listeners in giving
much attention to mass media is limited. When thae in radio and if they obtain quality
signal they carry on listening whatever the staisoand whatever the content airs on. Thus, they
cannot develop the habit of offering genuine fee#tlia the mass media (Anonymous, February
27, 2011).

An informant among chief-in-editors also stated thea size of Radio Fana listeners recently is

estimated to be above 20 millions. This estimattawever, is not acceptable since there is no

statistical data in the documents that has shownbeus of radio sets per each householder.

Audiences’ share and size cannot matter in theogitéin media market rather what matter is the

political stance of the medium (Anonymous, February 2011). Many respondents associate

Radio Fana as political affiliated medium in whits coverage focuses mainly issues of the
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party. The ruling party has many members in thenttguthat are expected to be listeners of the
medium, and its listeners are estimated in linghis assumption. One of the researcher’s
informants argues that many of the programmes @tertaining, and it must be the reason that
Radio Fana has many listeners (Anonymous, Febrl@rg011). This informant’s view is also
supported by McQuail's (1997) argument that is ca@rgial channels tend to little or nothing for

the very poor that is why they are much concermedrdgertainment programmes.

4.8 The Relationship between the Station and the Listeners

“ ‘Radio Fana is not the only radio peopigten but also the radio that people can speakisut
Radio Fana motto which has assured to be a powéacititate the interaction between the
medium and the listeners” (Anonymous, February02,13. “Generally, the media see itself as
intellectual place which perceives the listenersbagg passive and illiterate. Unlike this
working media trend and perception, Radio Fanaddiskeners as active, sources of knowledge,
and hence working with them makes radio Fana gt Thus, audience participation in the
media and media engagement into the society hagnebt a position in Radio Fana system”
(Anonymous, February 28, 2011). This informant'swiis supported by structuralist’s view that
the primary objective of media attention must beriedia system and their relationship with the
wider society (McQuail, 2003).

“Radio Fana’s audience research has bridged thég@ypeen the listeners and the broadcasters,
and a number of listeners often obtain chancedfés constructive feedbacks what they do not
offer face-to-face contacts” (Fana audience rebed&@08). “Based on the numbers of phone-
callers, in-person contacts, letters to editors andience researches, Radio Fana has strong
interaction with the listeners” (Anonymous, Febguab, 2011). “The relationship of Radio Fana
with its audience is expressed by the listener®raction with programmes. For instance, an
individual listener can call a phone to the prodscend inform them if they present the
programme in quest of certain information which th®ducer do not look for, and then
producers can lose once more the data that lisengrect in the continued programme. In this
case, listeners recall and inform the programmieslaontinuity in terms of information that they

directed before” (Anonymous, February 29, 2011).
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The numbers of partners, advertisers and sponswes dso considered as indicators that Radio
Fana has good relationship with the listeners (Amwous, February 22, 2011). An informant,
however, argued that the extent of sponsors artdgrarcannot be considered as indicators for
the good interaction of the medium with audien¢&bese bodies have preferred to work with
Radio Fana for two reasons: first, for their owmdfés as they know working with the media
build their own images; and secondly, they ensuadi® Fana is pro-ruling-party medium and
then working with Radio Fana can have another unbeeefits which facilitate their activities”
(Anonymous, February 29, 2011). In line with t$ormant’s argument, McQuail (1993) also
argues that the institutionalized forms of accohitityg to the audience must be included in
media regulation to protect audience, codes oftjgand ethics within media organization and
procedures for handling audience complaints aparh faudience research. Another informant
suggested that the stations’ relationship with lteeeners need a different independent study
(Anonymous, February 22, 2011).

4.9 Journalists’ Engagement in the Process of Audience Research

McQuail (1997) stated that in the media systemethean be a means that portrays the link
between mass media senders and receivers as Kaptéaf various kinds from audience to
media organization. In this regard, a respondaiiad that Radio Fana listeners’ research can
be an appreciable effort as it is a part of the inmadsystem which is integrated in the
management structure that links with its audierfegofymous, February 10, 2011). Unlikely,
Gans’s (2005) findings that journalists’ resistamaeaudience research roots from factors that
most audience researches are conducted by nomjmisn and the perception of journalists to

audience data that are seen as inadequate to cisedanaking process.

Many informants of the study cannot accept thatrjalists’ engagement on the process of
audience research because of they ensure jousnadist negatively influence the outcomes of
the research which can be pertinent in the medieastns. An informant among the producers

notes, as example, that journalists are involvethen study of Fana and they bring different
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results particularly on the journalists’ performance., by calling their own friends’ name as the
best performers of the medium (Anonymous, Febr@8r2011).

An informant among chief-in-editors also arguest thadience research shall be done by
independent body whose work is out of the news@odrammes rooms and able to give free

directions of the study so that it can be acceptélyl the stakeholders and independent to the
journalists, but in Radio Fana research was preloaonducted by journalists themselves

(Anonymous, February 11, 2011).

Contrary to this, an informant who is audience aeseer stated that no one is a member of news
and programme producers and reporters so as to thakeesults of research free of bias
(Anonymous, February 8, 2011). Anonymous chiefditers and audience researchers claimed
that journalists participate in Fana audience mebeaby identifying the subject (e.qg.
programmes) and area of the study and by segmeimigaudience which needs special reform
(Anonymous, February 15, 2011). Another anonymoo®ray chief-in-editors stated that
journalists participate in audience research inynaays (Anonymous, February 22, 2011). He
noted that collecting data by dispatching questines and conducting questionnaire base
interviews during field survey enables journalistsinderstand the listeners’ emotion directly.

Moreover, some anonymous producers and senior tezpostated that they are commonly
engaged in collecting feedbacks through phone énstindio while the broadcastings are aired
‘live’ and a person who collects feedbacks thropgbnes are called programme executive that
the feedbacks are also inputs for the formal awdieresearch of the medium (Anonymous,
February 22, 2011). A respondent among producerdioms previously journalists and senior
reporters were asked to give opinions and commaenmtsthe prepared questionnaires
(Anonymous, February 15, 2011). However, thereoiproblem if journalists participate if they
are honest for their professional integrity, othisey their involvement can influence results

negatively (Anonymous, February 29, 2010).
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4.10 Audience Research Environment in the Station

Butsch (2003) found that research is developed uegyenly among media (TV, radio, movies,
etc) that some media audience have been lesschedahan others, and radio audience is much
less than others due to research environment im#t#a. The audience research in Radio Fana
has a promising research environment, especiaécamomic matters, which can develop much
better than now in order to understand Ethiopiatiemces (Anonymous, February 21, 2011).
Previously, audience research in Radio Fana waduoted at department level by name called
Project and Partnership Programme Main Office umigersupervision of the board members of
the medium (Anonymous, February 28, 2011). An imf@ant who is a producer argued that such
form of organization is a problem by itself becaube structure have been created direct
relationship with stakeholders for the researchéonsequently, they always bring only positive
feedbacks about the medium which makes the resdaieded to the organization thereby
diminishing its significant for the improvements thfe medium (Anonymous, February 16,
2011).

Nowadays, it is undertaken at department level wisdknown as Research and Communication
Office leads by the Director-General and accouetablthe board, and structurally it had better
acceptance with reporters, producers and managersnymous, February 8, 2011). These
indicate that audience research has been integnatedhe medium systems, and such kind of
environment is good to enhance the quality of tbsearch. All informants indicated that
financial support, motivation, and office facilgieto carry out audience research for the
organization had better standing which can condesgarch in a manner that bring changes and

advancements of the activities of the medium.

4.11 Acceptability and support for the Findings of Audience Research

Studies stated that media communicators see madligerace as lacking the skills and
gualifications to serve as adequate judge and pinefer to take feedback through face-to-face
conversation rather than accepting and supporgsglts that come through audience research
(Burns, 1969; Gans, 1979 as cited from McQuail, 7298lany of the informants agree upon the
idea that findings has been accepted and suppbytgolirnalists even if they come across with
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some shortcomings. An anonymous chief-in-editoasest,“the researches we have done, have
been accepted and approved by producers and repaspecially from the perspective of the
weaknesses of the medium, even sometimes they fenealed what most of them were
recognized before the research. But they have doonethe listeners that we respect, and then
they have made ensure editors to have manager@iales when they are engaging with

implementations of the results” (Anonymous, Febyud, 2011).

An informant who is a producer also articulated tmresearch as scientific no one can argue on
the acceptability of the findings and suggestidasirnalists rather have dealt with whether they
add the size and share of the broadcasting andqtiadity of the programmes, and in
understanding of this informant, there is an imgabyournalists’ standing on the application of
the gained results (Anonymous, February 15, 20il)ine with this informant’s view, Ang
(1993) cited from McQuail (2003) also found thas@entific way of knowing audience is not
simply a sign of progress from ignorance to knowksdrom speculation to fact, from beliefs to
truth but also proactively implement the audienatady all journalists who are accountable and
engage at different levels of media actividn the contrary, some informants notified that ofte
results regarding journalists’ performance are aaknowledged by the journalists because the
results are suspicious. For instance, “the resgamatiaimed journalists as best performer those
who left the job before years ago, and those whoewst journalists; such as, DJ players”

(Anonymous, February 27, 2011).

4.12 Communicating Findings of Audience Research to the Journalists

An informant among audience researchers describat dfter finalizing the research, the
researchers present the results and the suggéstithre Chief-of-Manager of the station, and
then the results and recommendations are commedidat form of report to all journalists
(producers, reporters and other staff) by a DireofoProgramme Sections, and sometimes by
the board of the station (Anonymous, February Z812 An informant also argued that the
research reports are bestowed by higher managels/mesearchers, which is not a good way of
research dissemination (Anonymous, February 101R0lhis informant’s argument is also
supported by McQuail's (1997) finding that actuaimemunicators prefer to receive feedback by

word of mouth in the familiar circumstances in foem of authoritative and unchallengeable
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research. On the other hand, an informant statexearch reports are also discussed with
reporters, producers, and all managers on the tfptice results that are easily executed by the
journalists and those implemented by the top-mams&ag@nonymous, February 16, 2011).
“Sometimes the managers take the stance that agedeeeds and interests should be executed
whether journalists want or not” (Anonymous, Feloyyal5, 2011). Thus, the results and

suggestions of the Radio Fana research can bedbap#luenced by the managers.

Furthermore, “what often becomes a problem of RaBama during discussion is that
programmes which have planned to be left by produdecome best for audience and
programmes which cannot attract audience atterd@malso become producers’ interest. For
example, some journalists other than a producerepars a programme known as ‘lib le lib’
basis fake story and has planned to cancel itit lagitracts most listeners’ attention, and thek sti
it survives on the basis of market thinking (Heartdeart a programme which is basis lovers’

letter with a mix of music that feel affection)” dnymous, February 28, 2011).

4.13 Do Researches measure the Journalists’ and Medium Performance?

The research documents have shown that the rathleahedium in relation to its availability,
audience satisfaction and its audience share irpadson with other media of the country as the
basic measurement of Radio Fana performance. Nlaseric results of the researches have
shown positive feedbacks on its performance. Aormant claimed that positive responses of
the listeners about the station have outweighedhén research. However, they also reveal
apparently the factual performance likely most ah& programs’ contents are being listened and
become point of discussion by the larger publicqdymous, February 16, 2011). In terms of
this, McQuail (1997:105) found that “...the perforraarof the media is so widely regarded as a
proper topic for the expression of public attituplelgments and opinions.” The findings of the
study have shown that Radio Fana has been listengdbetter way in the country even though
its short wave broadcasting availability has besmtéd with signal problem. The researcher’s
respondent has ensured that Radio Fana has pedaveleby offering contents which satisfies
the listeners’ interest (Anonymous, February 1@,130The research document has also shown
that listeners of Radio Fana are satisfied by remwedsprogrammes, especially entertainments and

current affairs (Radio Fana Afan Oromo listeneesearch, 2008).
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The research documents have also listed the nahths @urnalists. Listeners have shown the
likes and dislikes of the journalists. In the resbathe data have been interpreted with regard to
journalists’ performance on the basis of the listshview. A chief-in-editors stated, “Often
Radio Fana in-house trainees are selected based apdience feedback to journalists’
performance” (Anonymous, February 15, 2011). On ¢batrary, another informant argued,
“Radio Fana uses many other considerable managersaéms other than audience research
though audience feedback is more unfailing judgnienthe people who work in journalism
profession; for example, rating journalists’ penfi@nce and conducting peer review are
commonly used measurements in each department” nffnous, February 29, 2011). An
informant argued that journalists’ performance, thedium performance and audiences’ share
should be investigated by other independent bodpe@ally by media regulators or press
councils, so as to maintain its creditability asytrare a time that needs results not only for
internal consumption of the organization but alsoexternal consumption and media regulators
(Anonymous, February 16, 2011). In line with thespondent, Lacy & et al (1993) argued that
policy makers should also evaluate media performaby considering how responsive
programming is to local needs rather than how enbee arrives at programming decisions.
“Listeners’ cannot identify and evaluate any of fbernalists who are working on serious
programmes such as informational and educationarammes” (Anonymous, February 29,
2011). “Radio Fana must use some other qualitatisieators in their audience research rather
than such kinds of quantitative indicators if thegnt to know where its performance reaches,
and journalists’ performance is less acceptableesiiisteners have been more attentive to

messages than the producers” (Anonymous, Febr@ar3a1).

4.14 Challenges of Radio Fana to Conduct Audience Research

Often, listeners are unwilling to provide infornmati about the station and careless to give
information about journalists and programmes andeftiing programme contents and names.
And journalists do not participate in group diseasswith listeners are some major challenges
stated in their research (Fana audience resead®).2In this regard, Mytton (1999) stated that

media people can think that a station identity oygpamme name of great significance, the
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audiences are very often inconveniently oblivioosthe names of programmes. Thus, the
researcher recognizes such kinds of obstacles aremon that the audience researchers of
broadcasters should be reminded when they plaprtsject. In relation to recalling programme
names, Starkey (2002) also found that radio audigesearch can lose some authenticity of
results because of “the role of recall in determgniactual audience is about to be relegated from
primacy to irrelevance” by the audience researchékskewise, lack of need to fill
guestionnaires by listeners due to fear and wroaggption about the station is the other
challenge of audience research. For example, sisteadrs attach the forms of questionnaires to
parties membership forms which do not have any iwnth our research especially during
election period (N.B. polling is a common kind oftideence research during election),
programme names are not well known by listenersgpable to distinguish programmes which
broadcast by Radio Fana and other stations, umalskturn the questionnaires and incapable to
provide genuine answers for open-ended questianglao other challenges faced by audience
researchers” (Anonymous, February 28, 2011). Imseof the prevailing circumstance, the
research needs to relate to the results of suchmstances; such, as election, political upheaval
and crisis, civil disturbances and unrest, electegn. since they may have had influence on the
research results (Mytton, 1999:81). “Of course, savh them have solutions. For instance, in
order to fill the questionnaires we sometimes amauncement about the research on our radio,
in order to remember them names of the programrmaesabllectors must brief them with much
care that making briefings cannot influence resuftoorder to return the forms, data collectors
shall inform the exact date which the questionsaiedurn, etc are some” (Anonymous, February
28, 2011).

“By its nature, defining who the listeners of Rai@ana is complex in seeking information from
audience because defining who are listeners arestbgective that all members of the staff
cannot agree upon” (Anonymous, February 7, 201Wjedkness of the institution research
capacity and emotional feedback are provided kgrers, and demographic factors are also
some challenges of audience research. For exasyi® listeners give feedback in case when
they listen somewhere on a certain occasion areesosesistance a respondent states”

(Anonymous, February 7, 2011).
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Lack of studies on the nature of Ethiopian audiesmog skillful individuals who train audience

researchers are also described as challenges doataquality audience research by a respondent
(Anonymous, February 8, 2011). “Lack of obtainimgef audience which means the one who
gives open, clear and critical feedback includirghbpositives and negatives or weaknesses
parts of the station, of course this can be rel&ecllture as we Ethiopian are secrecy people,
and there is no an independent institution whichke@n audience research are also the problem

face processing quality audience research in tledume& (Anonymous, February 11, 2011).
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Chapter Five

5. Summary and Conclusion

Introduction

In this chapter, the researcher recaps some dintimgs that come out of the study. There are

two things that have been accomplished in the enapt

a) Summarizing what has been done the research alitabow it is undertaken and the

major findings that the researcher examines, and,;

b) Winding up the thesis with suggestions for furtbierdy.

5.1 Summary

The main objective of the thesis is to examinegheess and conduct of audience research in
Radio Fana. To attain the objective, four questitiase been formulated to clarify the
contribution of audience research to the mediunes€hare: how well the process of audience
research is carried out? To what extent the braeisause findings of audience research to
improve the medium? Is Radio Fana effective in ficeng audience research? And, what are the
challenges that are encountered to conduct audresearch in Radio Fana? To obtain answers
for these questions, the researcher has carriedlautment analysis and made individual in-
depth interviews with three senior reporters, thcbeef-in-editors, five producers and three
audience researchers. There are also the rel&ealtlires and findings of previous studies that
have been reviewed and theoretical framework treet been described. Finally, thematic
analysis has been done to present and interpretatae and the following major findings have

been disclosed:

» The researchers’ level of education and experidra® equipped to produce quality

audience research. However, knowledge at journaisthstatistics has been lacked.
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The process of audience research and its findiage good support from all journalists
in the station.

The journalists are less involved in the procesauafience research. On the one hand,
this is good at to produce less influenced res@tsthe other hand, it neglects the needs
and interests of the journalists while they developange or cancel the styles of
presentation, the area of contents and formatsogirammes. This can, in turn, influence

the improvements of the medium negatively.

The findings of the audience researches are etthramunicated by media managers or
disseminated in the form of reports. This canntdvalthe journalists to raise some

suspicious results while they implement the findiagd suggestions.

There is an encouraging research environment inoRéaha that can enhance the quality

of audience research.

The findings and suggestions of audience reseaamgk heen implemented at different
departments at average extent while there is responsible independent body who is

accountable in its appliance.

Audience research has been becoming the cultuRadio Fana, and it is well integrated

in its organizational structure.

Radio Fana’s audience research has served as farmplato maintain Radio Fana
relationship with its listeners.

Audience feedback and information that have obthitreough audience research have
got much attention or delivered values in the desisnaking process of the media
managers and the journalists.

Radio Fana audience research has provided themilymeeeds of audience that has also

helpful in developing new programmes, and thisihdarn increased its audience size.
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Many programme formants have been developed withényears based upon audience
feedbacks.

Strategic plans of Radio Fana are basis of audieeeels and interests that have been

developed out of the audience researches.

The audience researches have shown positive figafethe station performance,
particularly on its availability or reach at thedast audience size, programme quality
and audiences’ share in comparison with other locatlia. However, the journalists’
performance has been seen suspiciously by the gbsisr and producers themselves
because they present controversial data which ¢émmneasured all journalists whose

work are at different formats of programmes equally

Radio Fana’s audience researches have indicated thes much contribution to rise up
the numbers of advertisers, sponsors and partaers,this is helpful to sustain the

development of Radio Fana as they are helpfullerrcome of the medium.

Questionnaires are the main source of data for R&dna audience research. Focus
group discussions with permanent listeners andepsibnals, letters of the listeners,
journalists’ briefings, direct phone calls and edlmare other considerable ways that are
employed to carry out audience research.

The tools are precise and appropriate to produdéeace data though they neglect the
needs and interests of illiterate and rural audiethat are expected to be the actual
listeners of the medium.

The tools are weak to produce audience data thahotaimprove each specific

programme of Radio Fana.

Forgetting programme names, emotional feedbacksdanabgraphic factors are some
challenges to conduct audience research. Caretsssfear and wrong perception of
listeners also have negative influence on the agdielata while the broadcasters process

audience research.
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5.2 Conclusion

In general, research findings presented herein st conducting and processing audience
research by Radio Fana has become the cultureeomtrdium. It is understood that taking
audience data into medium activities are becomespetisable working trends rather working
journalists’ judgments about the audience alone fiildings of the study indicate that media
competition, sponsors’ and advertisers’ curiosityd ghe dynamics of audience needs and
interests are major contexts that Radio Fana hamedabut audience research. Radio Fana has
carried out more or less better audience researds guality. The findings of this study leave
that audience feedback and information have beeragely implemented in the medium. The
findings of the study also indicate that Radio Féwaa benefited from audience research in
improving reception quality of the broadcastingdeveloping more formats of programme, in
changing the style of presentation, in recruitingrennew staff and other pertinent decision
making processes. These are also indicators traintprovement and sustainability of the
medium have come by audience research given tmatmédium has worked on audience
maximization, audience participation and audiencefgoence; even audience research has
positive contribution to the journalism practice.

There are many tools or methods that broadcastatevieloping countries used in searching the
needs and interests of the listeners; for exangudath African Advertising Research Foundation
has been asked by broadcasters to produce audiateehrough the seven-day-dairy method
and telephone interviewing. Thus, the broadcastianedn utilize some fixed methods by
considering some cultural and societal realitiesridertake audience research appropriately and
credibly. In Ethiopia, there can be similar trerydldioking for the most appropriate methods that
can able possibly address listeners from all soaltsral background of the society, and creating
an independent body for the broadcasters whichabénto produce the most credible audience
research. As the result, these help to improvatoeuntability and working culture of broadcast
media and the journalism profession of the counfrigere is also important to seek the
improvement of Radio Fana broadcasting from thespemstive audience by including their

opinion and reaction.
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Appendix I

Interview Guiding Questions (English Version)
For Media Managers

1. What are the values of audience information andlfaek for radio Fana?

2. Would you explain the primary functions of audienegsearch for radio Fana?

3. Do you think your audience research is independetitee from bias? How do
describe the acceptance of the research by thelsitglers?

4. To what extent producers and reporters involve ha process of audience
research?

5. Do you explain the extent and the situation of mapilons of audience research
results?

6. Do you describe the development and nature of audief radio Fana?

7. Would you describe the extent that audience rebBaaneals the performance of
medium and journalists?

8. Who is a responsible body whether the findings extecuted or not? How this
body follows up whether programmes and formatseneed or improved?

9. How do you explain the extent that audience pgditodn in your medium
activities?

10.1s there any the challenges in practicing audieasearch? What are they?

11.How do describe the research and its environmerthénmedia management
system?

Thank you very much!
For Producersand Senior Reporters

1. What are the values of audience information andidaek for your programme?
2. Do you think your radio programmes base on audieeeels and interests?

3. How do you describe the relationship between tltkesuce and your programme?
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How audience researchers communicate results withapd other staffs after the
research?

Do you have any patrticipation in process of audéeresearch?

6. What are the major factors that shape the confeydw radio programmes?

7. How do describe the acceptability and support fodience research and its

8.
9.

findings in your department?
Do you think your radio programmes air at apprdprtame for the listeners?

Do you have any contribution for audience reseasthe

10.What are the benefits of audience research for gmgramme?

Thank you very muct

For Audience Researchers

What are the methods of audience research oftetogatpin radio Fana? Why
they are employed in the studies? Do you think @ueyappropriate in Ethiopian

medium context? Why?

2. How do you communicate findings and recommendatwatis other staffs?

3. What are the values of audience information fora&@na?

»

© 0o N o 0

Would you explain how do use the findings and rem@mdations of audience
research in radio Fana? Tell me the experiencar8o f

Do you think the research is audiencehood? How?

What are the challenges you encounter in conduthiegesearch?

Do you think your research covers all area of tteaticasting?

How far your research is acceptable by produceldseporters?

How do you follow up whether the findings are exeduor not?

10.How your research tools address the interest afymers and reporters? How the

research addresses all programme listeners?

11.How do you explain the availability of facilities pesources in your department?

12.How do describe the contribution of audience redear radio Fana?

Thank you very muct
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Appendix II

Guiding Interviewing Questions (Amharic Version)
N9L5.L /24 h\ONLET P40 PA-aomOP

PhL e T a0l ALl 4G 9°7 Al AT @7

PLB80 4G PhL I T TG T PG PG AT N ING-NT?

ANIET G LT CT NAL I T TGT AL PAT® A6 9°7 SV 102

PAL e T TG @M T AT1NC Vs NLEANESNT?

P48 4G PhL I T COLT Vs AH4.U-9° 9717 (LING-AN?

AMhU~7 P18 PhLoly TGRT 09982077 U1 CIOLMETT NPT

LMETIN NA®- £I°GA? W7 Lol?

7. CALTIE TG @mAT7 +HIC AL ATS.00 AN $71.8LC7 AP
ANA hA? DA PTEL-9° AD-T 1 7100 L 0LI° NAAT A7 LT £L.ITNN?

8. PhLTIBP +ATE NLl? 4.5 PNé- ATPN PN 9°7 LavNAN?

9. PALIE TG T AT L 010 DT oo FIACT L5¢ S 7?2 A LHLHE-AT?

10.PAL97 TG hA® AMINELP U'sF A78.U-9° hitdhao. avPPC AIAC
LA®-7 0 F O LNEENTF?

11.94858 4G CAL 21 TS 19 G MNMATT 10 NAD- £I°G A2

NN9° hao) 795001

o o A~ NP

AAHDET § 67°CHCT P40 PA-aomLd

1. PALTIET avlB G Ml-avhh AF°FECO-T TEE9° 9°7 Al ®LI°
M+ hdm-?

2. PIFPCOT TEV9I° ChL 16T G ao(\loT £2.41 10 NAD- £I°G A7

3. PALTIET G PL8. TC6-T°F RCH T 0LI° oo+ I1NC 778 £10-30\?

4. PALT T TGT7 290008 ATHoT PTGE7 o-m ®@9° Po7hihg
VAT A7 10 AAS 7 P71 8A@ &7

5. PaL¢ T TG ANLE AGTT NTGE AL 9°7 Al +AHE FLCINTU-?
71



© ©o N o

NTCE24T AL PG PG HOAST P7LALS 4T 9° 177 ST @-?

NAS 7 OhA PAL YT TG T 0LI° @-muk: LAD- AL 9°7F LovhAN?
TCVTT hPC AL PTL@AT AAL T I°F (1 A% T 10 NAD- £I°G -2
AALTIE TG AZLEMr ATALTFT PAPTT £CH LI PLLLUMT
an-tLo2 na NLNE-SANT?

10.ATC249°T avADT ®LI° av AN PhL 1T TG 9°7 £CH ATLINL0-

M2IAAAT?
N7I° oy 750U/

ALLTIT TGT ATLEOT P40 PA-aoMLP

A 0 P9 Fmeoo- PoolE ooOANANE a0 7ILT 9°187 GTFm-?
ha 88 a0 U3 IC hC L1502 A7 T?

POINNE VANT AT8.U9° @o-mtT7 ANNLO AHET N9 aodi-
FA®-PAT V-2

NAS 7T ANFANN PhLTe™>T avlB @89 IMl-ovAN AL 4.6
PILALICLD- AT I°7 L7 12

PTG E: @mT 0LI° PPTANE hANT CA-H1NC U573 NIAB-ATT? hiLV 04T
CALTF AAE P77 ATSE LmPoIA::

5. TGPTU- AL +hC 10 NAD- £I°S A2 787

6. PhLITE TGT7 ATTLE POLE ITao- FIACT 9°177 ST -2
7.
8
9

TGV U-019° COCH T K L7IN0 LOARGA?

. P HNY G TG NS CAHCT G NARDET 9°7 PO P02 AA@-?
. PPGE @M @BI° TTHNE hANT oo NG T @ AT 34 ITMAT -2

10.P9°>Fme oot CanlB oo NANE ao71LTF 9°7 PUA aomi (é PP

PU-A79° CAOALCA WA T GATT $91.L5 avl B ATTTTT £ THA?

11.2APCOT G PLOCH Vb NAL T T PTG T NEA 9°7 LaoNAd?
12.0MPAA@D- CALTIET TGT AL 4.9 LADT AT POA 0.£NEGANT?

N719° hao(y 7500/
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Appendix III

List of Informants

N.B. These informants are quoted by their occupatioitkst anonymously when the data are

presented and interpreted because they didn't waittentify by name for their own responses.

No. Name Educational Background and Years | Position in Radio Fana
of Job Experience Broadcasting
1. Ashenafi Jima MA in Marketing, 16 years Previous Audience Researcher, Head
of Partnership Programmes apd
Marketing Office
2. Yodit Solomon MA in International Relations, 8ays | Head of Research and
Communication Office, and
Audience Researcher
3. Bereket Girma BA in Foreign Language andAudience Researcher
Literature, 3 years
4, Tibebu Tadesse BA in English Language, 11 yearg Chief —in — Editor of Ambharig
National Programmes
5. Endris Gudeto BA in History, 11 years Chief — in — Editor of Afan Orom¢
Programmes
6. Mekoya H/Marriam BA in Amharic Language, 4 y&ear | Producer
7. Bezabih Mamo BA in Literature, 3 years Producer
8. Solomon Alemu BSC in Animal Science, 10 years rodBcer
9. Kassa Ayalew BA in Journalism & Communicatior], Chief — in — Editor of FM
9 years Programmes
10. Demeke Kebede BA in Journalism & Communicatior|, Producer
4 years
11. Nigatu Regassa BA in Journalism & Communicatior], Producer
8 years
12. Rahiwa Yifter BA in Journalism & Communicatior, Senior Reporter
6 years
13. Emebet Andualem BA in Journalism & Communicatior, Senior Reporter
4 years
14. Anteneh Mengiste BA in Journalism & Communicatior], Senior Reporter

4 years
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