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Abstract 

 

The central focus of this study was to assess the satisfaction of audiences with Addis Television 

youths’ program. The study tried to see the extent to which the program gratifies youths and for 

what reasons or purposes that they watch the program. Moreover, the study also attempted to 

examine the content and presentation of youths’ program and know whether the preferences of 

the youths’are exactly addressed or met. 

To generate appropriate data for the study purposive or judgment sampling technique and 

questionnaires and semi-structured interview were used. The researcher believed that this 

deliberate selection of participants was helpful to get the right viewers of the program as the 

preliminary study that indicates the expected result on the study. This was done with the  

collaboration of  the youths’ main office and sub cities associations’ leaders. This was done by 

using Snowball sampling that used a small pool of youth initial informants to nominate, through 

their social networks, other participants who meet the eligibility criteria and could potentially 

contribute to a specific study.  

Before administration of the actual questionnaire, pilot survey was made on the four selected sub 

cities using 30 purposively selected audiences. Based on the results of pilot study, the actual 

questionnaires were distributed to 300 respondents; individual semi-structured interview was 

also made with twenty participants, a producer and an editor of the program.  

After the researcher collected all the data using the designed questionnaires and semi-structured 

interview from the selected samples, he brought them together and placed the responses into 

percentage and made analysis. Moreover, the results of the study were examined in contrast to 

the objectives of the research.  

The findings of the data showed that Addis television youths’ program audiences watch the 

program for different reasons. Many of the respondents could not get credible information, and 

learn about things in the world from it. But, they were watching it because of their habit. 

Therefore, the overall results of this study show that audience satisfaction of the program was 

very poor. 

Based on the findings, recommendations are suggested on how to improve the program to gratify 

the audiences. 
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Appendix-I 

                                                       Questionnaire 

Addis Ababa University 

School of Journalism and Communication 

Questionnaires to be filled by individual respondents 

Dear Respondents,  

This questionnaire is part of an MA Thesis conducted as a requirement for the fulfillment of MA 
in Journalism and Communication at Addis Ababa University. The aim of the research project is 
to examine the level of satisfaction and dissatisfaction of the viewers of Addis Television 
Youths’ program. As the outcome of the research totally depends on your responses, you are 
kindly requested to provide your authentic and accurate answers to the questions. I would like to 
assure you that the information is used only for research purpose and will be kept confidential.   

Part One: Demographic Information   

Instruction:- 

1. Age 

Answer the following questions by putting an 'X' sign in the boxes given below.   

  From 14-24 □      From 25-34   □           
2. Gender:- 
 Male   □                Female □ 
3. Occupation:- 
Student □               Employed□         Unemployed           □Private Business □ 
4. Educational Background 
Illiterate □        Read and write □       Grade 10 complete □          Grade 12 complete □            
Diploma   □               BA degree and above □ 
5. Marital Status 
Married □          Single □          Divorced □ 

Part Two: Addis Television Youths’ program Viewing Habit of the Audiences 

1. How often do you watch EBC-2 Youths’ program? 

a) Always 

b) Rarely 

c) Sometimes 

d) Often 



 

e) Never 

2. How much time/ how long, on average, do you spend watching the program? For:- 

a)  10 minutes 

b) 15minutes  

c) 20 minutes  

d) 25 minutes  

e) 30 minutes  

3. Does Addis TV Youths’ program meet your needs? 

a) Yes     

b) No     

c) No idea  

4. If your answer to question no.3 above is “Yes”, “No”, or “No idea”, please give your reason. 

Yes:-……………………………………………………………………………………………. 

No:-…………………………………………………………………………………………….. 

No idea:-……………………………………………………………………………………….. 

Part Three: About the program section/components 

Please rate the Youths’ program content/components. The components are listed below. Pick a 
single number from 1 to 5 to show your satisfaction with section/content. The representation of 
each number is:  

1. Highly dissatisfied    2.Dissatisfied        3 Neural         4.Satisfied          5. Highly satisfied  

Programs Presented on EBC—2 are:- 
A. News ……………………………… 
B. Guest……………………………… 
C. Music……………………………... 
D. Sport Profile……………………... 
1. From the above programs indicate the one that satisfies you the most? 

………………………………………………………………………………………………………
……………………………………………………………………………………………………… 

 



 

2. From the above programs indicate the one that satisfies you the least? 

………………………………………………………………………………………………………
……………………………………………………………………………………………………… 

Part Four: Reason for Watching the Program 
 
1. For what kind of reasons do you watch Addis TV Youths’ program? Please show your level of 
satisfaction or dissatisfaction by putting (√) on the right side of the questions.   
 
I usually Watch Addis television youths’ program. This is because: 

No. Reasons to watch EBC-2 youths program Agree Strongly 
agree 

Disagree Strongly 
disagree 

Neutral 

1 it makes me  relax when there is no better job to 
do 

     

2 it takes my mind off my problem       
3 I watch just  habitually       
4 It provides me credible information.      
5 it helps me to learn things happening in the world      
6 it represents values or lessons in life that I 

personally agree with  
     

7 it helps me to know about my role in the society      
8 it helps me relax after a hard day work       
9 it gives me something to do.      
10 it calms me down when I am angry.       
11 it helps me feel good when no one is around      
12 I just like to watch it.      
13 it helps me to pass time when I am bored      
14 it excites me      
15 it gives me pleasant rest      
16 It teaches  me about things I don't learn in school      
17  it shows me how others deal with the same 

problems I have appealing 
     

18 It avoids me companionless      
19 It presents usually real helps me to escape from 

what I am doing. 
     

20 It gives me satisfaction with the service that I get 
from ‘Addis Television youths’ Program. 

     

 

 

 

 



 

2. Would you explain the reason for the answer you gave to question number 4 and 7? 

________________________________________________________________________ 

________________________________________________________________________ 

________________________________________________________________________ 

3. What do you think are the main weaknesses of the Addis Television Youths’ program? 

___________________________________________________________________________  

4. What do you think are the main strengths of the Addis Television Youths’ program? 

________________________________________________________________________ 

5. What should Addis Television Youths’ program do to sustain and maximize its viewers’ 

satisfaction? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Appendix-II 

Addis Ababa University 

School of Journalism and Communication 

Semi-structured Interview for Key Informants in the Audiences   

1. When did you start watching Addis television Youths’ Program? 

2. How often do you watch Addis television Youths’ Program?   

3. What comes to your mind when you think of the program and its contents/components?  

4. By taking some of Addis Television Youths’ program section/content you prefer, how do you 
describe them?   

5. To what extent are you satisfied with Addis Television Youths’ program? 

6. Could you tell particular instances for the section/content which gave satisfaction with Addis 
Television Youths’ program? 

7. Do you have any dissatisfaction with the program? Can you explain? 

8. Could you tell the weaknesses and strengths of Addis Television Youths’ program? 

9. What should Addis Television Youths’ program do to minimize its viewers’ dissatisfaction 
and to maximize their satisfaction? 

 

 

 

 

 

 

 

 

 



 

                                                        Appendix-III 

                                             Addis Ababa University 

School of Journalism and Communication 

Semi-structured Interview for a producer   

1. How long have you worked as a producer of EBC-2 youths’ program? 

2. What is your suggestion about the program and its content? 

3. To what extent do youths express their gratification?  

4. What is your comment about program audiences’ interest? 

5. Could you tell me the strengths and weaknesses of Addis television youths program? 

6. What measures have taken to improve the program content quality? 

7. What is your opinion about the time that is allocated for the program? 

8. For what kind of reasons do you think that audiences watch EBC-2 youths’ program? 

9. What should Addis television youths’ program do to raise its audiences’ satisfaction? 

 

 

 

 

 

 

 

 

 

 

 



 

Appendix-Iᴠ 

Addis Ababa University 

School of Journalism and Communication 

Semi-structured Interview for an editor   

1. How long have you worked as an editor of EBC-2 youths’ program? 
2. How do you keep the quality of youths’ program? 
3. To what extent do you work to keep the gratification of youths? 
4. What kind of mechanisms do you use to upgrade the content and presentation of Addis 

TV youths’ program? 
5. What are the strengths and weaknesses of Addis TV youths’ program? 
6. What is your comment on the content and presentation of Addis TV youths’ program? 
7. What kind of measures should be taken to keep the quality of the program and its 

presentation? 
8. What are the reasons that youths watch Addis TV youths’ program? 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

አፔንዲክስ-1 

አዲስ አበባ ዩኒቨርሲቲ 

የጋዜጠኝነትና ኮሙኒኬሽን ትምህርት ቤት 

በግለሰቦች የሚሞላ መጠይቅ 

የተከበሩ መላሻችን፡ 

ይህ መጠይቅ በአዲስ አበባ ዩኒቨርሲቲ የጋዜጠኝነትና ኮሙኒኬሽን ትምህርት ክፍል ለሁለተኛ ዲግሪ የመመረቂያ 
ጽሁፍ ማሟያ የተዘጋጀ ነው፡፡ የጥናት ጽሁፉ ዓላማ የአዲስ አበባ ከተማ መገናኛ ብዙሀን (EBC-2)  ወጣቶች 
ፕሮግራም ተመልካቾች ያላቸውን እርካታ ማጥናት ነው፡፡ ለጥናቱ አጠቃላይ ዓላማ መሳካትም ይረዳ ዘንድ 
እርስዎም እውነተኛና ትክክለኛ መረጃ በመስጠት እንዲተባበሩን ስንል በአክብሮት እንጠይቃለን፡፡ ከርስዎ 
የሚሰበሰበው መረጃ ለሌላ ዓላማ በምንም ዓይነት እንደማይውልና ምስጢራዊነቱም የተጠበቀ ሊሆን እንደሚችል 
በቅድሚያ ልንገልጽልዎት እንወዳለን፡፡ ስለ ትብብርዎ በድጋሚ እናመሰግናለን፡፡  

ክፍል አንድ፡-አጠቃላይ መረጃ 

መመሪያ፡- ለሚከተሉት ጥያቄዎች ከጠያቄዎቹ ጎን በተሰጡት ሳጥኖች ውስጥ የ (× ) ምልክት በማድረግ 
መልስ ስጡ 

1.እድሜ፡ ከ 14-24   ……………. ከ 25-34 ………………   

2.ጾታ ፡- ወንድ…………….. ሴት………………………. 

3.ስራ፡- ተማሪ………   ሰራተኛ ……… ስራ አጥ………   በግል የሚተዳደር……… 

4.የትምህርት ደረጃ፡ ያልተማረ………  ማንበብና መፃፍ የሚችል……… 10ኛ ክፍል……… 

  12ኛ ክፍል …….. የሙያ ስልጠና…… ዲፕሎማ  ………  ዲግሪና ከዛ በላይ…… 

5.የጋብቻ ሁኔታ፡- ያገባ……   ያላገባ ……   የተፋታ…… 

ክፍል ሁለት፡ -የተመልካቾች የአዲስ አበባ ከተማ መገናኛ ብዙሀንን (EBC-2)  ወጣቶች ፕሮግራም 
የማየት ልምድ የተመለከቱ ጥያቄዎች 

1.የአዲስ አበባ ከተማ መገናኛ ብዙሀን (EBC-2)  ወጣቶች ፕሮግራምን ምን ያህል ይመለከቱታል? 

ሀ) ሁልጊዜ………….ለ)አልፎ አልፎ……  ሐ)አንዳንዴ…… መ) ብዙ ጊዜ……..  ሠ)ፈጽሞ አላይም 

2. በአማካይ ፕሮግራሙ በሚቀርብበት ወቅት ለምን ያህል ጊዜ ይመለከቱታል? 

ሀ) ለ10 ደቂቃ……… ለ) ለ15 ደቂቃ ……… ሐ) ለ20 ደቂቃ ……… መ) ለ25 ደቂቃ……  

ሠ) ለ30 ደቂቃ ………………. 

3. የአዲስ አበባ ከተማ መገናኛ ብዙሀን (EBC-2) ወጣቶች ፕሮግራም ፍላጎትዎን ያረካል ? 

ሀ) አዎ…………………….   ለ) አያረካም………………….  ሐ) ሀሳብ የለኝም……………….   



 

4.በተራ ቁጥር 3 ላይ ለተጠየቀው ጥያቄ መልስዎ አዎ ወይም አይደለም ከሆነ እባክዎን ምክኒያትዎን ከዚህ በታች 
በተሰጠው ባዶ ቦታ ላይ ይግለጹ? 

…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………… 

ክፍል ሶስት፡- ስለ የአዲስ አበባ ከተማ መገናኛ ብዙሀን (EBC-2) ወጣቶች ፕሮግራም የሚያቀርባቸው 
የፕሮግራም ዓይነቶች 

እባክዎን ከታች ከ1ኛ - 5ኛ ተራ ቁጥር ድረስ ከተሰጡት አማራጮች መካከል በመምረጥ ስለ ፕሮግራሙ ያለዎትን 
እርካታ ይግለጹልን ?መልስዎን ከአማራጮቹ ጎን በተሰጡ ክፍት ቦታዎች ላይ ያስቀምጡ? 

 

1.በጣም 
አያረካም 
 

2.አያረካም 
 

3.ሀሳብ ለመስጠት 
አልችልም 
 

4.ያረካል 
 

5.በጣም ያረካል 
 

 

ሀ.ዜና………………  ለ.እንግዳ……………… ሐ.ሙዚቃ……………   መ.ስፖርት……………..    

የፕሮግራም ዓይነቶች 

1.ከላይ ከተዘረዘሩት የፕሮግራሞች አማራጮች ውስጥ በጣም አርክቶኛል የሚሉትን ቢገልጹልን? 

…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………….. 

2. ከላይ ከተዘረዘሩት የፕሮግራሞች አማራጮች ውስጥ እርካታ አልሰጠኝም የሚሉትን ቢገልጹልን ? 

…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………….. 

 

 

 

 

 

 

 



 

ክፍል አራት፡-የወጣቶች ፕሮግራምን የምናይበት ምክኒያት 

1. የአዲስ አበባ ከተማ መገናኛ ብዙሀንን (EBC-2)  ወጣቶች ፕሮግራምን የሚመለከቱበት ምክኒያት ምንድ ነው? 
እባክዎን ከጥያቄዎቹ በስተቀኝ በኩል የተዘረዘሩትን ምርጫዎች መሰረት በማድረግ (√) ይህን ምልክት ተጠቅመው 
ምርጫዎን ያሳዩ? 

የአዲስ አበባ ከተማ መገናኛ ብዙሀንን  (EBC-2) የወጣቶች ፕሮግራምን አዘውትሬ 
እመለከታለሁ፡፡ ምክኒያቱም፡- 

ተ.ቁ የመገናኛ ብዙሀንን ፕሮግራም የምመለከትበት ምክኒያት እስማማለሁ በጣም 
እስማማለሁ    

አልስማማም  በጣም 
አልስማማም     

ሀሳብ 
ለመስጠት 
አልችልም 

1 ስራ በሌለኝ ጊዜ ያዝናናኛል      
2 ውስጤ ያለውን ችግር ስለሚያስወግድልኝ      
3 የማየት ልምድ ስለሆነብኝ      
4 የሚቀርቡት መረጃዎች ተአማኒነት ስላላቸው      
5 በዓለም ላይ ስለሚከሰቱ ገጉዳዮች ስለሚያስተምረኝ      
6 በውስጤ ስለ ህይወት እሴት ወይም ተስተምህሮ  የማስበውን ነገሮች 

ስለሚያሳየኝ 
     

7 በህብረተሰቡ ውስጥ ያለኝን ሚና እንድረዳ ስለሚያደርገኝ      
8 ቀደም ሲል ያሳለፍኳቸውን መጥፎ ጊዜያት ስልሚያስረሳኝ      
9 አንድ ነገር ለማድረግ ስለሚረዳኝ      
10 በምናደድበት ወቅት ስለሚያረጋጋኝ      
11 የሚያወራኝ ሰው አጠገቤ ስለማይኖርና ጥሩ ስሜት እንዲሰማኝ 

ስለሚያደርገኝ 
     

12 ለማየት ስል ብቻ እመለከታለሁ      
13 ለጊዜ ማሳለፊያ ስለሚረዳኝ እመለከታለሁ      
14 ስለሚያስደስተኝ      
15 ጥሩ እረፍት ስለሚሰጠኝ      
16 ቀደም ሲል  ትምህርት ቤት ያልተማርኳቸውን ነገሮች 

ስለሚያስተምረኝ 
     

17 እኔ ያለብኝን ዓይነት ችግር ሌሎች ሰዎች እንዴት እንደሚፈቱት 
ስለሚያሳየኝ 

     

18 ከብቸኝነት ስለሚገላግለኝ      
19 ከምሰራው ስራ ለመሸሽ  ስለሚረዳኝ      
20 አዲስ ቴሌቪዥን በሚያቀርበው የወጣቶች ፕሮግራም አገልግሎት 

ስለምረካ 
     

 

2.ለአራተኛና ሰባተኛው ጥያቄ ለሰጡት መልስ ምክኒያትዎን ቢገልጹልን? 

…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………
………………………………………………………… 

3.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም ዝግጅት ክፍል ድክመቶች ምን ይሆናሉ ብለው ያስባሉ? 

…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………
………………………………………………….......... 



 

4.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም ዝግጅት ክፍል ጥንካሬዎች ምን ይሆናሉ ብለው ያስባሉ? 

…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………
………………………………………………………… 

5.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም ዝግጅት ክፍል የተመልካቾቹን እርካታ ለማሳደግና 
ዘለቄታነት እንዲኖረው ለማድረግ ምን ማድረግ አለበት ብለው ያስባሉ? 

…………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………... 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

አፔንዲክስ-2 

አዲስ አበባ ዩኒቨርሲቲ 

የጋዜጠኝነትና ኮሙኒኬሽን ትምህርት ቤት 

ለአዲስ አበባ ከተማ መገናኛ ብዙሀን ተመልካቾች የቀረበ ቃለ መጠይቅ 

1.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራምን ማየት የጀመሩት ከመቼ ጀምሮ ነው? 

2.ለምን ያህል ጊዜ ፕሮግራሙን ተከታትለውታል? 

3.ስለ ፕሮግራሙና ይዘቱ ምን ይላሉ? 

4.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም የሚያቀርባቸው ፕሮግራሞችን እንዴት ይገልጿቸዋል? 

5. የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም በሚያቀርባቸው ፕሮግራሞች ላይ ያለዎት የእርካታ 
መጠን ምን ይመስላል? 

6.እርካታ ካገኙባቸው ፕሮግራሞች ውስጥ በምሳሌነት ሊጠቅሱልን የሚችሉት ነገር ካለ ቢገልጹልን? 

7.በፕሮግራሙ የማይረኩበት ነገር ካለ ቢገልጹልን? 

8. የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም ዝግጅት ክፍል ጠንካራና ደካማ ጎኖችን ሊነግሩን 
ይችላሉ? 

9.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም ዝግጅት ክፍል የተመልካቾቹን የእርካታ መጠን 
ለማሳደግ ምን ማድረግ አለበት ብለው ያስባሉ? 

 

 

 

 

 

 

 

 

 

 

 

 



 

አፔንዲክስ-3 

አዲስ አበባ ዩኒቨርሲቲ 

የጋዜጠኝነትና ኮሙኒኬሽን ትምህርት ቤት 

ለአዲስ አበባ ከተማ መገናኛ ብዙሀን  ፕሮግራም አዘጋጅ የቀረበ ቃለ መጠይቅ 

1.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም አዘጋጅ በመሆን ለምን ያህል ጊዜ አገልግለዋል? 

2.በአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራምና ይዘቱ ላይ ያለዎትን አስተያየት ቢገልጹልን? 

3.ወጣቶች ስለ ፕሮግራሙ በምን ያህል እርካታቸውን ይገልጣሉ? 

4.ስለ ፕሮግራሙ እድምተኞች ያለዎት አስተያየት ምንድ ነው? 

5.ስለ አዲስ ቴሌቪዥን ወጣቶች ፕሮግራም ጥንካሬና ድክመት ምን ይላሉ? 

6.የአዲስ ቴሌቪዥን ወጣቶች ፕሮግራምን ይዘት ጥራት ለማሻሻል የተወሰደ እርምጃ ምንድ ነው? 

7. ለአዲስ ቴሌቪዥን ወጣቶች ፕሮግራም ስለተመደበው የዓየር ሰዓት የርስዎ አስተያየት ምንድ ነው ? 

8. ተመልካቾች የአዲስ አበባ ከተማ መገናኛ ብዙሀንን የወጣቶች ፕሮግራም የሚያዩበት ምክኒያታቸው ምንድ ነው ይላሉ? 

9. የአዲስ አበባ ከተማ መገናኛ ብዙሀን የወጣቶች ፕሮግራም የተመልካቾቹን እርካታ ለመጠበቅና ቅሬታቸውን ለማስወገድ 
ምን ማድረግ አለበት ይላሉ? 

 

 
 

 

 

 

 

 

 

 

 

 

 



 

አፔንዲክስ-4 

አዲስ አበባ ዩኒቨርሲቲ 

የጋዜጠኝነትና ኮሙኒኬሽን ትምህርት ቤት 

ለአዲስ አበባ ከተማ መገናኛ ብዙሀን ኤዲተር  የቀረበ ቃለ መጠይቅ 

1.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራምን በኤዲተርነት ማገልገል ከጀመሩ ምን ያህል ጊዜ 
ሆኖዎታል? 

2.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራምን ጥራት እንዴት ትጠብቃላቻሁ? 

3.የተመልካቾችን እርካታ ከመጠበቅ አንጻር ምን ያህል ሰርታችኋል?  

4.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራምን ይዘትና አቀራረብ ለማሻሻል የተጠቀማችሁት ዘዴ ምን 
ይመስላል? 

5.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራንካሬና ድክመት  ምንድን ናቸው? 

6.በአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራም ይዘትና አቀራረብ ላይ ያለዎት አስተያየት ምንድ ነው? 

7.የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራምን ይዘትና አቀራረብ ጥራት ያለው አድርጎ ከመሄድ 
አንጻር ምን መደረግ አለበት ይላሉ? 

8.ወጣቶች የአዲስ አበባ ከተማ መገናኛ ብዙሀን ወጣቶች ፕሮግራምን የሚያዩበት ምክኒያቱ ምንድ ነው ይላሉ? 
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                                                Chapter One 
Introduction 

 1.1. Background of the Study 
The idea of establishing television as any other mass medium is to educate, entertain, inform, and 

socialize the people. The emphasis largely has to do with creating awareness, surveillance of the 

environment, and correlation with parts of the society in responding to its environment and the 

transmission of cultural heritage (Mcquil, 1998). It also helps in providing individual reward, 

relaxation and reduction of tension, which makes it easier for people to cope with real life 

problems and for societies to avoid breakdown (Mendelson, 1966).  

Mcleish, (1978) says that in terms of simplicity, wider coverage bringing the world to those who 

cannot read, its immediacy and transmission in various local languages television has unique 

nature. It brings also great change to the development of a nation and is still the most credible 

source of news and enlightenment in most parts of Africa (Okigbo, 1990). This made television 

one of the most appropriate means of communication in any society, (Moemeka, 1981). In 

addition to this, television has personal touch that lends urgency to change. 

Basically, communication is the process through which one person (the communicator) elicits 

responses from another person (the communicant) by the use of symbols (Hall, 1967). In 

television, audiences are made up of people who are different from each other. These differences 

may be social, educational, economic, psychological, cultural, ethical, religious, political, 

physical or intellectual. This wide diversity of backgrounds, skills and attitudes produce 

problems for television programmers. Hence, the subject matter of this thesis assesses 

satisfaction of television program among youths in Addis Ababa and its vicinity. 

The success of any communication is determined by response behavior of television viewers. 

The content and presentation of television has great contribution in changing the behavior and 

attitude of its audiences. Bauer and Bauer in Mcquil, (1993) says that in the past i.e. in the 1930s, 

when media were well developed in the developed countries, they were credited with 

considerable power to shape opinion and belief, change habit of life, mould behavior actively 

more or less according to the will of those who could control the media and their contents . Over 

time, this assumption was dated. Researchers in media effects subsequently indicated that there 
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are intervening variables relating to and from personal contact and social environment that 

affects the influence of media in attitudes and behavior change (Mcquil, 1993). 

Producing a television program is a mixture of the ideal and the expedient (Chester, et al., 1978). 

Thus, the program must have the ability to capture the mind and eyes of its audiences. The 

producer has to have a deep knowledge and understand about his program followers or 

audiences. By this, he/she can produce a program that his/her audience can get gratification from 

it. The program may help them in taking decision about their life. Television viewers of a 

particular group will select more or less the same content, presentation style and will respond to 

it in roughly equal ways. In relation to this, Deflewer, (1970) says that people of different social 

positions will share similar demographic characteristics and would exhibit similar reaction to 

messages. Variables as gender, age, education, income, ethnic background and religion have 

influence on the kind of information selected.  

Any media should gratify its viewer’s interest. Producers or editors should know the interests of 

their viewers. They should know why people watch television programs. Related to this as it is 

cited on Abel, (2005:2), Katz, Blumler and Gurrevitch (1974), say that viewers will stay 

watching actively only if a program satisfies their needs and expectations. Similarly, Lin (1996) 

stated that viewers engage in viewing when they experience higher level of satisfaction. Thus, 

EBC-2 youths’ program producers and editors should work on the needs and interests of their 

viewers. They should try to keep the gratification of them. This is because, audiences are not 

passive. They have different alternatives to watch  television programs. Moreover, their interest 

is also diverse as they are heterogeneous. 

 

In relation to the above idea EBC-2 youths’ program transmits different programs for the people 

of Addis Ababa and its vicinity. The program includes news, sport, music and guest. In order to 

keep the quality of these programs, as far as the researcher knowledge is concerned, audience 

satisfaction researches were not conducted on the station. Especially nothing is done on youths’ 

program to know whether youths are satisfied or not. Audience research is a vital area in media 

studies. It is the key to understand media process, influence and the continuity of social 

communication (Mc Quail, 2001).A deeper knowledge of audience expectations is of a 

Paramount importance. 
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1.2. The Ethiopian Broadcasting Corporation (EBC-2) 
1.2.1. Brief Background of EBC-2  
The first Amharic newspaper Aemero was published in 1900and precedes the broadcasting 

media. According to Mekuria (2005:10) Cited on Netsanet (2007:19) Radio Ethiopia started its 

transmission with a 7 kilo watt short wave transmitter and five full time employees which hardly 

covered the scale of Addis Ababa. And then television was first introduced in Ethiopia in 1963 

for the sake of transmitting the first Organization of African Union Meeting. 

 

Addis Ababa mass media agency (EBC-2), which is established under the proclamation number 

20/2002, is accountable for the city council (Addis Ababa city administration proclamation no. 

20/2002). Before its establishment as an agency it has been working under the Addis Ababa 

communication affairs bureau.  

 

Though it is a media institution its main function is serving as the information source of the city 

administration. It transmits also various kinds of programs through its three mediums mainly by 

radio, television, news paper and metropolitan journal. 

 

The role of EBC-2 is to insure national consensus on various issues about the city of Addis 

Ababa and at the federal level .In addition to this it transmits various kinds of information for the 

urban dwellers, and serve as news and information center for the city. 

 

According to the information that obtained from Addis Ababa Mass Media Agency, the agency 

started its program in 1995 E.C. and had the aim of presenting accurate and timely information. 

Beside this it created well established thinking or attitude on the people of Addis Ababa and its 

vicinity. During that time it was very difficult to get man power to the media station on the 

market. Just to begin the first program, the management brought few public relation experts by 

transferring them from the former Ethiopian Radio and Television Agency (ERTA). 

The agency had also challenges to get professionals and good facilities to perform its activities. It 

had only two rooms when it had launched its program on May 28 in 1985 E.C and had started to 

distribute Addis Lissan Newspaper with only six columns. This situation contributed great things 

for its current situation. 
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Besides producing print media, the agency agreed with Fana Radio Broadcasting Corporation to 

buy 30 minutes radio air time per week and launched radio news and different programs. Related 

to this, the agency was sending different news to ERTA using video cassettes. But this was not 

enough transmission in considering the city of Addis Ababa and its people interest. 

 

On August 20, 1992 E.C Addis television launched to transmit different programs and news 

production with the collaboration of the former information and culture beauro .The program 

was transmitting once in a week usually every Saturday evening from 8:00 p.m-9:30 p.m. 

Gradually the agency upgrades the time to 6:30 every day. This change comes because of the 

emphasis given from Addis Ababa City Administration .After this the agency has got its own 

television channel and has started to transmit eighteen hours programs on this year. 

 

Currently Addis Ababa Mass Media agency has a wider range geographical coverage than it had 

before. Its special edition Addis Lissan Newspaper and Addis Metropolitan magazine   

publications are distributed throughout the city. There are also two main broadcast Stations 

through which its news and programming get to the mass audience in Addis Ababa and its 

vicinities, namely EBC-2 and 96.3 FM radio. 

 

1.2.2. Programs of EBC-2 
Addis Television has estimated about three million potential viewers within 30 km radius of 

Addis Ababa and its vicinity. The channel is operated by the Addis Ababa Mass Media Agency 

which also operates FM 96.3 radio station in the capital. ETV-2 broadcasts mainly in Amharic. It 

also carries programs in Tigrinya, Somali, Afar, English, French and Arabic. 

 

As mentioned on the above ,the radio medium (FM 96.3) works for 18 hours from 12:00 early in 

the morning up to 6:00 P.M /midnight. The news paper named by Addis Lisan  is also published 

twice in a week usually on Wednesday and Saturday .It  has 3000 copies on each publication 

day. Metropolitan journal is also published quarterly with a copy of 1000 and is distributed 

throughout the city (Addis Ababa Mass Media Agency Booklet 2009). 
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Nowadays there are about 17 programs transmitted on EBC-2. These are Wetatoch, YegnaSefer, 

Yenege Firewoch, Enistua, Sai-tech, Addis Business, Akal Gudategnoch, Beteseb, Addis Engida, 

Addis Doctor, EgnawLegnaw, Sport, Hubare, Hgerigna, Yemezignagna Engida, Tibeb, and 

Medrek. Wetatoch (Youths’) program has thirty minutes coverage per week on the station.  

 

1.3. Statement of the problem 

The main objective of any media is serving its audiences in giving information, and making them 

to entertain via different programs. Unless it does all these activities to the public, it may not live 

long on the air. To assert audience satisfaction, making some kind of research is very crucial. 

This will help the media to reshape its programs and know its audiences feeling. But transmitting 

different productions without knowing audiences satisfaction will be waste of time and will not 

have any benefit for the producers as well as for the audiences. So, care should be taken on how 

to handle audience satisfaction and their preferences. In connection with this, Tseganesh 

(2009:10) says, “Providing and transmitting programs without the needs and / or preferences of 

its audience mean nothing except waste of time, energy and resources.”  

In relation to the above idea, as far as my knowledge is concerned, the concerned bodies or other 

people didn’t do any kind of research on Addis TV to know its audience satisfaction about 

youths’ program. According to the information that obtained from a producer and an editor of 

EBC-2 youths’ program audience satisfaction research has rarely been studied in terms of 

gratification their audiences, especially on youths. Due to this reason , it is usually observed that 

most people state their dissatisfaction with the channel programs and have complained on it. 

The complaints of these people have been a cause for the researcher to decide and undertake 

research on audience satisfaction with TV programs on the case of Addis Television. In relation 

to audience satisfaction , different researches also have been conducted. A study by Abel Adamu 

(2005) on audience satisfaction with Ethiopian Television Evening Amharic program was 

conducted. He has found that audiences’ level of satisfaction was very low. Most programs 

lacked credibility. But, Only Question and Answering, Sport and 50 Lemon’ programs were 

relatively the most satisfying programs. Furthermore, most audiences watch ETV either as a 

habit or due to lack of an alternative channel. Hence, looking through these results, it is possible 
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to say that ETV Amharic programs were unable to gratify their audiences by producing and 

broadcasting programs that go with the needs of their viewers. 

 

Badeso Haji Tura (2008) has also studied audience satisfaction with the case of Ethiopian 

Television Afan Oromo Section. As to the findings of his study, majority of the respondents 

appeared to have strong affinity to Afan Oromo program. They seemed to watch the programs 

with the sense of belongingness to their language as a basis of their habitual engagement. All in 

all, in relation to overall satisfaction, the outcomes of both the individual in-depth  interviews 

and focus group discussions designate that the majority of the respondents were neither in a very 

satisfied nor in a very dissatisfied positions. 

 

Tseganesh Mulugeta (2009) is also the other researcher who conducted research on audience 

satisfaction with Ethiopian Television Amharic children’s program. Her finding was that ETV 

Amharic children’s program was not in the position to gratify its viewers. The responses of the 

respondents revealed that their needs and/or preferences were not fit with the content and 

presentation of the program. Viewers didn’t achieve what they want and expect from the 

program. The outcomes of the individual in-depth and focus group interviews revealed that the 

majority of the respondents lost their interest toward the program and could not gratify their 

needs. 

 

By considering all these ideas, this study also focuses on to assess audience satisfaction 

television program with special reference to Addis television youths’ Program. This is because, 

no one has done any kind of research on it and all the previous studies were also conducted 

before years ago on the other media issues and on different media institutions.  
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1.4. Objectives of the Study  
1.4.1. General Objective  
The main aim of this study is to assess youths’ level of satisfaction with Content and presentation 

of Addis TV Youths’ program about the content and presentation of it and their preferences 
 1.4.2 Specific Objectives of the Study 

The specific objectives of the study are: 

1. To identify the extent to which Addis TV youths’ program meets the needs or preferences 

of youths. 

2. To find out how the content and presentation of Addis TV youths’ program design and 

satisfy youths or audiences. 

3. To identify factors that affect youths’ satisfaction with Addis TV youth’s program. 

1.5. Research questions 

The study aims to answer the following basic research questions: 

1. How are youths’ needs or preferences addressed on the program? 

2. How do the contents and presentations of Addis TV Youths’ program design and satisfy 

youths? 

3. What factors affect youths’ satisfaction with Addis TV youth’s program? 

1.6. Significance of the study 

The primary significance of the study rely on its contributions to the program producer and an 

editor of  EBC-2 youths’ program in particular and to the station in general on how to satisfy the 

needs and/or interests of  youths’ and how to deliver the program in a better way for them. It 

provides also information to the producer and an editor about which content areas have been 

given and have not been given attention in Addis TV youths’ program. 

Moreover, it helps them to know or find out which part of the program gratifies interests of 

youths and their level of gratification and educate or entertain them by analyzing their needs and 

interests. In addition to this, the study also will indicate them to identify factors that affect 
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audiences’ satisfaction with EBC-2 youths’ program. Beside this it could also initiate other 

researchers who want to conduct further and detailed study on this area.  

                             

1.7. Scope of the study 

In Addis Ababa there are different print and broadcast Media. But, this study is delimited only 

assessing youths’ level of satisfaction or dissatisfaction with Addis TV youths’ program. It 

doesn’t include other areas of Addis TV programs.  

1.8. Limitation of the study 

1. Some audiences from the selected four sub cities did not fill all the expected 

questionnaires properly and gave the responses on time. 

2. Some respondents were not willing to give responses for questionnaires. 

3. It was challenging to get the higher officials on time to collect the data . 

4. Sources for review of literature were not available in the library. 
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Chapter Two 
Review of Related Literature 

2.1. Nature of Television Viewers  
The word audience is used to refer groups of people who are linked by ties of more enduring 

socio-cultural significance. These audiences may be described as sub cultures, taste cultures, fan 

cultures, ethnic diasporas, indigenous or religious communities, and even domestic households 

(Karen etal, 2003). 

 

In media studies audience is mostly used as a way of talking about people, either as groups or as 

individuals .It is used to refer large groups of people, like the mass audience for television news, 

newspaper readerships the general public or even people attending a major sporting event or a 

rock concert (Ibid, 2003 :). 

 

McQuail (2005:396) also says that an audience can thus be defined in different and overlapping 

ways: by place (as in the case of local media); by people (as when a medium is characterized by 

an appeal to a certain age group, gender, political belief, or income category); by the particular 

type of medium or channel involved(technology and organization combined); by the content of 

its message (genres, subject matter, styles); by time (as when one speaks of the ‘day time’ or 

‘primetime’ audience or an audience that is fleeting and short term compared with one that 

endures) . 

 

Television viewers don’t exist in nature. This means that we cannot get them in born like 

different artists or players, but are created in the course of human interactions with each other 

.This means that they are un natural phenomenon. They are also diverse in groups. We invent to 

make our communications more enjoyable and entertaining, more powerful, fast and efficient 

with these diversified groups of people. These heterogeneous groups of TV viewers participate 

actively and interpret the programs contents based on their own experiences (Karen etal, 

2003:1).Related to this as Fiske cited on Abel says: 
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   the television audience is composed of a wide variety of groups and 

  is not a  homogeneous mass---- these groups actively read television 

 in order  to produce from it meanings that connect with their social 

                         experiences .( Fiske1987:84) 

Television viewing is monotonous or boring unless producers give great emphasis to gratify their 

viewers. Nowadays audiences like to watch variety of programs. They want to get information, 

make relax and enjoy themselves. This is because human beings needs are unlimited. Moreover, 

television has rapidly become easily getting property in most homes. Because of this reason they 

become identical in their interest and exposed to different media. This is also related to the 

theory of mass communication. In relation to this idea Kubey and his colleague say that: 

 

          Common-sense view of television as moving wallpaper and of viewers as mindless 

absorbers of images fits with a long standing trend in mass communication theory 

Whether influenced by sociological theories of ideology and hegemony or by social 

psychological theories of media effects and attitude or behavior change, many 

media researchers have regarded the audience as homogenous, vulnerable, and 

easily manipulated in the face of a powerful and all-pervasive mass media .(Kubey 

and Czikszentmihalyi, 1990) 

 

To point to viewers' work specifically it is important to identify a set of cognitive or 

interpretative processes of viewers, but is not necessarily to presume a conscious sense of effort 

or a straining after meaning. The ease with which viewers routinely make sense of television is 

evidence of the routine familiarity of these interpretative processes rather than evidence that such 

processes are unnecessary. Most important, and often surprising to viewers and researchers, is 

the fact that even the routine ease with which we generally make sense of television does not 

necessarily imply that everyone makes sense of television in the same way. Indeed, it is 

divergences in interpretation which often make apparent the operation of interpretative processes 

in the first place. And the nature of these divergences raises the question of why different people, 
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or the same people under different circumstances, make sense of television in different ways 

(Katz, 1996). 

 

People are emotionally engaged by television; they talk of television meeting personal identity 

needs such as the legitimating of their values or gaining insight into themselves; they feel 

television keeps them connected to the rest of the world through a shared imagined community, 

through knowing what is happening in other places and through having common topics to 

discuss with others in their everyday lives. They even enjoy being critical of television, working 

out the production processes behind the programs, speculating about the real lives of the actors, 

laughing at the conventions, and decoding complex advertisements designed to tease them 

(Liebes& Katz, 1995).However, motivated and selective viewers making their own decisions 

about what to view and what to think about what they see (Blumler&Katz, 1974). 

 

In fact audiences are actively engaged with mass media and have different views on television 

productions. Some of them generate a different meaning for the same program which is produced 

for all viewers. Others also have the experience of viewing media as they have links with each 

other through their interpretation. To strengthen this idea Sonia says: 

 

              there are at least three arguments for the active engagement of audiences with  

the mass media. First, audiences must interpret what they see even to construct 

the message as meaningful and orderly, however routine this interpretation may 

be. Second, audiences diverge in their interpretations, generating 

understandings from the same text. Third, the experience of viewing stands at 

the interface between the media (and their interpretations) and the rest of 

viewers' lives, with all the  concerns, experiences and knowledge which this 

involves (2000:15). 

 

Katz proposed some time ago that individuals seek information that will support their beliefs and 

practices and avoid information that challenges them' (Katz, 1968:795), thereby arguing for 

cognitive defenses against the power of the media. More positively, he suggests that viewers 

impress the media into the service of individual needs and values (Katz, 1979:75). From the 
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above ideas we can understand that how television audiences like to watch programs which 

gratify their needs and dislike which contests with them and inform to the producers how they 

should produce well organized programs. 

 

Yet insufficient research exists which effectively investigates the linked processes of exposure, 

interpretation and effects. However, we know, for example, that media effects appear to differ 

depending on viewers' judgments of the realism of a program (Dorr, 1986; Himmelweit, etal., 

1958), on the closeness or similarity of that viewed to ones' own life (Collins & Wellman, 1982; 

Ettema, etal., 1983), on the strength of one's prior assumptions regarding the subject matter of a 

program (Drabman, etal.,1981; Pingree, 1978), and on whether one has comprehended the 

relationship between motive, action and consequences in the program (Dorr, 1986). 

 

From all the above explanations we can understand that television and its viewers have great 

relationship between them. Viewers have different attitude towards TV productions. They 

usually need to focus on their interest and interpret the programs based on their gratification.  

 

2.2. Youths and Television 

Every media has great responsibility to the public. Particularly television is the predominant 

medium of mass entertainment in the twenty first century. It is a highly competitive industry 

driven by advertising sales, pursuit of higher profits and ratings. Drawing closer and maintaining 

a large audience towards television is of chief importance, especially on the youths. Previously 

different programs were broadcasted to attract the youths and as well to entertain them as the 

prime motive. Currently many programs are also produced in the same way. But how many of 

them gratify the youth’s interest, especially on EBC-2? This might be under questioning and 

needs to conduct research.  

 

Youths watch television for different reasons. They usually watch in order to attain their desired 

objectives or expectations. These are social, psychological and developmental needs. These lead 

them to select programs in order to gratify their interest. They focus on television programs 

intentionally. To strengthen this idea, Rubin says “people intentionally Participate and select 
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media or messages according to their expectations. These expectations emanate from personal 

traits, social contents, and interactions.” (1994:421).He adds that the audiences have perspicacity 

for subjective choice and interpretations whose outcomes affect their gratification (cited on Abel 

2005:16). 

 

Youths also watch TV programs usually just to get information about the world that they live in, 

to hide themselves or escape from this tighten and difficult world, to make themselves mature 

and join with the models seen on like celebrities and other participants in reality television shows 

as opinion leaders and role models (Pringle and Binet, 2005:296),and to make relationship with 

the public or families etc. who are distant from them. In relation to this Katz etal, (1973) 

identified five needs that people bring to their media consumption. These are Cognitive needs 

(acquiring information, knowledge, and understanding); Affective needs (emotional pleasurable 

or aesthetic experience);Personal integrative needs (strengthening credibility, confidence, 

stability, and status);Social integrative needs (strengthening contacts with family, friends, etc.); 

and Tension release needs (escape and diversion) (PP.166-167). 

 

For programs it is important to hold back the youths or audiences with new concepts .This is 

because, Young people today live in a world characterized by dramatic cultural, economic, social 

and educational differences; individual circumstances depend largely on where a person is born 

and raised (P.Tarjanne,2003 :31).Particularly in this complex global world cultural situation in 

which young people are struggling to find direction in their lives or simply to survive, to improve 

their living conditions, and to develop their identities (Ibid :31). 

 

In terms of audience penetration, television is the most mass of all the mass media and touches 

our lives more closely and persuasively than any other media. Television is arguably the most 

powerful medium in the world today as people tend to associate themselves to it. Particularly 

youths who usually spend their most time on different television channels exposed to such kind 

of situations.  

 

Without a doubt, television plays great role in the socialization process of today’s youth. 

According to different studies most youths are exposed to watch television long before they are 
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able to read or do other activities in their home. They usually like to be busy with different local 

and international channels. Nowadays in Ethiopia, especially in big cities like Addis Ababa 

youths have great opportunity to watch TV programs from different media channels and are 

exposed themselves for invaluable effects or results.  

 

At the beginning when Kids start to watch television at an early age, they usually begin with 

children programs – revolving around puppets, animals, story-telling, and children’s songs 

(Carlsson& Von Feilitzen, 1988). When they grow up, they discover adult programs, and 

develop a liking for them. More importantly, they prefer the more local programs often 

originating from within the society. However, when choices are available at the same time, 

youths tend to choose the type of program which they have previously found interesting, and 

thus their tastes are hardened and narrowed (Ibid). 

 

Media has great effect on youths and they are subjected for different physical and psychological 

situations. According to Roberts and his friends today’s youth are exposed to a media saturated 

environment (Roberts etal,1999:52),which has long been a concern of parents ,educators, policy 

makers, professional groups, and researchers, and there is much empirical evidence of 

meaningful effects of media exposure on youth(Anderson,2003;Singer and Singer,2001). 

 

According to different studies media have short and long term effects on youths. Especially 

television has great effect on the life of youths. The effects will lead them to act as positively or 

negatively. The result of these effects will be on their psychology (Huesmann and Taylor, 

2006:132).As Mares and Woodard (2001), said that media content can affect the behavior of 

youths. 

 

Television has also significant role in the lives of youths, in the development moral formation 

and attitudinal change in the daily lives. It is a dominant source of infotainment for youths and it 

has direct and straight relation with youth’s lives. At early stage of their life they become 

familiar to several programs of television. The early exposures of youths are mainly depending 

on television as an important media for their information and entertainment. Youths are more 

intelligent in understanding and choosing their content from television programs. 
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There is a broad consensus in the literature about the crucial role played by television in shaping 

beliefs, attitudes and values of young people. Adolescents typically turn to television for 

entertainment, but acquire a considerable amount of information from what they watch (Huston 

et al., 1997; Valken burg, 2004). In particular, it has been shown that television is an important 

source of occupational information for teenagers and has the potential to introduce them to 

careers they may not have been previously considered (Hoffner et al., 2006). 

2.3. Experiences in TV Audience Satisfaction / Dissatisfaction  

Television is a cultural storyteller for viewers. Its programming both reflects the values and 

ideals of youths as well as shapes the attitudes and beliefs of those who watch it (Clark, 1972; 

Gerbner etal, 1994). 

Related to the above idea Liebes and Katz say that television meeting personal identity needs 

such as the legitimation of viewers values or gaining insight into themselves; they feel television 

keeps them connected to the rest of the world through a shared imagined community, through 

knowing what is happening in other places and through having common topics to discuss with 

others in their everyday lives. They even enjoy being critical of television, working out the 

production processes behind the programs, speculating about the real lives of the actors, laughing 

at the conventions, and decoding complex advertisements designed to tease them (Liebes&Katz, 

1995).  

If we understand the viewing experience of audiences in this way, then the very effort after 

meaning may be seen to be pleasurable or satisfying. This is because; the usual interest of every 

viewer is getting satisfaction from TV programs. But, if we don’t recognize their know-how as 

ideas mentioned on the above, the gratification will be the reverse. In relation to this Sonia says 

that while the media transmit a blur of colors and sounds, the fact that they are seen by viewers 

not to provide a resource for the satisfaction of needs concerning identity, relationships and 

social connectedness makes clear the interpretative work which viewers must be doing(Sonia 

2000:04). 
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Audiences are active and purposive. They have their own needs and interests while watching 

television programs. They have active engagement with the mass media. Viewers usually give 

their own meanings to the programs that they see, change the direct or original meaning thought 

by the program producers having their own interpretation and produce different meaning even if 

the program or the content is similar to all audiences. This means that television viewers are not 

passive and accept every saying from the media .They usually see and give meaning to the 

program based on their perspectives. Related to this idea Fiske argues that: 

audiences are not merely passive watchers of the television screen, but rather are 

active audiences, engaging with the program in ways the producers never could 

imagine.  It is through actions, such as fan fiction, fan videos, fan communities, and 

active campaigning for change on-screen that audiences not only absorb the 

meaning of the text in question, but actively engage with it(Fiske 1987:79). 

From the above explanations we can understand that TV viewers are active and have their own 

interests to watch and interpret programs. So, how can program producers keep satisfaction of 

their viewers? As we already know that gratification comes through good media interaction with 

audiences. When viewers’ expectation fulfills, satisfaction will be asserted. But if the program 

does not meet the interest of viewers, there will be dissatisfaction on them. This is because, 

satisfaction is a mental process and all viewers do not have the same understanding and 

gratification on similar program. 

Knowing about television viewers’ satisfaction is also very important to keep the quality of our 

programs. Then how can we gratify their needs? From the beginning we should understand that 

satisfaction starts from our audiences’ mind. It is also very useful to forecast their gratification. 

As it is indicated on different literatures and defined by various researchers, media satisfaction or 

dissatisfaction is an emotional approval or disapproval of audiences through media interaction. 

We can say that Satisfaction can be attained if predicted and perceived beliefs of television 

viewers are well-matched. In connection with this, EBC-2 audiences need to watch well 

organized programs. They usually expect to watch well-structured programs from producers. 

Having these predictions in mind; viewers start to watch the channel. In addition to this, when 

they obtain their expectations or when their expectations match with their needs, they will be 

greatly satisfied with the programs. 
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2.4. Theoretical Framework  

In the examination of the impact of locally generated TV programs on Addis Ababa Mass Media 

viewers, this study utilizes The Uses and Gratification theory. The study has discussed in detail 

in the following sections.  

2.4.1. The Uses and Gratifications Theory 

Uses and gratifications theory is an approach to understand why and how people actively seek 

out specific media to satisfy specific needs. It is an audience-centered approach to understand 

mass communication. Uses and gratifications theory focuses on questions like "what do media 

do to people?", and “what do people do with media?" It assumes that audience members are not 

passive consumers of media. Rather, the audience has power over their media consumption and 

assumes an active role in interpreting and integrating media into their own lives. Unlike other 

theoretical perspectives, Uses and gratifications theory holds that audiences are responsible for 

choosing media to meet their desires and needs to achieve gratification. This theory would then 

imply that the media compete against other information sources for viewers' gratification. 

Related to the above idea Blumer and Katz say that the use and gratifications theory posits that 

people actively choose media .Audiences choose media and types of content that satisfy their 

social and psychological needs. In relation to this study, this theory best explains as to why 

people do change channels when watching television and settle on a program in a different 

television channel (Blumer and Katz Date, 1974). 

What mass communication scholars today refer to as the uses and gratifications(U&G) approach 

is generally recognized to be a sub tradition of media effects research (McQuail, 1994). Early in 

the history of communications research, an approach was developed to study the gratifications 

that attract and hold audiences to the kinds of media and the types of content that satisfy their 

social and psychological needs (Cantril, 1942). Wimmer and Dominick (1994:28) proposed that 

U&G began in the 1940s when researchers became interested in why audiences engaged in 

various forms of media behavior, such as listening to the radio or reading the newspaper. Still 

others credit the U&G perspective with immediate reward and delayed reward model of media 

gratifications (Dozier & Rice, 1984).  
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As Jay Blumler (1974) points out in his book audience gratifications can be derived from at least 

three distinct sources: media content, exposure to the media and social context that illustrate the 

situation of exposure to different media.”(Blumler 1974: 24)  It is clear that audiences spend time 

using the media in various ways.  Whether they are killing time or using it as a social tool, each 

medium is unique in its purpose. 

According to Katz and his colleagues the uses and Gratifications Approach has five basic 

assumptions. The first assumption is that “the audience is conceived as active.” This idea focuses 

around the assumption that the viewers are goal oriented and attempt to achieve their goals 

through the media source.  This directly reflects and responds to the needs of the audience 

member in obtaining the media source. Producers of the programs should identify also the needs 

of audiences. In connection with this Zillmann (cited by McQuail, 1987) states that programming 

is a broadcast strategy aimed to tap viewers and this theory helps in guiding the programming 

strategy in the sense that before a program is created; content producers should first identify the 

needs of the audience and later create a program that satisfies the need. To fully satisfy the needs 

of the viewers, the program should bear content that resonate with the needs of the audience.  

The other basic assumption is that in the mass communication process much initiative in linking 

need gratification and media choice lies with the audience member. This is encompassing the 

idea that people use media to their advantage more often than the media uses them.  The receiver 

determines what is going to be absorbed and does not allow the media to influence them 

otherwise.  The individual opinion is more powerful than what the media is portraying (Katz etal, 

1974:15-16).  

Zillmann (cited by McQuail, 1987) has shown the influence of mood on media choice: boredom 

encourages the choice of exciting content and stress encourages a choice of relaxing content. 

With regard to this study, the theory helps us to understand why the respondents prefer watching 

the local programs; this might be motivated by the need to watch their favorite local characters, 

the educational themes being conveyed in the programs or the familiarity of the content in the 

programs. 

The third basic assumption is that media compete with other sources of need satisfaction. This 

focuses on the idea that each individual has several needs.  In response to this, they have created 
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a wide range of choices that will meet these needs.  The strongest rivals to media based sources 

include face-to-face communication.  This can often help an individual cope with circumstances 

surrounding them most effectively.  Because of this, mass communication must compete strongly 

with non-media related sources and help create a need for itself as well as a proper balance 

between the two. (Ibid: 16) 

The fourth assumption says that many of the goals media use can be derived from data supplied 

by the individual audience members themselves. This idea claims that people are very aware of 

their motives and choices and are able to explain them verbally if necessary.  There have been 

several studies in all parts of the world that have sampled viewers and come to conclusions about 

the type of media used as well as the content explored.  Furthermore, it was found that audience 

members use these media forms to shape their own identities. (Ibid: 17) 

The final basic assumption is that value judgments about cultural significance of mass 

communication should be suspended while audience operations are explored on their own terms. 

The theorists believe that the audience can only determine the value of the media content.  It is 

the individual audience members who make the decision to view the media; therefore, they place 

the value on it by their individual decision to view it. . (Ibid: 17) 

From the above mentioned basic assumptions we can understand that media has to satisfy the 

needs and interests of its audiences. Nowadays people have different alternatives to use different 

channels .Like countries in Ethiopia, where multiple media channels are found at the moment, 

viewing might not be limited only on a single media channel. Therefore; Producers should give 

priority to the framework for understanding the exact correlation between media and 

viewers. Otherwise audiences reject the programs and do not show any interest on it.  

Related to the above idea Morley says that creators of media content have a preferred reading 

that they would like the audience to make out of the text. However, the audience might reject it, 

or negotiate some compromise interpretation between what they think and what the text is 

saying, or contest what the text says with some alternative interpretations. The theory also 

underlies the uses and gratification that audiences derive from the media rather than the outcome 

of the needs they seek to be gratified by the media (1992:30).  
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In addition, they have to provide distinction as how the audience is more or less active and the 

consequences of their involvement in the media as a whole. They should also work on the 

gratification of their audiences. Viewers are really very wise and pay great attention to get 

information that will help them to gratify their needs and interests. This is because; they know 

that information gives them gratification. They consider how media fulfill their need and 

satisfaction.  

2.5. Factors that affect satisfaction of youths in viewing youth’s    

program 

There are different TV Channels showing content of various genres like news, entertainment, 

infotainment, music, life style, movies, youth’s programs, religious programs, etc. available to 

viewers today. A very large number of viewers watch these TV programs to stay up to date of 

the happenings taking place in their areas, regions, states, countries or in the world over (Reena, 

2016:827). 

Like all consumers of other products, television viewers’ decision making process is influenced 

by both internal and external factors that can be measured by the viewer’s choice of channels, 

programs and level of awareness. By measuring the factors that influence viewer’s preferences, 

television stations can develop marketing strategies that are responsive to customer’s needs and 

wants thus gaining a competitive advantage. Cohen (2002) in his study established that the 

viewer's mood towards the program affects his/her attitude towards the commercials. He 

identified, happiness, presenter, timing, educational and spiritual – in order of importance as 

reason for program preferences.  

There are a number of factors that affect youths in viewing television programs. As it is cited on 

Abel (2005:26) everything that has been seen on TV will not be understood and analyzed by 

viewers. In other words, whatever an audience is enthusiastic to watch and whatever she/he 

actively involved in the activity, it doesn’t mean that she/he can comprehend all things. There are 

different factors that hinder full drawing of meanings out of a text (Downing etal, 1995).From 

these cultural, Perception, demographic, Credibility and Personality impact of TV on Youth. 
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2.5.1. Cultural Impact of TV on Youth 

Culture is defined as a way of life (Williams, 1977:35), an individual leads in society. Culture is 

essential for socialization and it is a tool for socialization. However there is no uniform definition 

of culture as it varies from individual to individual and state to state. Culture is the sum of the 

available descriptions through which societies make sense of and reflect their common 

experience (Ibid: 35) 

There are different kinds of cultures in the world. People perspectives towards media also differ 

from place to place. Indeed like any other mass media, television has cultural effects on its 

viewers. Before long years ago culture was taught by traditional institutions like family and peer 

groups, now mass media has evolved as self-christened cultural inducers with their far reach and 

popularity. Amongst the mass media, television plays great role in bringing about socio-cultural 

change. Many studies conducted in behavioral sciences scientifically proved that television has 

an impact on its viewers especially on young adults. If the advancement in telecommunication 

technology paved way for television boom, globalization absolutely has redefined the parameters 

of culture across the globe (Ibid: 35) 

The international working group on training personnel engaged in the production and 

dissemination of cultural goods and services, co-sponsored by UNESCO (1986) states that 

culture is not to be interpreted in the restricted sense of art alone. It encompasses the whole 

gamut of phenomena ranging from sports to educational programs, from the motivation of 

creative artists to the habituation of the audiences, from the consumption of cultural products to 

self-generated cultural activities (Vijayalakshmi, 2005). The weak regulation and state control 

over the electronic media in India opened up uncontrolled flow of cultural programs this in turn 

created new cultural identity among the youth (Ibid, 2005).  Therefore, Addis Ababa is the city 

of different nations and nationalities. This is because different people come to the city from 

different regions. They may have various interests towards viewing TV programs. So how can 

Addis TV make attractive its youth’s program to gratify its viewers?  

 



22 
 

 

2.5.2. Perception Impact of TV on Youth 

Perception refers to the way we try to understand about the world in observing, watching, or 

getting different information from different sources. We gather information through our five 

sense organs, but perception adds meaning to these sensory inputs. The process of perception is 

essentially subjective in nature, as it is never an exact recording of the event or the situation. In 

relation to this Godwin says, “Perception is the process whereby people select, organize, and 

interpret sensory stimulations into meaningful information about their work environment” 

(Godwin2009:19). 

As it is pointed out on the above, a situation may be the same, but the interpretation of that 

situation by two individuals immensely different.TV viewers have this kind of insight on 

watching television programs. 

There are different factors that affect television viewers’ perception. These are Internal and 

external factors. Psychological factor is one of them. Someone’s personality, past experiences 

and learning and motives affect an individual’s perceptual process to considerable extent. The 

internal set or the inclination to perceive certain stimuli in a particular way also influences one’s 

perception on media. These largely determine why people select and attend to a particular 

stimulus or situation over other. Things compatible to one’s learning, interest, attitude and 

personality are likely to get more attention than others (Ibid: 19).The characteristics of the target 

that is being observed can affect also perception. There is a tendency to give more attention to 

stimuli television viewers which are large in size, moving, intense, loud, bright, contrasted, 

novel, and repeated and stand out from the background. 

On the other hand, characteristics of the target and situation are grouped in the external factors. 

The situation or the context in which we see objects or events is important to shape our 

perception. The presence of a policeman near the police station hardly draws any attention, but if 

one is found in your classroom will certainly be the topic of the day. Over the past several 

decades television has become a large influence on people’s attitudes and behaviors. “Television 
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has been found to reflect and possibly shape the attitudes, values, and behaviors of young 

people.” (Greeson, 1991:08) 

Television has become so influential that it serves as a teacher, often providing a common source 

of information for young adults (Chapin, 2000).Nowadays; young people are especially skilled in 

simultaneously using different screens. They seem to be continuously connected to networks and 

have many possibilities to select content, which allows them to develop a more autonomous and 

personalized perception style. However, the saturation of information may prevent young people 

from understanding the messages. For this reason, media literacy in young people is very 

important. By media literacy we refer to the development of skills not only to use the different 

media, but also to interpret, evaluate and critically reflect about the information presented by the 

media, and to create audiovisual messages (Pérez etal, 2012). 

We are living in environments of multimedia convergence and, thus, we must take into account 

the influence of the audiovisual media in the ways young people perceive reality and how they 

see themselves reflected in the media because it contributes to the configuration of their identity 

(Aierbe etal,2011). With regards to the values offered to teens by television, today the values 

offered by this medium tend to be less pro-social and more materialistic (Dates etal, 2008), 

although other studies have emphasized that television also transmits humane behaviors (Smith, 

etal 2006).Teens from different cultures perceive in their favorite television characters both 

individualist values (Medrano etal,2011). 

2.5.3. Demographic Impact of TV on Youth 

Demography is “the study of the size, territorial distribution, and composition of population, 

changes therein, and the components of such changes”( Hauser and Duncan ,1959:2).Age and 

gender are the two principal demographic characteristics that TV audience research uses. They 

are the easiest demographics to obtain. Public TV programmers usually worry about their 

viewers, because demographic can affect public TV in several important ways. Demographics 

help to determine the size of a TV station's audience. 
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2.5.4. Credibility Impact of TV on Youth 

In ordinary, everyday English, the word ‘credible’ has a number of related meanings. The New 

Oxford Dictionary for example gives as definitions both “the quality of being convincing or 

believable” and “the quality of being trusted and believed in.” The quality of being believed in 

suggests clearly capability, good judgment, and related characteristics (James, 2004:415) .As it is 

cited on Davood and his colleagues (2009:137)credibility is also defined as “judgments made by 

a perceiver. 

 

Self (1996) also stated that this concept remembered Aristotle’s argument that persuasion was 

based upon fitting the message to audience need in the linear model of speaker-message-

audience. In sum, different researchers, in fact, employed different definitions of credibility. This 

definition helps to demonstrate that credibility is a complex, interdependent, and 

multidimensional concept (Burgoon etal, 1981). 

 

From the above definitions we can understand that credibility is  the believability of a source, 

and it rests largely on perceptions of the trustworthiness and expertise of the information source 

as interpreted by the information receiver (M.J 2013:211). 

 

Mass media serves as an important forum in which journalists, public relations professionals, 

advertising practitioners, politicians, and issue advocates (as well as many others) try to educate, 

inform, pursue, and influence media audiences. The success or failure of such efforts can often 

depend on audiences’ overall perceptions of media credibility (Wanta & Hu, 1994). Scholarship 

has identified the concept of media credibility as a complex and multidimensional construct 

(Berlo, etal.1970).  

 

Research has typically focused on two main dimensions of media credibility: source credibility 

(Hovland etal, 1953; Sundar, 1998; Greer, 2003) and medium credibility (Gaziano, 1987; 

Kiousis, 2001; Newhagen & Nass, 1989). Source credibility research typically focuses on the 

characteristics of the message source (such as the speaker, the organization, or the news 

organization), whereas research on medium credibility focuses on the medium through which the 
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message is delivered (for example, newspaper compared to television). Scholars of media 

credibility have pointed to the important influence of audience based variables in their 

assessments of both source and medium credibility. Therefore; on EBC-2 youths’ program 

producers should work greatly on keeping the credibility of the source as well as the medium. 

 

2.5.5. Personality Impact of TV on Youth 

Different scholars give various definitions for the term personality. For instance Funder says that 

Personality refers to an individual’s characteristic patterns of thought, emotion, and behavior, 

together with the psychological mechanisms – hidden or not – behind those patterns (Funder, 

2004: 5).Larsen and his colleagues also defines it as  the set of psychological traits and 

mechanisms within the individual that are organized and relatively enduring and that influence 

his or her interactions with, and adaptations to, the intrapsychic, physical, and social 

environments (Larsen & Buss, 2005: 4). McAdams on the other hand also says Personality 

psychology is the scientific study of the whole person…psychology is about many things: 

perception and attention, cognition and memory, neurons and brain circuitry…We try to 

understand the individual human being as a complex whole…and to construct a scientifically 

credible account of human individuality (McAdams, 2006:2).From these definitions as Mayer 

said we can understand that Personality is the organized, developing system within the individual 

that represents the collective action of that individual’s major psychological subsystems  or it 

refers (Mayer, 2007:14).  

Regarding media consumption, a focus on personality characteristics can easily be combined 

with the ‘‘uses-and-gratifications’’ paradigm commonly applied in mass communication 

research (Blumler & Katz, 1974).Media and its followers personality are interdependent. We 

cannot separate one from the other. This means that personality has great effect on people 

preference and use of media. In relation to this scholars say that Personality is likely to affect the 

selection and use of media (Rosengren, 1974), and the motives underlying media preferences 

(Weaver, 2003). Although mass communication theorists have focused considerable conceptual 

attention on the potential mediating role of personality, some contemporary research has to be 

done on Addis TV youths’ program .This is because, personality characteristics are the nexus of 
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attitudes, beliefs, and values guiding our cognitive and affective interactions with the social 

environment (Weaver,etal. 1993). 

To sum up in relation to the above explained ideas Addis television is expected to get in to 

consideration its audiences media culture or their tradition towards on its program, the way how 

they perceive and interpret the same programs in different ways, audiences’ demographic 

characteristics, the credibility of news and other programs and individuals personality. If the 

program does not consider all these things, there will be mismatch between audiences, content 

and its programs and the result will be creating dissatisfaction on viewers. 
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Chapter Three 

Research Methodology  

This chapter consists of the approach of research design, data sources, sampling technique, 

sample size and procedures, and instruments for data collection. 

 

3.1 Research Design 
This study employed both quantitative and qualitative methods as the method is vital to study the 

reason why television viewers like to use a particular media or not.  

 

Different researchers and educators give different definitions to quantitative research methods.  

According to Cohen (1980), quantitative research is defined as social research that employs 

empirical methods and empirical statements. He states that an empirical statement is defined as a 

descriptive statement about what “is” the case in the “real world” rather than what “ought” to be 

the case. Typically, empirical statements are expressed in numerical terms. 

 

Moreover, Creswell (1994) has given a very concise definition of quantitative research as a type 

of research that is explaining phenomena by collecting numerical data that are analyzed using 

mathematically based methods. 

 

From the above definitions we can understand that Quantitative research methods are 

characterized by the collection of information that can be analyzed numerically and the results of 

which are typically presented using statistics, tables and graphs. 

 

Quantitative analysis involves data ranging from simple counts such as frequency of occurrences 

to more complex data (Saunders etal, 1997:287).Thus, according to these authors, whenever 

quantitative method is applied, analysis and interpretation makes use of the data. To this end, the 

data collected will be coded in to SPSS software and the frequency percentage of the data also 

will be generated for analysis and interpretation. 
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Coding is an interpretive technique that both organizes the data and provides a means to 

introduce the interpretations of it into certain quantitative methods. Most coding requires the 

analyst to read the data and demarcate segments within it, which may be done at different times 

throughout the process. Each segment is labeled with a "code" – usually a word or short phrase 

that suggests how the associated data segments inform the research objectives. When coding is 

complete, the analyst prepares reports via a mix of: summarizing the prevalence of codes, 

discussing similarities and differences in related codes across distinct original sources/contexts, 

or comparing the relationship between one or more codes. 

On the other hand, according to Dornyei,(2007: 132) and (Kvale, 1996; 2003), qualitative data 

are most often collected by researchers through interviews and questionnaires and are more 

powerful in eliciting narrative data that allows researchers to investigate people's views in greater 

depth. In a similar vein, Cohen et al (2007: 29) added that interviewing is “a valuable method for 

exploring the construction and negotiation of meanings in a natural setting”. That is, the value of 

interviewing is not only because it builds a holistic snapshot, analyses words, reports detailed 

views of informants; but also because it enables interviewees to “speak in their own voice and 

express their own thoughts and feelings” (Berg, 2007: 96).  

 

Using quantitative and qualitative methods in an integrated way to make research is said to be a 

mixed method. Scholars define mixed methods research in various ways. According to Johnson 

and Onwuegbuzie (2004), mixed methods research is formally defined as the class of research 

where the researcher mixes or combines quantitative and qualitative research techniques, 

methods, approaches, concepts or language into a single study. Mixed methods research also is 

an attempt to legitimate the use of multiple approaches in answering research questions, rather 

than restricting or constraining researchers’ choices (i.e., it rejects dogmatism). It is an expansive 

and creative form of research, not a limiting form of research. It is inclusive, pluralistic, and 

complementary, and it suggests that researchers take an eclectic approach to method selection 

and the thinking about and conduct of research (pp.17–18).This definition highlights the 

potential value of mixing multiple elements of qualitative and quantitative methods, as well as 

the potential complexity of doing so. 
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A mixed method in making research has different purposes and benefits. Greene etal,(1989), 

highlighted five major purposes of (or justifications for) a mixed methods evaluation. According 

to them triangulation is the one which examines the consistency of findings, such as those 

obtained through different instruments, and which might include interviews and surveys. They 

said that triangulation improves the chances that threats to inferences will be controlled. 

Complementarity is also the other mixed method purpose. It uses qualitative and quantitative 

data results to assess overlapping but distinct facets of the phenomenon under study. The third 

one is development, in which results from one method influence subsequent methods or steps in 

the research. A fourth purpose of a mixed methods evaluation is initiation, in which results from 

one method challenge other results or stimulate new directions for the research. The fifth and last 

purpose is expansion, which may clarify results or add richness to the findings (Michael R.: 152). 

Employing the mixed method approach more specifically helps researchers to be more objective, 

administer the gap or challenge that will be created during data collection and understands the 

research problem very well. Therefore, the researcher of this thesis tried to combine and use the 

two data collection methods to bring the discrete results together during the interpretations and 

analysis of the data. 

 

3.2 Data Sources 
The subjects of the research were residents in Addis Ababa city who had television sets and 

follow EBC-2 youths’ program. According to the information from Ethiopian Statistics Agency 

the current population size of Addis Ababa is 3,384,569.Among these 1,000,000 people have the 

opportunity to use television in their home. From these people 400,000 from four sub cities i.e. 

Addis ketema,Kirkos,Nifas Silk and Akaki were taken as subjects of the current study. To do this 

purposive sampling technique and preliminary study with leaders of the selected sub cities 

youths’ associations’ were employed. Moreover, the researcher also knows that some of the 

study areas very well as most of them use EBC-2 programs and have similar social experiences. 

Therefore, the researcher believed that knowing people from the far distant and having similar 

Social experiences enable the research work to be more goals oriented and successful. Thus, the 

researcher purposely selected the study area and population. 
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3.3. Sampling Technique, Sample size and procedures 
From 400,000 television viewers or the selected four sub cities population size people 300 

youths were taken as samples. It is believed that as scholars on the research area explain the 

larger the sample size will have the greater representative samples. Therefore, in considering the 

size of Addis television youths’ program viewers a three hundred sample size was manageable. 

Purposive or judgment sampling technique was used to select the participants for questionnaires 

and individual semi-structured interview. This was because the researcher believed that getting 

the actual television viewers is crucial to conduct quality research. The reason was in some part 

of Addis Ababa sub cities many people did not have the experience to watch EBC-2 programs 

due to different reasons. The researcher hoped that this deliberate selection of participants helped 

to get the right viewers of the program as the preliminary study indicated and brought the 

expected result on the study.  

 

A random sampling technique was used to select samples from subjects to be respondents after 

selecting the total population using purposive sampling. This activity was done in collaboration 

with the youths’ sub city associations’ leaders. 

 

The researcher used Snowball sampling that uses a small pool of initial informants to nominate, 

through their social networks, other participants who meet the eligibility criteria and could 

potentially contribute to a specific study. This means that Snowball sampling uses 

recommendations to find people with the specific range of skills that has been determined as 

being useful. Kath Browne (1961:19) says that snowball sampling is often used because the 

population under investigation is hard to approachable either due to low numbers of potential 

participants or the sensitivity of the topic. 

 

After questionnaires were distributed, interview was conducted to the youths’ program viewers. 

When the researcher had collected the data, he tried to collect the questionnaires from the 

selected samples in person and asked them respectfully to give back the questionnaires on the 

next day. Before administration of the questionnaire the researcher has employed 

psychometrically method  to get the questionnaire ready for the pilot study. And then pilot 

survey was made on the four selected sub cities using 30 randomly selected audiences. Based on 
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the results of pilot study, amendments were made on the questionnaire and distributed to the 

actual respondents. At the end, the quantitative responses put into percentage, interpreted, and 

analyzed.  

 

Individual semi-structured interviews were made with twenty participants using stratified and 

systematic random sampling technique purposely and with a producer and an editor. After that 

the researcher had conducted the semi- structured interviews with the selected samples. At last, 

the researcher transcribed the recorded data, classified the qualitative data based on the research 

questions and analyzed them thematically. 

 

3.4. Instruments for Data Collection 

The researcher used questionnaire and semi-structured interview to collect data from respondents 

living in Addis Ababa on four sub cities watching EBC-2 Youths’ program. 

 

3.4.1. Questionnaire 

A structure questionnaire was considered as a major data collection tool. It was administered to 

the sample subjects. In order to make a better and relevant data the questionnaires were mainly 

concerned on the current EBC-2 youths ‘program practice and effectiveness. 

 

Close ended questions were quicker to complete and easier to code. Responses presented in the 

form of simple choices, multiple tick boxes or alternatively subjects were invited to rank choices 

by order of preference or to complete a Likert Scale. In Likert Scale the subjects were asked the 

extent to which they agree or disagree about an issue. The responses were given in the form of a 

usually five points scale. 

 

Open ended questions are those that will solicit additional information from the inquirer, and 

provide the respondents a freedom to express his /her feeling about the research problems. This 

tool is assumed to be important since the target population is relatively large and diversify in 

their views and addresses. In this regard questionnaire is believed to be advantageous that it is 

possible to access a relatively large sample widely spread geographically; it gives freedom for 
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the respondents in filling it and avoids bias of the interviewer; and it is less costly (Kothari, 

2004:101). 

 

The questionnaire consisted of four parts: items on background information of respondents were 

designed on the first part. This was really very important just to know who the respondents were. 

The second part was all about Addis television youths’ program viewing habit of the audiences. 

Part Three and four were also about the program section/components and audiences reason for 

watching the youths’ Program .These parts showed their level of satisfaction or dissatisfaction 

and related with review of related literature (in chapter two) and the basic research questions 

designed at the beginning (in chapter one).The questionnaire translated in to Amharic language 

to avoid inconveniences due to language barrier. The responses were encoded using SPSS 

software. The frequency and percentage data were also generated and used for analysis and 

interpretation. 

 

3.4.2. Interview 

A semi-structured type predetermine questions were prepared and were conducted with 

interviewees who had experience on viewing Addis television youths’ program. Thus, twenty 

participants who had good experience in viewing Addis television youths’ program were 

participated in the interview. This tool was prepared that it had relatively better advantage than 

other tools. According to Kothari (2004:98-99), some of the benefits of interview are: 

 It allows getting more information and in greater depth can be obtained. 

 Since it is conducted in face to face ,it has greater flexibility that gives opportunity to 

avoid misinterpretation and additional information can be obtained; and, thus, 

 Suitable to a small group of respondents. 

 

With this respect to interview tool, semi-structured interview guide questions (Appendix-2) were 

prepared for twenty Addis television youths’ program audiences. The respondents were selected 

systematically by choosing every 15th person who filled the quantitative questionnaires till the 

required number was obtained. Once the required respondents were selected applying the above 

reason, the researcher then contacted and interviewed the chosen persons for the semi structured 

interviews. The discussion took around 15 to 20 minutes. 
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In addition to these, the producer and an editor of EBC-2 youths’ program were interviewed to 

get information how they produced the program and their audiences were satisfied with it.  

The data that was collected from these key respondents through interview was described 

qualitatively and the descriptions of the responses also were incorporated in to questionnaire 

analysis.  

 

As the program followers were Amharic speakers, Amharic versions of the interview questions 

were used when collecting data. During the interview, a tape recorder was employed based on 

the interviewee permission to minimize inconvenience and to avoid missing points and distortion 

of ideas. 

 

3.5. Pilot Study  
For this research the pilot study took a sample of 30 viewers of Addis television youths’ 

program. The questionnaire contains both closed and open ended questions which was organized 

in the form of Likert- scale and distributed for the participants. The pilot study administered for 

this research was conducted among 30 real viewers of the program who live in Addis Ketema, 

Kirkos, Nefas Silk and Akaki sub cities. Before the designed questionnaires were distributed to 

them the researcher has used an effective questionnaire way of psychometrically validated. This 

means that the researcher has employed four steps to get the questionnaire ready for a different 

language (the participants’ local language, Amharic) than distributed it using English language. 

This helped the researcher to know whether the designed items are reliable (consistent) and valid 

(measuring what he intended to measure). 

First, to translate the questionnaire into the target language, the researcher has given the original 

questionnaire which is written  in English to someone translate it in to Amharic. And then to get 

a sense of how effective the translation was, he had given it to another independent person to 

translate it back into the original language (English).This is done deliberately in order to make 

cross check and it is called back translation. On the third step he administered the newly 

translated and refined items to a small sample set of 30 participants. Unlike a typical 

administration, however, he asked the participants of this study to comment on the items which 

did not quite translate well, or were having ambiguous words or phrases .Finally, he adjusted the 

https://www.measuringu.com/blog/standardized-usability.php�
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items again and administered  the newly  questionnaire to distribute for  the actual 30 

respondents.  

A total of 30 questionnaires were collected out of 30 respondents that were distributed to test the 

overall readability and reliability of the instrument. The other 2 were completed by the program 

producer and an editor .This was done in order to check the applicability of the questions which 

were designed for 300 participants.              

A Cronbach’s alpha coefficient was used to determine the reliability of the reasons that viewers 

watch Addis television youths’ program. In this case the reliability coefficient is 0.8 and it shows 

how the reliability of the instrument is valid to collect the main data. Therefore, we can say that 

the value is good. According to George and Mallery (2005) cited in Amanuel (2013:171) 

Cronbach’s alpha closer to 1 reflects high internal consistency.  

 

3.6. Data Organization and Analysis Technique  
After the researcher collected all the data using the designed questionnaires and semi-structured 

interview from the selected samples, he brought them together and placed the responses into 

percentage. Moreover, the results of the study were examined in contrast to the objectives of the 

research.  

 

The researcher used the semi-structured interview data, analyzed them using percentage, and 

interpreted the representative samples words in the interviews based on the narrative text of 

qualitative research approach.  

 

The questionnaire and semi-structured interview to collect data from respondents living in Addis 

Ababa on four sub cities watching EBC-2 Youths’ program were slightly adapted from Abel 

Adamu and Jiregna Fayera’s studies. 
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                                                         Chapter Four 
Data Presentation, Analysis and Discussion of Findings 

4.1. Quantitative Findings  
On this chapter we look at specifically the presentation, analysis and discussion of results. As I 

have already stated before, the study deals with satisfaction of audiences on EBC-2 youths’ 

program. The main aim of this study is also to assess youths’ level of satisfaction with Addis 

television youths’ program about the content and presentation of it and their preferences. 

Therefore, I have designed questionnaires to know about the demographic information and the 

degree of satisfaction of Addis television youths’ program viewers and the program content and 

its presentation. Tables are used to present the data. 
 

 4.1.1. Demographic distribution of respondents 
Questions concerning demographic information were designed on the first part of the 

questionnaire in order to know about the composition of viewers. Verifying the demographic 

aspect of the respondents could make the research more understandable and comprehensive. The 

participants’ demographic distribution in terms of their age, gender, occupation, educational 

background and marital status are presented in the table below  

 

 Table1. Demographic distribution of respondents 

  

     Sex   Number of respondents   % 

Male  120 40 

Female 180 60 

AGE   

14-24 205 68.33 

25-34   95  31.66 

Marital status   

Married 75 25 

Single 210 70 

Divorced 15 5 
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Occupation    

Student 145 48.33 

Employed 35 11.66 

unemployed 90 30 

Private business 30 10 

Level of education  - 

Illiterate - - 

Read and write - - 

10th 38  grade complete 12.66 

12th 78  grade complete 26 

Diploma  119 39.66 

First degree and above 65 21.66 

 

From the above table, we can see that most of the responds are females. They are about 60% of 

the total sample. The remaining 40% of the total sample are males. There is a significant 

difference between males and females and this shows how men are not usually allowed to sit for 

long time and watch television programs like females. It informs that there are clear differences 

between them in taking more time for watching television programs. 

 When we see the age distribution of respondents, majority of the audiences are between on the 

age of 14-24.This is 68.3% of the total population. This might be due to having excess time or 

vulnerability towards the technology. The rest viewers are on the age of 25-34. 

When we look at the marital distribution of the respondents, many of the respondents (about 70 

%) are single; whereas 25% reported that they are married. The remaining 5% of the respondents 

are divorced.  

 
In relation to occupation of respondents the table shows us 48.3% of the respondents were 

students, whereas employed and private workers accounted for about 11.6 % and 10% 

respectively. The rest 30 % of the respondents are unemployed. As regards level of education, 

39.6 % respondents are diploma holders and 21.6% have first degree and above .Subjects who 
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responded that they are 10th and 12th

 

 grade were 12.6% and 26 Those who could read and write 

were 0%. No one also responded as an illiterate viewer.  

4.1.2. The Respondents watching habit of Addis Television youths’ program  
 Table-2. Frequency of watching youths’ Programs on EBC-2  

 

Number  of respondents on frequency of watching  

 

Always Rarely sometimes Often  Never 

No % No % No % No % No % 

80 26.66 40 13.33 60 20 120 40 - - 

 

According to the above table EBC-2 youths’ program has high audiences’ frequency. About 

40 % of its viewers are grouped in this category and they often watch the program. Moreover, 

26.6 % of viewers also watch the program always and 20 % watch sometimes. On the other 

hand 13.3% of viewers watch the program infrequently. 

 

Table- 3 The respondents length of time that they spent watching Addis Television 

youths’ program 

 

Number of minutes Respondents Spend Watching Addis Television youths’ program 

every week 

Time interval           Number of respondents % 

For 10 minutes 34 11.33 

For 15 minutes 47 15.66 

For 20 minutes 89 29.66 

For 25 minutes 73 24.33 

For 30 minutes 57 19 
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In relation to the amount of time spent on watching EBC-2 youths’ program 29.6% and 24.3 % 

of the respondents said that they sit for a maximum of 20 and 25 minutes to watch the program 

every week. These are the highest minutes of all. In addition to this, 19% of EBC-2 youths’ 

program viewers said that they sit for 30 minutes to watch the programs. About 15.6% of the 

respondents spent watching the program for 15 minutes and only 11.3 % of viewers follow the 

program for 10 minutes. This indicates that most of EBC-2 youths’ program viewers are paying 

attention in spending more time watching the programs.  

 

Related to question number 3 and 4, 189 (63%) of respondents have said that the produced 

programs couldn’t give them any satisfaction. Whereas only 39(13%) of viewers satisfied by it. 

On the other hand 72 (24 %) of respondents were neutral to give the response. So from this data 

one can say that Addis television youths’ program doesn’t work on the interest of youths and 

gratify their needs. 

 

In connection with giving reasons about the programs respondents have generally said that many 

of the programs have problems in giving valuable information and make them to be conscious 

about the current situation of the world. In addition to this they said that it lacks having 

entertainment programs. In this case we can conclude that EBC-2 youths’ program doesn’t work 

on keeping the interest of its audiences and making them to be informative.  

 

4.1.3. Ranking sections /components of Addis Television youths’ program   Audiences Level 

of Satisfaction  

As we already know that there are diverse media audiences. When we produce programs, we 

may satisfy or dissatisfy them. Their difference may come from due to heterogeneous types of 

cultural, political, ideological, social, psychological, educational, and the like nature of this 

global world. This diversification will also have great impact on television audiences’ 

gratification. The researcher of this thesis has also prepared research questions to identify 

viewers of Addis television youths’ program satisfaction level on the sections or components of 

it. Therefore, based on the given questionnaire viewers have ranked and rated each program 

using five points of Likert’s scale.  
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Table 4 Satisfaction level of audiences on sections and components of the program 

 

EBC-2  youths’ 

program 

Sections 

Highly 

dissatisfied 

Dissatisfied 

 

Neutral   Highly 

Satisfied 

Less 

satisfied 

Rank of 

satisfaction 

No % No % No % No % No %  

Music show 135 45 95 31.6 - - 20 6.66 50 16.6 4 

News 123 41 66 22 11 3.66 60 20 40 13.3 3 

Sport profile 12 4 67 22.3 84 28 112 37.3 25 8.33 2 

Guest 37 12.3 23 7.66 - - 168 56 72 24 1 

 

From the above data we can see that guest 56 % has the highest satisfaction to audiences, 

followed by sport profile 37.3 % of the program. On the other hand music 45% and news 41 % 

are highly dissatisfied. This means that audiences usually follow guest program and get great 

satisfaction from it than the other programs. According to scholars dissatisfaction of the program 

may come from when television programs are incapable to meet the gratification of their 

viewers. 

 

On the other hand one third of the total population of respondents was neutral on sport profile 

and news programs.   

 

Table-5.Comparative analysis of Addis television youths’ program sections based on 

audience satisfaction and dissatisfaction level   

 

Program 

sections 

Respondents number and percentage on 

Satisfaction dissatisfaction 

No  % No % 

Music show 72 24 228 76 
News 117 39 183 61 
Sport profile 160 53.33 140 46.66 
Guest 217      72.33    83    27.66   
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From the above table we can see that the degree of satisfaction on guest 72.3 % and sport profile 

53.3 % are respectively very high. This happened by the diverse nature of audiences. Related to 

this as it is cited on Abel (2005:45) McQuail (1997) argues that all audiences do not have and 

will never have similar meaning and taste of one program. Satisfaction level of audiences varies 

according to experience, gender and educational levels. 

 

According to respondents the most dissatisfied program is Music. About  76 % of the subjects 

replied that they are dissatisfied with music program .On the other hand viewers expressed their 

ideas  in saying  61% as they  do not satisfy with the news program. Viewers put this program as 

the second highest dissatisfied program. These audiences’ data also have been seen on question 1 

and 2 on section three. This indicates us how the news program on EBC-2 youths’ program is not 

produced well and do not attract its audiences and gratify their needs. This means that it has 

content and presentation problem. 

 

4.1.4. Viewers’ reasons for watching and their satisfaction or dissatisfaction  
This part has 20 basic questions.  It is believed that unless the questionnaires are concise, viewers 

may be fed up to give answers to a long list of questions. So questionnaires are reduced in to 20 

and repetitions of items are avoided .But, attempts were made in keeping the consistency of the 

data that shows the satisfaction and dissatisfaction of viewers and repeat some of the items which 

can have different meanings in some situations. All items are scored on a five-point scale ranging 

from “strongly agree” (5 points) to “strongly disagree” (1 point). The average satisfaction level 

of respondents to each item was gained by summing the record of responses of viewers and 

multiplying them by 5,4,3,2 or 1 according to the ratings.   

 

The table below illustrates the overall results of the percentage of respondents who responded 

either agree, disagree or neutral. The combined percentages of audiences are also shown on the 

last two columns of the table that reflects strongly agree and agree and disagree and strongly 

disagree.  
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Table -6 Respondents percentage response based on the program (question part four of       

sub item one)  

 

Item Agree    Strongly      

agree 

 

 

Disagree  Strongly 

disagree 

 

 

Neutral 

 

Both SA 

and A 

Both DA 

and SDA 

 

 No % No % No % No % No % No % No % 

1 50 16.6 82 27.3 40 13.3 93 31 35 11.6 132 44 133 44.3 

2 38 12.6 28 9.33 50 16.6 60 20 124 41.3 66 22 110 36.6 

3 134 44.6 23 7.6 44 14.6 43 14.3 56  18.6 157 52.3 87 29 

4 50 16.6 49 16.3 115 38.3 65 21.6 21 7 99 33 180 60 

5 27 9 80 26.6 78 26 107 35.6 8 2.6 107 35.66 185 61.66 

6 38 12.6 28 9.33 149 49.6 57 19 28 9.33 66 22 206 68.6 

7 34 11.3 45 15 107 35.6 98 32.6 16 5.3 79 26.33 205 69.33 

8 18 6 38 12.6 92 30.6 68 22.6 94 31.3 56 18.66 160 53.33 

9 36 12 54 18 38 12.6 110 36.6 62 20.6 90 30 148 49.33 

10 17 5.66 43 14.3 52 17.3 160 53.33 28 9.3 60 20 212 70.66 

11 65 21.6 33 11 34 11.3 53 17.6 115 38.3 98 32.6 87 29 

12 40 13.3 58 19.3 105 35 67 22.3 30 10 98 32.6 172 57.3 

13 87 29 45 15 123 41 18 6 27 9 132 44 141 47 

14 56 18.6 32 10.6 10 31.3 40 13.3 64 21.3 88 29.3 50 16.66 

15 46 15.3 57 19 115 38.3 27 9 50 16.6 103 34.3 142 47.3 

16 132 44 84 28 29 9.6 37 12.3 18 6 216 72 66 22 

17 51 17 20 6.6 110 36.6 94 31.3 25 8.3 71 23.6 204 68 

18 92 30.6 78 26 63 21 29 9.6 38 12.6 170 56.66 92 30.6 

19 50 16.6 94 31.3 24 8 90 30 42 14 144 48 114 38 

20 62 20.6 23 7.6 139 46.3 64 21.3 12 4 85 28.3 203 67.6 

Note: SA=Strongly Agree, A= Agree, SDA= strongly Disagree, and DA= Disagree 
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Audiences watch television programs in different reasons. The reasons may vary from individual 

to individual. Thus, the researcher of this thesis has grouped the above table or the entire item 

listed under part four of the questionnaire in to ten categories. Therefore, question number 8, 10 

and 15 are all about relaxation and question number 5 also focuses on learning things in the 

world. In addition to this, question number 11 and 18 deal with companion ship. Question 3 and 

12 are concerning with habit. Question number 1, 9, and 13 are related with passing time. Beside 

this, question number 7, 16 and 17 are also categorized in learning about oneself. Question 

number 14 and 6 are also about arousal. Question 2 and 19 reveal that points about forget or 

escape. Question number 4 is mainly designed to assess credibility of the program. At the end 

question number 20 is designed to know about the general idea of satisfaction of EBC-2 youths’ 

program audiences.   

 

Four open ended questions were designed to know about the overall idea of the respondents. The 

first question is intended to cross check about question number 4 and 7.The other two are 

concerning with strength and weaknesses of Addis television youths’ programs. The last 

question is all about recommendations of respondents for the program.  

 

Table-7Average score and Percentages of Responses and Respondents  

 

Reason For 

Watching 

Mean 

Score 

Viewers response in percent Both SA + A   

and DA+SDA 

Strongly 

Agree 

Agree 

 

Neutral Disagree Strongly 

disagree 

SA+ 

A 

DA+SD

A 

% % % % % % % 

Relaxation  15.3 8.98 19.06 28.73 28.3 24.28 57.03 

Companionship  16.15 13.6 25.45 18.5 26.1 29.75 44.6 

Habit  13.45 28.95 14.3 24.8 18.3 42.4 43.1 

Pass time  20.1 19.2 15 22.3 24.53 39.3 46.56 

Learning about 

things  

 26.6 9 2.6 26 35.6 35.6 51.6 

Learning about  16.53 24.1 6.5 27.26 25.48 40.63 52.74 
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oneself 

Arousal  9.96 15.6 15.31 40.95 16.15 25.56 57.1 

Forget/Escape  20.31 14.6 25 12.3 25 34.91 37.3 

Credibility  16.3 16.6 7 38.3 21.6 32.9 59.9 

Overall 

satisfaction 

 7.6 20.6 4 46.3 21.3 28.2 67.6 

 

Note: SA=Strongly Agree, A= Agree, N+=Neutral, D= Disagree, and SDA= Strongly Disagree  
 

 4.1.4.1. Relaxation  

The aim of distributing question number 8, 10 and 15 were to know about viewers of Addis 

television whether they get relaxed or not. Based on the given questionnaire respondents have 

given their responses as they were dissatisfied 28.7 and highly dissatisfied 28.3 %.As it is 

already mentioned on the literature, television viewers usually watch television programs for 

different reasons. From these getting  relax  is one of them. Related to this idea viewers of Addis 

television youths’ program were expecting to get the program make them to entertain. But as we 

have already seen on table 6 the reverse happened. Only 8.98% of respondents were satisfied 

with the program. But, only 19.6% of audiences were neutral. The implication of this might be 

one fourth of the program viewers had a doubt on the quality of program.  

 

4.1.4.2. Companionship   

As can be seen on table 7, 26.1% of viewers confirmed that the program did not satisfy their 

need highly related to companionship. In addition to this, 18.5 % of respondents also expressed 

their dissatisfaction. It is the fact that, as it is already stated on Fiske 1990, viewers have different 

reasons to watch television programs. Many audiences watch television programs to face their 

loneliness. They may take viewing television as a remedy to avoid depression and get it as a 

solution to create friendship with it .But; this could not happen  on the majority of audiences of 

Addis television youths’ program. As it is indicated on the data, it did not help them to get out 

from their loneliness. 
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 16.15% and 13.6% of viewers also said that the program helped them to share their loneliness 

and fulfilled their needs. In this respect we may say that the program helped them to avoid their 

loneliness. But, in comparison with the above data results the respondents’ number is less and it 

does not mean that also Addis television youths’ program has taken as a guaranty to avoid its 

audiences being alone. On the other hand, 25.45% of audiences also would like to be reserved. 

This means that they are abstained from giving responses related to the given point. However, 

we can conclude that related to creating companionship Addis television youths’ program did not 

gratify its viewers’ needs.  

   

4.1.4.3. Habit   
Habit of viewing television is the third item. Audiences sometimes watch television because of 

their habit .Related to this as indicated on table 6 many of the respondents 28.95% and 13.45% 

confirmed that they watch youths’ program because of their habit. On the other hand 14.3% of 

the respondents have not confirmed about the program. In this case we can say that most 

audiences watch the program without a purpose or unintentionally and these people may not 

have a chance to get local television or other television channels which produces different 

programs for youths. 

 

4.1.4.4. Pass time  

As it can be seen on table 6, the mean score 39.3% of question number 3 and 12 indicates that 

viewers were watching the program just to pass time than getting something from it. But, only 

46.56 % of audiences do not watch the program for passing time .They wanted to get useful 

information or some kind of benefit from it. But as it is mentioned on the rest reasons of 

watching EBC-2 youths’ program, the program did not make them to entertain or relax, avoid 

their loneliness, give credible information and have the chance to learn about the world and the 

like. This means that they do watch television only just for the sake of passing time than getting 

something useful from it to their life.  
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4.1.4.5. Learning about things in the world  

It is believed that learning from media is the major purpose of audiences. And media have also 

the responsibility to perform this .In this case audiences will learn many things from it and media 

also fulfill their purposes. 

 

 According to table 6 respondents expressed their idea as they are dissatisfied (26%) and highly 

dissatisfied (35.6%) by the program in learning about things in the world. But, only 26.6 % and 9 

% of audiences said that they learn about things in the world. This indicates us how audiences 

are satisfied by the program. But, when we compare the two categories given on the data by 

looking at audiences’ response, we can say that viewers were not satisfied in getting relevant 

information that could satisfy their needs. So it is possible to conclude that there is a gap to 

gratify audiences of Addis television program.   

 

4.1.4.6. Learning about oneself  

Every person likes to learn new things from others. Especially when audiences watch television 

programs, they usually like to get useful information about their life. They want to educate 

themselves and get a role model to their life style from media. 

 

The data obtained from viewers indicates that they are dissatisfied (27.26%) and strongly 

dissatisfied (25.48%).They do not feel that they are getting lessons from the programs. This 

implies that viewers could not learn from other people experiences and the program did not fill 

their skill gap in presenting good learning environment. But, only 16.53 % and 24.1% of 

respondents said that they are satisfied. This does not mean that most viewers get the chance to 

learn from youths’ program. Therefore, from these differences we can say that audiences did not 

feel as they were learning and educating themselves. 
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4.1.4.7. Arousal  

Making people to be very interested on the produced program is one of the aims of media. 

Audiences usually like to be motivated by television programs. Some may have reasons to watch 

news and entertainment programs. Others may also have the reason to watch sport and music 

programs. Their interest will lead them to be provoked by the program. In this case producers are 

also to be expected work on maximizing the arousal gratification of their viewers.  

 

 When we see question number 6 and 14, they are all about arousal. The satisfaction level of 

viewers was very low .This means that 40.95% of viewers are dissatisfied. But, only 9.95% are 

satisfied. From this we can understand that the program could not work on the arousal of 

maximizing audiences’ gratification.  

 

 4.1.4.8. Forget /Escape 

Sometimes audiences like to watch television programs to hide or escape themselves from the 

challenges that they confront them. Different programs might be presented for viewers in order 

to satisfy their needs. These programs may entertain, educate, inform and the like them. But, for 

audiences who are in temporary situation problems, these programs might not give them 

satisfaction. Instead they wanted to hide themselves or escape from the challenges that they face 

up to them than making relax or entertain. 

 

Related to this, the majority of respondents 25% said that they are dissatisfied and in the similar 

situation 25% are also strongly dissatisfied with the program which couldn’t help them to escape 

from the problem that they had. But only 14.6% of viewers confirmed that they are satisfied and 

20.31% are strongly satisfied with the program. But 25% of audiences were reserved in giving 

the response .From these responses we can conclude that EBC-2 youths’ program could not help 

its audiences at least to minimize their stress or forget the bad things that happened to them.  

 

4.1.4.9. Credibility 

Audiences seek information for various purposes, especially, for comfort, empowerment, learn, 

and knowledge to act. But all information is not useful and credible to them. Then they filter out 

useless information and retaining only that which is useful and believable. Credibility is one of 
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the criteria using to filter unbelievable information (Wathen and Burkell, 2002).It is as a 

judgment made by a perceiver concerning the believability of a communicator (O'Keefe, 1990, 

130-131). So viewers of television need to get credible information from producers and the 

produced programs. This enables them to be rich in information and know about their world 

easily and truly. 

 

As it is indicated on table 6, 38.3% of respondents said that they are dissatisfied and 21.6% are 

strongly dissatisfied. Only 16.6 % expressed their satisfaction. From this data we can simply 

understand that Addis television youths’ program viewers did not get credible information. This 

implies that viewers do not have trust on the programs and empower their knowledge. It couldn’t 

also help them to arrive on their own judgments and develop their confidence .Therefore one can 

say that there were no satisfaction on the produced programs. 

 

4.1.4.10. The Overall Satisfaction of ‘EBC-2 youths’ program’ Viewers  
Knowing about the overall satisfaction of EBC-2 youths’ program is very important. The 

qualitative data were collected mainly to give supplementary answers to issues that were not 

effectively addressed by the quantitative data or to compare and contrast some findings from the 

quantitative data questions. In relation to this, viewers were asked to give their responses for 

question number 20.As we see on table 6, about 67.6 % of respondents said that they are totally 

dissatisfied with the program. From this 46.3 % of viewers expressed their dissatisfaction and 

21.3. % expressed their strong dissatisfaction. On the other hand, only 20% expressed their 

satisfaction about the programs. Whereas 4 % of respondents were unable to take position and 

kept neutral. Therefore, from the above data one can easily understand that audiences of Addis 

television youths’ program were not satisfied with the produced programs. 

 

4.2. Qualitative Findings of the questionnaire 

Under part four of the questionnaire the researcher asked respondents to give their explanation 

about the above questions for number 4 and 7 through the designed question number 2 .Most of 

them said that the producers presents tedious programs, doesn’t present credible information and 

show their role in the society. Whereas only some have said that even if it doesn’t have 

credibility, it tells them what they are thinking. Others also said that the program is still 
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controlled by the government and couldn’t be free from framing and bias. They do the programs 

deliberately to reshape the youths’ attitude. From this we can say that all the programs are 

designed for the sake of getting political profit and do not keep their quality. Some respondents 

even advised to the producers to watch the way of presentation of the other local television 

channels like EBS and Kana. 

 

Related to question number 3 and 4 which is about strength and weakness of the program, 

viewers said that the EBC-2 youths’ program encourages having good attitude towards creativity 

by presenting people who have well experience on their carrier. But, they do not organize the 

programs well and repeat one song many times. Moreover, they said that even though they have 

time limitations, much time is given for advertisements. In connection with  sustaining  and 

maximizing its viewers’ satisfaction respondents have given their responses in saying that the 

program should use modern technologies, add more entertainment programs like films, dramas, 

present credible and updated information, and give priority to its audiences interest than serving 

for the interest of government.   

4.3. Qualitative Data Analysis   

As it is pointed out earlier in chapter three, a semi-structured type predetermine questions were 

prepared and  conducted with interviewees who had experience on viewing Addis television 

youths’ program. This part is designed to give additional responses to issues that were not 

efficiently addressed by the quantitative data. Thus, twenty participants who had good 

experience in viewing Addis television youths’ program were participated in the interview. The 

respondents were selected systematically by choosing every 15th

The analysis starts by looking at when viewers started and how they frequently watch Addis 

television Youths’ Program. It goes through their thinking about the program and its 

contents/components. It also discusses to what extent they satisfy or dissatisfy with program. 

Finally it discusses about the weaknesses and strengths of Addis Television Youths’ program 

and the way how to minimize and maximize its viewers’ satisfaction or dissatisfaction. In 

 person who filled the 

quantitative questionnaires till the required number is obtained. Moreover, a producer and an 

editor also interviewed to make cross check with the responses given by audiences. Hence, this 

section discusses the analysis of the qualitative data.  
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addition to this, the responses of a producer and an auditor are also presented on this part in 

comparing and contrasting the responses with audiences. 

 

4.3.1. When viewers started and how they frequently watch Addis television Youths’   

Program 

 

Informants have given different responses about the question when they started to watch Addis 

television program. Eight respondents started to watch the program before three years ago, but 

seven of them had two years and above. The rest respondents have followed the program not for 

more than one year. Particularly one respondent has said “I usually watch all EBC-2 programs 

.Except this media channel I do not like to watch others. I watch all the programs equally and 

now I have almost four years”. Related to the frequency of watching the program many of them 

were watching it for 20-30 hours. This shows how the respondents were spending their time in 

watching Addis television youths’ program for a long time.  

 
4.3.2. Viewers thinking about the program and its contents/components 

Sixteen of the respondents have said that the news program was not produced well in order to 

inform them about the current global issues. In their opinion they said that news program 

including music and sport are not produced well. Especially on the news they repeat information 

again and again. They do not present updated information about the current situations. So, these 

things lose our interest on watching the programs and could   not create positive attitude on us. 

On the other hand four respondents have said that most of the time they watch sport and music 

programs that made them to be satisfied. Even one respondent said:  

 

Most of the time I usually watch sport from EBC-2 youths’ program .It presents in 

a good way and lets me to know about foreign foot ball games (Endale Mengistu 

from Nifas silk Sub city). 

 

From this we can say that only few viewers have good thinking about the programs and their 

components. Like the two sides of respondents, Addis television youths’ program a producer and 

an editor raised contradicted ideas related to the program contents and their presentations. The 
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producer said that we usually invite guests who have good life experiences and encourage the 

youths for creativity. But, most of the time the higher officials involve on our job and give order 

to invite politically active person. This makes our program not to entertain youths.  Related to 

this the editor also said that we produce the program having magazine format and let youths to 

speak on it. This makes them to relax on the program. Therefore, from the producer and an editor 

idea we can say that there are mismatch ideas in producing the programs to their audiences.   

 

4.3.3. The extent that Viewers satisfaction or dissatisfaction with program 

Uses and gratification theorists argue that people's needs or interests influence how they use and 

respond to a medium. Zillmann (cited by McQuail 1987: 236) has shown the influence of mood 

on media choice: boredom encourages the choice of exciting content and stress encourages a 

choice of relaxing content. The same TV program may gratify different needs for different 

individuals. Different needs are associated with individual personalities, stages of maturation, 

backgrounds and social roles. Developmental factors seem to be related to some motives for 

purposeful viewing. Related to this idea Judith van Evra argues that young children may be 

particularly likely to watch TV in search of information and hence more susceptible to influence 

(Evra 1990: 177, 179). Therefore, the level of audiences’ satisfaction can be decided by the 

program content that we design on our media.  

 
Related to the above idea interviewees were asked to reveal their satisfaction and dissatisfaction 

about EBC-2 youths’ program. They said that most of the programs like news, music and sport 

were not produced well and could not gratify their needs. When they expressed their reasons they 

said that the content and presentation of those programs are inadequately designed, tedious and 

not attractive. Concerning with this idea one of the respondents has said:  

 
                  I do not have any satisfaction on all EBC-2 youths’ programs except the  

guest program. This is because the programs could not give me any new 

information. They most of the time make the programs monotonous and  

repetitive. In this case I could not get any new lessons from them (Eshetu  

Abera  from Akaki kality sub city). 
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Audiences watch television programs with many reasons .If it does not fulfill their reasons that 

they have to watch the program, they will have complain on it. In connection with this idea 

Denis McQuail says that audiences watch television programs for different reasons. They watch 

it to find out about relevant events and conditions in immediate surroundings, society and the 

world ,seek advice on practical matters or opinion and decision choices ,satisfy curiosity and 

general interest ,learn self-education and get a sense of security through knowledge (McQuail 

1987: 73) In relation  to this ,almost all  respondents have  agreed with the guest program that 

has presented better than the other programs on the channel. This is because the program is 

presented based on the reasons that they had. They said that the guest program usually presents 

people with their good experiences. They share their life experiences to us. This had great 

contribution to EBC-2 youths’ program audiences especially for youths. According to these 

people they satisfy their needs and fulfill their expectations by the guest program.  

 

In connection with the above idea the producer said that the guest program usually gives 

satisfaction to youths. This is because we usually invite people who have well developed life 

experiences. And audiences call or send their positive message through SMS after we present the 

program. But, the rest programs have problems due to many reasons. In addition to this, an editor 

also said that we did our best to make improvement on the programs and to assert the 

gratification of youths’. But, still there are problems to satisfy the needs of youths. From this we 

can see that the producer and editor responses are similar with their audiences’ responses.  

 

4.3.4. Weaknesses and strengths of Addis Television Youths’ program and the way how to 

minimize and maximize its viewers’ satisfaction or dissatisfaction. 

According to Katz and his colleagues  media have many goals .They inform  or educate, identify 

characters of the situation in the media environment, entertain, enhance social interaction and 

help audiences escape from the stresses of daily life (1974: 5).But, this was not observed on 

EBC-2 youths’ program . 

 

Respondents have said that Addis television youths’ program has various weaknesses on its 

content and presentation. Even if they have very limited air time, producers do not use it in a 

proper manner. These are especially seen on presenting the single program many times through 
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repetition and it could not transfer meaningful ideas to us. Especially when they produce the 

music program, they do not consider their audiences culture, needs and preferences. Therefore, it 

has poor content and presentation style. 

Some of the interviewees said that the guest program satisfies them compared with other 

program sections. They told the researcher that the guest producers of youths’ program designed 

the guest program better than other programs by inviting the guest in order to share their 

experiences. Related to this point sixteen respondents have expressed their agreement as they are 

satisfied with it.  

 

Related to this the producer and an editor agreed with the responses given by audiences. They 

said that the program is presenting only on one direction. It seems as it established to fulfill the 

interest of the government mission and vision. So in this case we cannot say that Addis television 

youths’ program has strength. 

 

Respondents have given possible recommendations to the program producers in order to 

maximize their audiences’ satisfaction. They said that producers or editors of the programs 

should consider the needs and interests of their audiences and design the all the programs in 

keeping their qualities. Moreover, they should also work on with their audiences hand in hand 

and upgrade the air time. Otherwise audiences have many alternatives to watch different 

programs from different channels. In connection with this, theorists say that media users seek out 

source that best fulfills their needs and they have alternate choices to satisfy their needs (Griffin, 

2000). 
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                                                 Chapter Five 
Summary,Conclusion and Recommendations 

This chapter provides the conclusion of the study followed by some possible recommendations. 

5.1. Summary    
The aim of this study was to assess youths’ level of satisfaction with television youths’ program 

about the content and presentation of it and audience preferences. To this end, Addis television 

was selected from all the Ethiopian electronic media and its content and ways of presentation 

was analyzed both quantitatively and qualitatively. Quantitative /questionnaire analysis was 

conducted to identify the audiences’ gratification towards EBC-2 youths’ program. In addition to 

this, an in-depth interview was made with twenty respondents from four sub cities, a producer 

and an editor from the selected media. This supports the results obtained from the data or 

questionnaires. 

To support the study review of related literature was used. It mainly focused on the reasons how 

and why people watch youths’ program and gratification from it. Moreover, it explained about 

the relationship between television and youths and factors that affect audiences in viewing 

youths’ programs. This is related with use and gratification and social learning theory. 

The designed questionnaire was distributed to respondents in four sub cities and collected .And 

then coding was done to organize the collected data using the SPSS soft ware and provide a 

means to introduce the interpretations of it into certain quantitative methods.  

As indicated on table 6 many of the respondents confirmed that they watch youths’ program 

because of their habit. This means that they watch the program without the intention of getting 

any useful information from it. In addition to this as it is indicated on table 6 the overall 

satisfaction of viewers was 67.6 .Only 28.2 percent of respondents declared their satisfaction. 

This is a very small number when compared with the respondents who show their dissatisfaction. 

This indicates that EBC-2 Youths ‘program did not gratify its audiences and present poor quality 

of programs.  
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Viewers of television need to get credible information from producers and the produced 

programs. But, on Addis television youths’ program the reverse was seen. Many of them 

revealed their idea as they do not get credible information from the channel. Therefore, from all 

the above ideas we can say that the program was unable to produce and present programs that 

could touch hearts and minds of its audiences. 

Based on the analysis, it was found out that the greater part of the respondents could not get 

overall satisfaction with Addis television youths’ program. But, only some of them revealed their 

gratification. This means that the program could not grasp the attention and interest of its viewers 

and help them to learn from others. 

 

Related to social learning theory Bandura (1977) said that people learn behaviors, emotional 

reactions, and attitudes from role models whom they wish to emulate. Wirtz on his part also says, 

“We learn by observing others through modeling of behavior and that vicarious behavior are a 

means of modifying behavior” (2009:31).This shows us how people have the opportunity to 

learn from others. In connection with this Uses and gratifications theory is also focuses on why 

and how people actively seek out specific media to satisfy their specific needs. (Blumer and Katz 

Date, 1974) say that audiences choose media and types of content that satisfy their social and 

psychological needs.But,EBC-2 youths’ program did not meet the interest and needs of its 

audiences.  

As findings (in table 4) show, viewers with a total percentage of 61 and 76 witnessed that they 

do not satisfy with the news and music program. These percentages are higher with 

dissatisfaction than sport profile and guests’ programs .This means that they have content and 

presentation problem. Nowadays youths need to watch the programs which make them to 

entertain, inform and educate on their daily life. However, concerning with EBC-2 youths’ 

program there was an ineffective ways of presentation and style. 
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Related to the above idea as we see on table 6 viewers expressed their dissatisfaction with 57.3 

percent. This informs us how they were not relaxed by the programs. In other words this 

indicates that how EBC-2 youths’ program could not gratify its audiences. Similarly, the 

programs were unable pleased and fulfill arousal, forget and companionship needs of audiences. 

As it is indicated on the analysis most of them were watching the program because of their habit. 

It did not add any value to them. Therefore, from the results obtained from participants we can 

conclude that EBC-2 youths’ program is incapable of to meeting the needs and interests of its 

audiences and to satisfy them. 
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5.2. Conclusion  

The finding of the study were thematically presented and discussed. Based on the findings of the 

study the researcher has drawn the following conclusion.  

 
 

Even though, Addis television has relatively professional employees in producing the youths’ 

program, still the journalism concept and practice are at infant stage to gratify their viewers. 

There is no strong working environment on the station. The programs which were produced by a 

producer and an editor have not given attention in order to satisfy viewers. The producer that had 

responsibility to produce the programs were influenced by the higher officials.  

 

As the finding of semi structured interview conducted with a producer and an editor shows they 

have big problem to produce the programs ethically and transmits to their audiences. This is 

because higher officials usually interfere on their job. This is also asserted by the respondents 

when they had interview with the researcher.  

 

Audiences are active and purposive. They have power over media .This means that they interpret 

and integrate media into their own daily lives. As clearly stated in the literature, the central point 

of the uses and gratification paradigm is that audiences have needs and objectives they seek to 

achieve from media. If they get well designed programs, their needs and objectives will be 

gratified. 

 

We do not get television viewers in born. This means that we get them in the course of 

interaction through television. To do this we should make our communication more enjoyable 

and credible. Television viewers have various reasons when they like to watch television 

programs. From these getting real information and entertainment are mentioned. But, as we have 

already seen on the findings respondents have given their responses as they were dissatisfied 

with getting entertainment from the youths’ program. Likewise, they did not get credible 

information. This implies that it could not help them to arrive on their own judgments and 

develop their confidence.  
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Many audiences watch television programs to face their loneliness and learn about things in the 

world. They may take viewing television as a remedy to avoid depression and get it as a solution 

to create friendship with it .In addition to this, they wanted to get also information about the 

world. Media also have responsibility to do this. But; as observed from the findings this could 

not happen on the majority of audiences of Addis television youths’ program. As it is indicated 

on the data, it did not help them to get out from their loneliness and they were not satisfied in 

getting relevant information that could satisfy their needs. This implied that a producer and an 

editor did not do their best in order to gratify their viewers. This is also asserted on the responses 

given by twenty respondents when they had interview with the researcher. They said that 

producers present tedious programs which are controlled by the higher officials and do not keep 

the needs and interests of us. In this case we can say that the concerned bodies produced EBC-2 

youths’ programs carelessly. Viewers also have negative attitude towards the programs as well as 

the station. 
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5.3. Recommendations 
Any television program which has a specific audience has the duty to gratify its audiences. It 

should be done by reconsidering the needs and interests of its viewers. Otherwise there will be 

mismatch between the produced programs and its viewers. In relation to this EBC-2 youths’ 

program has also a duty to satisfy its viewers. But, as we have observed from the findings of the 

study the program did not gratify the needs and interests of its audiences. By reconsidering all 

the results of the findings the following recommendations are given. 

 

1.Producers and editors of EBC-2 youths’ program have the responsibility to produce the 

programs that go with the interest of their audiences and should work on presenting programs 

which have good qualities of content and presentation style. 

2. Honesty is one of the criteria   from   journalistic ethics. Therefore, producers and editors 

should work for addressing credible information to youth in order to create mutual understanding 

between them and increase their viewers’ numbers. 

3.Youths’ Program producers of EBC-2 should investigate or evaluate the problem of presenting 

good quality of news, music and sport programs. 

4.EBC-2 youths’ program needs to have trained professional journalists in order to gratify the 

interests of youths and keep the quality of the programs. 

5.Program producers should consult with the public and higher officials to solve their overall 

problems and take measures on them. 

6. Producers, editors and other concerned bodies should make research to upgrade the content 

and presentation style of the programs. 

7. In order to achieve the quality of the programs , journalists should do their work  responsibly 

for the viewers. To enhance this, the media house  delegates and other concerned bodies  give 

due attention to the issue and training for  journalists to get ethical journalists and to avoid 

factors of journalists that journalists  could get confidence to produce credible or  fair programs 

on  the channel. 

8. The government and other concerned bodies should also assist and encourage initiatives taken 

by journalists to follow code of ethics strictly without any interference. According to Kruger, 

(2004:3) Code of ethic has a paramount significance in journalism profession.  
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