
































































Yet since more than fifty percent of the episodes, consist experts the program fai ls to appeal to 

emotion. Based on thi s one can conclude that the message of the program is not communicated 

in simple and clear manners that audiences can listen and comprehend what the producers are 

trying to state. Hence, lack of association is a factor to form partial understanding of the media 

message. 

4.4.3. MisinterpJ'ctation and Negotiation of Meaning 

Participants from both the focus group discussion and in depth interviews agreed that the 

program has substance and is educative. However, the finding also proved that there are 

misinterpretations of the program that negotiates the intended message. This is more apparent on 

the mission statement and the text of the program. Except participants from FGD-A almost all 

participants of this research responded that the mission statement and the main program don't go 

along. 

FGD-B, 22, 04 -after hearing the mission statement my expectation was 

something; it wi ll di scuss about what men should do to stop chi Ide and 

women abuse. More like psychology. Nevertheless, what I heard is men 

doing what is expected out of them within a family. If one can cook 

porridge what is the problem with cooking? .. .! also think the mission 

statement is restricting the program from adding elements (one oj the 

program presented man who cooked porridge Jar his wife) 

!DI, 39, 03- at the beginning of the program it states the show is abo ut 

helping children against abuse ... yet the program loops around families . It 

discusses about how chi ldren should relate with their families. When I 

heard the mission statement, my expectation was that the program is about 

rape, how one should solve such problem ... and what the law says ... so my 

expectation and the program didn ' t match. 
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The above quotation demonstrates that most of the participants after hearing to the mission 

statement expected the show to be on the problem of child sexual, physical abuse and 

exploitation. Excluding participants of FGO-C who are under the dominant/preferred position 

almost all respondents from the other focus groups and the in-depth interview couldn ' t relate 

the content of the program with the mission statement. For thi s reason, they think that the 

mission statement is restricting the program by attracting attention to abuse only. In addition, 

the research proved that most of the participants interpreted and connected the word abuse 

directly with rape and physical brutality. Consequently, it' s evident that they only take the 

connotative meaning and didn' t try to further interpret the texts denotative meaning. 

Livingstone (2007) citing Corner's (1995) three-step approach to understand audience response 

wrote that " first, Comprehension refers to the process of decoding the denotative level of 

textual meaning. Second, connotative level of textual meaning is decoded through process of 

implicatioll and associatioll. Lastly, response to these decoded meanings depends on his or her 

own contextual and personal circumstances." (p. 4) 

Participants do not full y comprehend what the intentions of the producer are as they haven't 

heard stories of abuse and victim stories. Most of the participants interpreted the word abuse 

literally as hitting and raping. They could not understand how abuse and helping with 

household chores are related. Moreover, some of the participants in the in-depth interview 

expected the program to be about female abuse after listening to the mission statement yet 

found it to be about family relationships. 

101,32,01 - at the beginning of the program they state that they want to stop 

women abuse. However, most of the programs I heard are fam ily shows. It 

covers how good family managements should be. 

101, 27, 02 - The program is about child rai sing. Yet the mission statement 

says it 's about approving women equality by engaging men. It means it's 

designed to train men. Yet what I heard is onl y about fami ly love and their 

life . 
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As it can be observed from the above quotations, the researcher purposefully highlighted the 

word women to the show that, although, the mission statement doesn' t literally put the word 

'women abuse' . Some participants by default heard and associated child abuse with women 

abuse. Hence based on these quotations we can conclude that the word abuse is further related 

with girl s and women than children and men. 

Meaning was also negotiated on the credibility of storytellers. Some of the participants raised 

doubts and showed distrust on the individual storytellers. As they think that the story tellers are 

surreal. 

FGD-B, 23, 01 - in our culture there is the tendency of hiding things and 

nobody di scloses a secret. Hence, some of the things in the stories might be 

said for the sake of being saying. 

ID1, 32, 01 - One of the programs I heard was about a step dad .. .l do not 

know whether the person is telling the truth or lying yet the story was 

amazing. (Referring to the stOIY of man who raises five children that are not 

biologically his own) 

Listeners clearly show that they did not approve of the storytellers because they think the 

stories are often too perfect. From the first and the fourth quotations, we can observe that 

audiences understand their culture to be more reserved and secretive. Based on the research 

find ings we can see that factors as; environmental and social understanding of the society 

has lead to such interpretation and resistance. Audiences have previous perception of their 

social and cultural background to be secretive and phony. 

In relation to the story tellers credibility one participant also questions the journali sts credibility 

based on personal statements she gave on the interview. Moreover, others negot iated her 

interview skill. As we have discussed on the content analysis the journalist often times talks 

more and appreciates role model fathers with the intention of reinforcing them. However thi s 

has become one factor for meaning negotiation. 
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FOD-B, 20, 02 - the people on one of the programs, we heard today are very 

modern. They are what some people might even dreamlike and they do 

don ' t seem true .... (Referring to the story of a man who went in to delivery 

room with his wife) ... besides during the interviews, it seems like they (the 

interviewee and the interviewel) are trying to agree on something right 

away by fini shing each other's sentences. 

IDI , 27, 02 -One of the stories that I heard featured a prefect father. Yet this 

guy doesn't even ro le share in the family. I think the journalist must have 

forgotten to ask that. .. in the stories, they will tell you that they love each 

other but there are no actions. 

Additionally, audiences disli ked the interview format the producer' s using and they think that its 

making it boring. They think it is not creative and easily sounds as if it is done by unprofess ional. 

FOD-B, 21, 06 - for instance we have heard three programs now. Each 

program starts with the jingle and then they will jump in to interview. 

Anyone can do interview. In fact, now you are interviewing us. According 

to them (the producers), it means that you can turn it to an episode. 

FOD-B, 19, 03- the program is fu ll of interview and it makes it boring. For 

instance, if she presents the stories in narration form it could have been 

entertaining. As I told you listening to one story for a total of twenty minute 

is so dull. 

The format of the stories featured is one of the main factors for such meaning negotiation. 

Many participants di sapproved that of a single story running for the entire episode. 

Additionally audiences don't approve interview method as they think it's lousy. Rather many 

agreed that they would prefer to see variety of stories and enteliainment programs. Lack of 

vari ety in the program presentation and format contributed to negotiated meaning. 
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4.4.4 Misinterpretation and Oppositional Decoding 

The data collected from the focus group and the in-depth interviews proved that there are 

misinterpretations and oppositional meaning making of messages. Some of the participants 

resisted to accept the message of the program while even understanding what it ' s trying to 

convey. 

!DI, 43, 04 - what I understood from the program is that if we listen open 

heartedly then we can learn .. This program teaches what a husband should 

do for his wife therefore it is highly essential for my age group .. .. this is 

about how husbands and wives should value each other and how men could 

help in the house hold. Yet sorry to say this, you women (personally 

referring to the researcher as part of women) don't like such things. You 

despise us(referring 10 men) when we do this ... Further more I would like to 

a Man is one who can face challenges in every way. So women are not 

equal to men as they cannot face problems, get emotional and usually cry. If 

a woman face a problem just as like man, then we call her a woman that is a 

man (YesetWond)! 

Interviewer - what do you understand form 'Yenegat Wog' programs? 

FGD-B, 21, 09 - women should take more responsibilities in shaping the 

behavior of their children as they themselves are the ones teaching them 

ill-mmmers ... for instance some children m·e very rude because their 

parents are divorced and their step-moms are not good for them. So the 

children lack motherly love mld I conclude this by saying women should 

take responsibility. 

Interviewer: did you get this message out of the shows? 

FGD-B, 21, 09 - this is my personal opinion ... and I sti ll say that the 

responsibility should be on women because men are working (outside) and 

women stay at home. 
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The above quotations' demonstrate that some of the participants oppose to take the message as it 

is intended even after fully decoded the intention of the program. As it can be observed from the 

quotes, factor that leads to such oppositions are bad social norms that positions men as superior 

and women inferior. One participant also opposed the preferred meanings based on hi s own his 

own past personal experience. 

lDI, 39, 03 - the programs I heard preachs that intimacy and open 

communication with children are necessary. All the stories I heard 

encourage that. But from my experience this will create disrespect 

between family members ... when I look back to my life had my families 

followed up on me, had they've been fierce on me saying I could have 

thought abo ut my future ... They should have said 'so you should study 

and get ajob, you are not going to live with meforever' 

Additionally the researcher has found some resistance in relation presentation of the program and 

the mission statement and the program format. As it can be observed from, the respondent's code 

all of the opposition are from the young participants and the young adult. 

FGD-B , 2 1, 06 - its women that are abused there is no abuse on men. So 

women should be hosted on the program and advice men. I don't think men 

should talk their experience. 

FGD-B, 19,03 - Since the program is not organized its' hard to rate it ... it' s 

seems like they are in a hurry to produce a program. I said this because 

listening to the mission statement I thought may be that is one topic. For 

instance, right now we have heard tlu'ee programs and none of them relate 

with the missfon statement. 
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Some participants oppose when men are presented on the program to talk about their relationship 

with women. Rather they think women should be the ones talking what they need and expect 

from men. Also in relation with the mission statement, some even think it just can be one topic 

than a full theme for the radio program. Though many don ' t think the mission statement as a 

simple topic they still couldn't relate with the main content of the program. Such 

misunderstanding and misinterpretation happened because the source/encoders of the program 

did choose to limit stories of violence and excl usively host positive role models. However, as 

Williams (2000) it should be noted that; jUclgments regard ing the audiences' linking its needs to 

specific media or content shoulcl be suspended because though people use the same media 

content and their use and interpretation differs. 
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5.1 Conclusions 

Chapter -Five 
Conclusion and Recommendation 

This chapter summarizes and concludes all the chapters of the study. The study explores how the 

audiences of 'Yenegat wag' radio program make sense of the messages transmitted on gender 

equality, chi ld sexual abuse and exploitation. Although this study is limited to small group of 

people and cannot be generalized, the findings are believed to give an insight on how male 

audiences are interpret ing ' Yenegat Wag' radio program. 

Qualitative research method; Focus group interview, individual in-depth interview and 

qualitative content analysis were employed in the study. The study aims to identify how 

audiences interpret the message and what factors affected their meaning. The samples were 

categorized in to age and social relation; being a father or son. The study also used active 

aud ience reception theories; encoding and decoding and audience reception analysisas a 

foundation for the analysis. The findings were grouped based on the theoretical framework of 

Stuart Hall audience positioning; hegemonic, partial! negotiated and oppositional decoding. 

From the focus group discussions and the interviews, it is identified that audiences use media to 

gratify their thirst for emotional fu lfillment, wishful thinking, education and entertainment. 

Based on the findings of the study, older people above the age of 50 are frequent li steners of the 

program than young adults and the youth. Hence: age, content preference, lack of entertainment, 

airtime choice and convenience were factors for the media use choices. When it comes to the 

question, of for whom the program is suitable for almost all the youth/boys and the young and 

the young adult participants think that 'Yenegat Wag' is suitable program for people who are 

planning to get married. Whereas the older people believe, it is useful for the young in general. 

Based on the research finding older participants easily understood the dominant meal1lng 

intended by the producers. This is cause by their frequency of listenership, sense of responsibility 
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for their families and their nation, age, frequency of li stenership and sense of social 

responsibility. 

Based on the research finding there is partial or incomplete interpretation of the intended 

message. Most of the aud iences think that the program is about open family communication and 

intimacy only. This happens because the producers did not put their message in simple way and 

audiences did not pay much attention to try to fi nd out the denotati ve meaning of the message. 

Additionally audiences think that exclusively featuring experts for an entire episode is boring 

and prefer storytellers because they can easily relate with them. 

What is more, meaning negotiation is also observed on the program format. Many think that the 

program doesn' t go along with the miss ion statement and couldn't find any association between 

the mission statement and the main program. In addition, a couple of audience associated and 

mixed the word child abuse with women abuse. The other issue that created negotiated meaning 

is the sense of distrust towards individual storytellers and the program format. Audiences think 

that in Ethiopia people prai se each other without no good reason and hide bad behaviors in front 

of the public. Hence, such meaning is derived from their environmental and social 

understanding. 

The research also found out third group of audiences that opposes the media message even if 

they understood what the message intention is. Some of the participants argued that women are 

not equal to men and should take all the responsibilities in the families. The cause for such 

meaning is bad traditional norms. One parti cipant also opposed the message based on hi s 

experience saying the role model families are wrong when they demonstrate fami ly intimacy 

because it spoils children. He believe that had his fam ilies were serious on him, he could have 

had better future . And some participants also oppose the fact that men are presented to talk about 

empowering women. Rather they believe that women should talk what they expect out of men. 

'Yenegal Wag' is a unique program in its intention. Despite all the fl aw that are rai sed on it still 

some of the participants found it to be educational and understood the intended message. 

However, the find ing shows that producers should first understand their target audiences' age, 
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social background, education level and social expenences before designing a program. 

Furthermore having a wide age range of audiences is not effective because different age group 

have different view and social understanding for life. 

5.2 Recommendation 

This study has proved that audiences write their own meanll1g based on their age, social 

relationships, educational and envirolUnental background. The findings proved that audiences 

negotiate and oppose meaning. Thus, ' Yenegal wag ' program producers and generally, media 

practitioners should acknowledge that audiences are unique in their interpretation and should 

research their target audiences understanding and social back ground before designing and 

approving their format , presentation and choose an airtime. Media owners and producers should 

cons ider preparing strategic communicat ion plan and continues training for their staff on gender 

and chi ld issues. In addition we have proved that audiences within the same social context make 

di fferent meaning on a single factor and media agencies should continuously research their target 

audiences ' current interest, belief and status. 

The finding verifi ed that audiences oppose the basic preferred meaning of the radio production 

by resisting gender equality. This participants are young, educated and are living in a city. 

Hence, one can guess what kind of ab use and stereotypes women are facing and how much they 

are burdened with household chores. 

Engaging men should be promoted not only in Addis Ababa but also all over the county though 

various medi ums. Consequently, government should focus on promoting this strategy and should 

take the lead for the initiation to be practice by designing policy. Likewise, Media producers 

shouldn' t simply guess audiences' interpretation and understanding based on call-ins or social 

media buzz rather they should take periodic assessment of audience feedback. 

Finally the researcher recommends that in relation with what men would think of male 

engagement, supplementary studies should be done on what women think of such programs and 
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what changes they need or expect out of men. Furthermore engaging men is new strategy one 

should learn from other countries experience and further comparative analysis of other countries 

experience would have much advantage fo r the fi eld. 
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Appendix II 
Interview Guide for Interviewee's 

I) Kindly introduce yourself 
II) Where are you from 
III) What is you education level 
I V) How often do you listen to the radio show? 

V) Tell me about yo ur social relations (married, with children .. ) 

I. What is thi s radio show about? 

2. who do you think the program is prepared for? Why? 

J. what do you find out of the program? why? 

"i. does the program has any idea that goes in line with your thought and culture? 

5. does the program go along with the culture and the society belief system? 

6. what kind of information do you like to listen form the program? (facts, story Idlers, policy 

information's ... ) 

7. If you were to rate 'Yenegat wag ' radio program, where do you put it? 

A) Excellent b)Very good c) Fair d) Poor 

8. Why? 

9. What arethe strengths of the program? 

10. What made you say that? 

II. What do you think is the aim of the program? 

12 .Whom do you li sten the program with? 

13. Do you discuss about the program with others after you watch the show?/if yes/ 
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14. What do you discuss about? 

15. What do you think about the interviewees 'Yenegal wag '? Why? 

16. I-low do you feel when you listen to the program (angry, happy, encouraged ... ) 

17. Do you think the issues raised in the show are experienced in reality? why/how 

18. Have you ever experienced such problems or do you know someone with such story? 

I9.How do you see the solutions or conclusions presented in the program? Do you think 

that they are applicable? 

20. I-low do you see the program format (the way it is presented)? 

2 1. How do you see the discussion on the program (useful or worthless-why?) 

22. Do you prefer the opinion of experts (including the host) or personal experiences shared? 

23 . What do you think about gender roles after listening to the programs? Why? 

Thank you very much for your time. 
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14. What do you discuss about? 

15. What do yo u think about the interviewees 'Yenegat wog '? Why? 

16. How do yo u feel when you listen to the program (angry, happy, encouraged .. . ) 

17. Do you think the issues raised in the show are experienced in reality? why/how 

18 . I-lave you ever experienced such problems or do you know someone with such story? 

19.How do you see the so lutions or conclusions presented in the program? Do you think 

that they are applicable? 

20. How do you see the program format (the way it is presented)? 

2 1. How do you see the discussion on the program (useful or worthless-why?) 

22. Do you prefer the opinion of experts (including the host) or personal experiences shared? 

23 . What do you think about gender roles after li stening to the programs? Why? 

Thank yo u very much for your time. 
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Appendix III 

Interview Gnide for the project officer of Hiwot Ethiopia 

Kindly introduce yourself 

I. What message is 'Yenegat Wag ' trying to convey? 

2. Who are your target aud ience for the program? 

3. How do you define your target audience? 

4. What do you want to communicate in this program? 

• 5. What is the main goal of the program? 

6. Who do you often consult before producing programs? 

7. Do you get feedback from your aud iences? What kind of comment? From whom? 
8. Do you use aud iences' feedback to design/improve your program? How and Why? 
9. On what basis do you design your program fo rmat? 

10. How do you select participants of the program? 

Thank you very much for your time. 
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