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EXECUTIVE SlJMIVIARY 

This is an exploratory cas ·tud th t nttt.:mpts to determine the possible segments 

lor a restricted Nan obi 1 tdio tu li 'llt' using b 'nefits sought. This case study was 

on Uuivcn~ity ~t\ldl'lll ·in 1i1 I i 

Data wa · collected u ing a que tionnaire, which was administered to a sample of 

the Uni ersit ·tudent in airobi . The data collected was on a variety of scales 

ranging from nominal to interval. The ii1terval scaled data was subjected to ll1ctor 

analysis in order to analyse interdependence of the variables while were all 

considered independent. 

Two segments or cluster'i on the basis of benefit sought were identified. The two 

segments were the knowledge seeking segment and the self-enhancement 

segment The segments were identified using Factor Analysis with Promax 

rotation. 

'l he finding. of the tudy can be u cd in applied rcsca1ch by th' media house. that 

own th radio tation a \ ell a the organi ation that u radio in their 

m, 1 k I ing mmunicat ion The 1 c ult s can al o I e u cd as a basi liH !tnt he1 

rc ar h 

II 
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CHAPTER ONE 
1.0 INTRODUCTIO 

1.1 BA K R 

1.1.1 ABRlil Ill 

D 

R RADIO IN KENYA 

Radio wa, intr duced in Kenya during the colonial period and was by then a simple 

gadget not ery different from the Marconi wireless, which was the prototype of all 

radio' The first radio station in Kenya after independence was the Voice of Kenya 

(VOK). The OK transmitted its signal countrywide through Short Wave (SW), Long 

Wave (L\V) and ~fedium Wave (NIW). At that time of independence radio receivers 

popularly worked through Amplitude Modulation (AM). Advances in technology resulted 

in the introduction of Frequency Modulation (FM) radio sets in Kenya and FM 
transmission began. 

The VOK, which later became the Kenya Broadcasting Corporation (KBC) enjoyed a 

monopoly over radio airwaves and hence radio audiences in Kenya until 1997 when radio 

airwaves were liberalised. ew radio stations came into the market and most tran mitted 

their signal on Frequency Modulation (F I) . F 1 is the favoured format due to it ~tereo 
quality ound and less interference. Carroll and ilber leid 1993) tate: 

T ) • F 1 IS clear!) the dommant m dmm mong mu 1 mt n 1v r 10 

rn t I t m p rt to 1ts u nor qu ncy pons 

11 ro 
' n 

n h n In 1 n nr I 



Metro East (Eastern) began on 91.9 Fr f. The number of radio stations increased again in 

1999 with Citizen FM on 106.7, Famil FM on 105.2, Nation FM on 96.4 and Sound 

Asia FM on 88.0 In 19 o th r \\, th introduction of satellite radio transmission 

through World puc . hi · \II \ purcba ers of the Worldspace receivers to have access 

\ rid\ ide. The year 2000 has also seen the introduction of 

mor FM ndi ti n · and the e include Kame me FM on 101.1 FM and Kiss F m on 

100. ln a p riod f le s than five years the number of FM radio stations have increased 

to 1 

In a personal interview, the Manager of Metro FM stated that the increase in the number 

of Fr [ radio stations was also observed in other countries when the airwaves were 

liberalised. In Uganda for instance after liberalisation of the airwaves in the early 1990's 

the number of FM radio stations rose to 28 but only between 5 and l 0 remain operational 

today. Initially most radio stations broadcasted their programs in English but today an 

increasing number of radio stations in Uganda broadcast their programs in the local 

gandan languages 

1.1.2 I I .\IR BI 

The radio mar ·et i rapidly changing a new radio tation join the market. Thi increa 't= 

in comp titian or r dio audience nd there ore bu ines rom pon or i detinin J the 

c, m I hou conduct their bu in 10 irobi I r dio t tion \0 

r I on m hou r rch nd h •mon or ut 

h ttion . 
Ill 

m I n n II mpl I r I 



interviews. However Haley, (1968) notes that though it is possible to determine benefit 

segments intuitively, intuition can be very xpensive when mistaken. Marketing history is 

replete with examples ofprodu t , ' hi h ' meone felt could not miss. 

The other · Hlrc )r · ~m ntation data for most FM radio stations is the media diaries 

publi ·hcd t adm n · Re earch and media research done by Research International. 

Th r i als BPR Business Process Reengineering) software provided by Research 

elution , which are computer generated media diaries that provide media tracking data 

on a real time basis. Steadmans' Research media diaries are used as the media industry 

standard since this is what the sponsors who buy advertising time use to gauge the 

suitability of the different FM radio stations. The media diaries segment radio audiences 

on demographic bases. A summary copy of the media diaries can be seen at the end of 

this document. However, it has been found that benefit segmentation determines 

consumer behaviour much more accurately than do demographic characteristics, Haley, 

(1968). 

The radio tations do not know whom the1r customers are by benefit sought, information 

they \ ·ould find valuable for strategic marketing According to Hale , ( 196 ) the belief 

under! 'in the benefit egmentation trategy i that the benefit people t:ek in con umin 

gi n product are he basic rea on for the e. ·i t nee of true market gm nt 

1th th t r t 



Knowledge ofthe benefits sought by the radio audiences is lacking and would be helpful 

in serving the audience better Thi \ ould help the media houses keep up with the 

changing customer needs . 

The infot mati n w·lil1 I ti m th media diaries does not help identify the direct and 

indir ct c mp ut r·. mething that would be achieved by benefit segmentation. 

enerali ation of ·egmentation studies show that an understanding of the benefit 

egment that exist \ ithin a market can be used to advantage when competitors introduce 

nev products. 

orne benefits sought may not currently be served and their identification would give the 

media houses a competitive edge. 

The business community will find it easier to map their targets with the radio stations 

audience making the selection of the appropriate media for marketing communications 

more efficient The business community will find it easier since the business's targets and 

radio audiences\ ill be linked by the benetit ought. 

e ment tion b ' benetit will provide intormation that will be valuable for mea unng 

8 a rea onably deep under tandin of the market egm nt 

d\ ibl to re ch th m ommumcat to th m in th ar n t rm 

pr nt pr d ct 111 th t light nd m ur h cti iu nd r ult in · 



Segmenting Nairob i radio audiences by benefit sought may assist the academic 

community m understanding and applying marketing concepts and research 

methodology. 

u ·ing benefits sought will also test the applicability 

of segmcntnti n th • in K. nya. 

on 'Llln r ' ill '11 deri e higher utility if better services are to be offered as a result of 

the r earch since benefit segmentation focuses directly on customer needs. 

1.1.3 THE USE OF RADIO 

Radio is one of the basic possessions of Kenyan households and this is particularly true 

for • airobi where almost every household owns a radio if not several radios. Radio is 

used as a medium of news, information, entertainment, and education. This was 

established by Chepkwony, (1992). Radios are common and it is a common sight in 

, · airobi and especially in the rural areas to see a person walking with a pocket size radio 

to his ear Davis, ( 198 ~) noted 

People listen to radio at home, in parks. or on beaches. in the car or at work. in 

offict:s and factories or on building sites. It thus reaches different pcopl at 

ifli r nr urn s and in different moods from other media. 

InK n mot bu ine e ad eni e nd communicate on radio . . . 
tht: ele tronic mce. It 1 

m th t h id t r ch count id The r dio i u ul n 

I c mmumc uon ch nn I p litic I nd r 01 h 

b ho 10 h d th I 00 

h n t oO ml 



1.1.4 CHARACTERISTICS OF RADIO 

Radio enjoys mass usage in Kenya. Th Nairobi population has access to FM (Frequency 

Modulation) formats while all t ha' access to AM (Amplitude Modulation), LW 

(Long Wave) and W ( h t t \\ l f t mats of radio signals. The availability of portable, 

pocket ·izc and t:·u 1 ·1 ii ·. ha nab led radio transmission to be pervasive and can be 

received nlm ·t · n '' h r . 

Advet1i ers enjoy speed and flexibility with radio and when compared to all other media, 

radio ha the shortest closing period, in that copy can be submitted up to airtime. 

Radio also may derive the benefit of the spoken word, which is more credible and readily 

accepted by audiences than written material. Stenhouse, ( 1995) identified speech as being 

inseparable from our consciousness. Articulated sound, she contested is paramount, not 

only to communication but thought itself relates in an altogether special way to sound, 

the medium of speech and sound is therefore powerful in its influence on consciousness 

Radio relies purely on sound transmission and this limits radio to the u e of peech, 

mu ic, nd ound::. to convey messages. This mean that radio i limited a it lacks the 

impac ofvi ual graphic , picture , and motion 



1.1.5 THE ROLE OF RADIO IN SOCIETY 

Radio is a flexible medium that allow th listener to perform other activities while 

listening to radio. Due to it n tur r io i an important communication tool, which can 

be used to serve th publi 1 C 1 comm<:::rcial purposes. For commercial purposes 

radio can bt.: Ln~d a· l m ium for marketing communications and has the advantage of 

ensuring n wid 1 a h in terms of geographic coverage and time (all the FM radio stations 

in air bi perate _ hours a day throughout the year) at a low unit cost. 

Public ser ice broadcasting uses radio to serve citizens by providing information and 

education. Public service radio is usually transmitted in AM formats while commercial 

broadcasting is in F 1 format. 

This study will concern itself with commercial broadcasting, which IS what IS being 

undertaken by the greater majority ofFM radio stations in airobi . 

1. 2 D I I l I I 0 0 F p 
1.2.1 ~I RK T ~I 

Th market egmentation concept " ell defined and has been handled b. man 

mar· tin pro e sionals and academici ns larket egmem tion i an 1m pone m concept 

m th m r • in philo oph • of marketin~ orientation It i t the ver · n ot th 



The marketing concept holds that the key to achieving organisational goals 

consists of being more effectt than competitors in integrating marketing 

activities toward det rmining nd ~ tisfying the needs and wants of target 

markets . 

Market ·egment·lti n r r r o the process of dividing large heterogeneous markets into 

egments. Y1arket segmentation recognises that buyers differ in 

their want , purcha ing power, geographical locations, buying attitudes and buying 

habit~ . definition is given by (Bass and King, 1968): 

The strategy of market segmentation is defined as the development and pursuit of 

different marketing programs by the same firm, for essentially the same product, 

but for different components of the overall market. 

A market on the other hand can be defined as consisting of all the potential customers 

sharing a particular need or want who might be willing and able to engage in exchange to 

ati sfy that need or want, (Kotler, 1997). 

1.2.2 R. \DI \ . I 

The cone ptu li ation o radio audience howe er, i problematic due to the natur of 

r dio 1995) note that , 88 udien e re earch r, ilv · in 1974 argued 

th t m h ov r th \ ord udi nc rom th th tr • m rna. or 

111 m imil rl• pr 



A radio audience can be defined along a continuum with one extreme including all within 

earshot and the other extreme confining it to those who have given the broadcast their full 

attention. 

In this tudy, radi 1u ii n \ ill be defined as those individuals who listen to a radio 

station by ch i · t b) p ure due to circumstances. 

1.3 TA.TE~IENT OF THE PROBLEM 

The growth in the number of radio stations and the accessibility of worldwide radio 

tations locally through satellite as well as the changing Kenyan consumer has 

necessitated the segmentation of radio audiences. Media houses recognise that mass

marketing strategies cannot work in largely heterogeneous markets like airobi, which is 

the residence of a mix of different ethnic groups, races, professionals and religions as 

well as people of different attitudes, interests and opinions 

The only egmentation data available and widely accepted by sponsors, adverti ers, and 

media hou·e is the quarterly media diaries provided bv teadman' Research. 'I he media 

iarie are u ed a the indu try standard. The media diarie u e demographic a their 

The media hou e ur e~'ed all trongl_ indicated th t the rn dil 

di ri b 
' provid d d ta that could not b u 

m .. n m 

nd nt r p th min 

rm 1 



During the personal interviews, it was indicated that the media houses and advertising 

firms continued to use the demographic data due to lethargy and a desire to maintain the 

status quo . The other research firm- pr vi ding segmentation data such as Research 

International, Research lu1i n , nd Ml;dia initiatives also provide demographic 

segmcntati n dat, ani hav n t a hi ved industry standard status. 

There wa' a gap m information from researches conducted since none used behaviouristic 

or p chographic bases of segmentation. Some media houses fe lt that behaviour first 

beha iouristic or psychographic segmentation would be more relevant for their strategic 

marketing planning. 

This research has chosen to use benefit segmentation because of the value derived from 

this type of segmentation as seen in researches conducted elsewhere in the world such as 

Haley, (1963), Yankelovich, (1964), Wind, (1978) and 0' Amico, ( 1999). Benefit 

segmentation falls under the larger category of behaviouristic segmentation U ing 

benefit segmentation markets are classified and clustered based on the stated benetit 

sought by cusromer 

ccordino o lercer ( 1997) different customer or group of customers look for different 

combination 0 ben tit and it j - the e grouping 0 benetit \ hich then d fine the 

lffi nt hou h th r no in le b •ay 0 e rn ntin Ill rk t' Clldll 

mm uon h b n tout d m ntation b 

tlli n nd p 5) indic t h t 

mnt u n 1 h n nd m t 1d I u 

10 



based on the assumption that it is the benefits people seek from a product that provide the 

most appropriate basis for dividing up a market. 

This research will therefor tt m t t , nsw r the questions, 

l. Whut u the benefits that audiences in Nairobi seek from the different 

radi tution ? 

What are the possible segments for Nairobi radio audiences from a 

benefit-sought perspective? 

3. v hat factors can explain the benefits a person is likely to seek by listening 

to a radio station? 

1.4 OBJECTIVES OF THE STUDY 

This research will attempt to bridge the information gap that exists in radio segmentation 

research by providing segmentation data on benefit sought which will be presented also 

with demographic and psychographic data for compatibility with what already exists in 

the industry. 

1 he bj tive ar : 

To ident ify the benetit that audience:, in rai robi eek from the differ m radio 

t tion 

o i nti ibl m nt or airobi ra 10 b n tt 

11 



3. To identify the factors that may possibly explain the benefits sought in listening to 
a radio station. 



CHAPTER TWO 

2.0 LITERATUR R 

2.1 MARKEl h(, II~ l A ION 

W ndc ll rnith ti1 ·t u ticulated the concept of segmentation m a pioneering article in 

1956. ccording t Ba and King, (1968) since the publication of this article, the 

concept of egmentat1on has permeated the thinking of managers and researchers a li ke as 

much, if not more, that any other single marketing concept since the turn of the 20111 

Century. 

It can be argued that each individual constiwtes a market segment since no two people 

are exactly alike in their motivations, needs, decision processes and buying behaviour. 

However, it is not yet presently practical to segment markets to individuals, developing 

specific marketing mixes tailored to suit the need of each individual. This means that 

there are characteristics that a practical market segment should possess This is reiterated 

by ~lcOonald, (199-) 

. it IS cl arl~ uneconomtcal to make umqu~:: products for the ne(;ds of 
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2.1.1 CHARACTERISTICS OF A USABLE IVIARKET SEGMENT 

It is important to note that if market egm ntati n is used when it is not warTanted then an 

organisation might be faced with hu c I ' , which will also have a negative impact on 

consumers. Scgmentati n i. unwan < nt d where the market is smaller and sub dividing it 

into smallct ·c~m ·nts w ul r ult in unprofitable quotas as a resu lt of massive losses on 

econ mics f ~nl' It i lso not strategic to segment markets, which rely heavily on 

heavy u·er \Vh n a brand enJoys dominance tn a market it also need not use a 

segmentation trateg_ 

If a egmentation strategy is used a good segment (Engel, Warshaw and Kinnear, 1991) is 

one which has the following characteristics: 

l) the segment should be of sufficient size and market potential to justify the 

investment of marketing funds and the firm ' s resources. 

2) the market potential of the segment should be measurable 

3) the segment should be accessible through available channels 

) the egment hould how clear variations on market behaviour in comparison with 

other egment . that it should be differentiated 

2.1.1 \1 I R A III1.. \II 
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attitude, interest and opinion of the respondents and depending on their responses are 

clustered into homogeneous groups or s gments based on the similarity of their 

responses. 

Rao and Steck I, ( 1 

perspective 

) d lh n ral approaches to segmentation from a different 

L\ en th importance of descriptor- behaviour pairings and links managers must 

take a dec1S10n as to how to proceed. They essentially have two choices. They 

can form prototype segments with descriptor variables and search for 

commonalties in behaviour among consumers with common descriptors or they 

can start \\'ith behavioural variables and search for descriptors that correspond to 

the relevant behaviour. 

The two approaches are referred to as descriptor first and behaviour fist. The behaviour 

first approach is a four-step procedure· 

1. Identify the behaviour of interest. 

") 
lea ure it for a sample of consumers. 

Clu ter the ample into 'egments. 

Find criptor that are approP.riate for each egment. 
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radio audiences and as seen before does not provide information relevant for strategic 

marketing. 

2.1.3 PRO D R EGlVIENTATION 

Market gmcntati )fl f r di audiences is usually conducted in-house by the 

orgnnisati n t , mr ct d to market research firms, which either deliver syndicated 

resear h r cu ·tom research. Syndicated research is done by a market researcher for all 

the radio tations. for example the media diaries by Steadmans Research and Research 

"olutions. Custom research is done for a particular radio station and is tailored to suit its 

needs. 

Different authors have suggested different procedures for market segmentation. Mercer, 

( 1997) suggests a five step process: 

l . Background investigation - undertake a desk research which will best inform the 

re'earcher and the marketer, as to what the most productive segments are likely to 

be 

Qualitative re earch - the dimensions that are important to these con umer · and 

the language', \ hich is used by them, hould be tirst investigated by qualitativ 

re earch uch a group di cus ions 

u ntit tiv re arch - u ing th dim ns1on id ntifi d 111 the pr \'IOU tc gc 

t nud to th br nd nd it comp tnor r m urcd 
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the consumer's eyes. Then cluster analysis is used to create the specified number 

of groups/segments of consumers. 

A different procedure i b 

l. arne th br ud pt duct-market 

Li 't p tential customers needs 

Form 'homogeneous sub-markets 

arthy and Perreault, (1993): 

4 Identify the determining dimensions 

Evaluate \Vhy product-market segments behave as they do 

6 ~lake a rough estimate of the size of each product market segment 

Kotler, ( 1997) offers the following classification: 

1. Survey stage- the researcher conducts exploratory interviews and focus groups to 

gain msight into consumer attitudes. motivation and behaviour. The findings hdp 

in developing a formal questionnaire. 

\naly is stage - the researcher applies factor analysis to the data to remove 

highly correlated variables, then applie clu ter analy is to create a specitied 

number of rna. imally different egment . 

ach clu ter protiled in term ot it di tmgui hin auitu ic , 

b h ·iour, d mographic . p •cho raphic nd medi patt rn 



More detailed procedures are advanced by Rao and Steckel (1 998) who propose di±Ierent 

processes for descriptor-first and b ha iour- first segmentation. The behaviour-first 

approach that wi ll be used by thi tud involves a sequence of four steps : 

1. ld ntify th b h·t ·i ur ofi nt~.:re ' t. 

2. leu ·m' it r r a mple of consumers. 

lu ·ter the ·ample into segments. 

4. Find de·criptors that are appropriate for each segment. 

In the descriptor first approach steps 3 and 4 are specifted in advance. 

Further classification is found with Evans, Moutinho and Raaij, (1996) who describe 

forward and bach ard segmentation: 

Forward segmentation would be where 1t has been decided to segment according 

to the level of usage (active variable) and then to conduct research to determine 

the (say) demographic charactensttcs (passive variables) of the different users . 

Back" ard egmentation ts ''here segments are fo r instance fom1~d on It fest' k 

variables or on the basis of simtlar attnudes. mtcr~;sts and optnions (acti' ~.: 

\anables) Th n the form d segment are described 111 t rm of th..:ir bu~ ing 

b ha\tOur pa i'e' nable) 
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l. Segment the market using demand variables (e.g. customer needs, wants, benefits 

sought, problem solutions desired and usage situations). 

2. Describe the market m m id ntifi d using variables that help the firm 

understand how t u tamers (e.g. shopping patterns, geographic 

locati n , cl thin ho to talk to these customers (e.g. media preference and 

usc, ltitud ·. a tivitie interests and opinions) and buyer switching costs . 

Thi ca e ·tudy \Vill adopt the segmentation procedure advanced by Rao and Steckel, 

( 199 ) ' hich i close! y related to that given by Kotler, ( 1997). 

2.1A BASES FOR SEGlVIENT A TION 

egmentation bases can be developed from different frameworks. The most basic 

segmentation in marketing is that between the consumer markets and business markets. 

The consumer markets are made up of all the final users of a product while the business 

market is made up of all the consumers who purchase a product for intermediate use. 

This :;tudy deals' ith consumer markets since the radio audience of airobi residents are 

the tina! u er /consumers of the program otlering by the different F I radio tat ion The 

r dio audience are the target of the products and :,ervice advertised by pon or and 

oth r bu in and non-business adv rti r ' ho make up the busine markc.:t for the 
m di hou 

don h 
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bases for segmentation include geographic and demographic data. The dimension of 

consumers ' state of mind gives us p ·chographic and behaviouristic bases. The relevant 

bases for segmentation will d p nd on th~; consumer characteristics as well as the 

consumer response · ch b is f ~ 1 m ntation has its strengths and weaknesses. 

Accordi ng t Fn, I. W !"'Ill\\ and innear, (1991) : 

Ba e · of ad mographic or geographic type, together wi th selected psychographi c 

,md behavioural bases such as product usage rate, attitude towards brand, and 

preferred \'alues and beneftts, are the most widely used in current practice. 

Bases for segmentation have been grouped into different categories by different authors. 

Wilson, Gilligan and Pearson, (1995) group them into four categories: 

l. 

3. 

Geographic and gee-demographic 

Demographic 

Behavioural 

Psychographic 

Evan , loutinho and Raaij, (1996) classify the segmentation bases tnto three level . 

Th nerall v I -demographic and pychographic ba e 

om m- p ci 1c lc I - b nefit gm nt tion 

i 1c I ' I - cu tom r gm nt ti n 

0 



According to Wind, ( 1978) the best approach to segmentation depends on the reasons for 

undertaking the study. He argues that th re is no single best segmentation base. He 

proposes the fo llowing framew rk: 

• l'or Jener, l Und 1 
~~~~~~~== 

lk ndit · suu •ht 

Produ t purcha.: and product use patterns 

l c 'ds 

Brand loyalt~ and brand smtchmg patterns 

A hybrid of the variables above. 

• For Positioning tudies 

Product use 

• 

• 

• 

Product preference 

Benefits sought 

A h~ brid of the above vanables 

For 'rew-Product Concepts (And ew-Product Introduction) 

R act1on of nc\\ concepts 

Benefits ought 

For Pncm _Q_e_c1 ion_ 

Pnc s nsmvity 

D I pron n 

Pn n Ill\ 1t~ b~ purcha u e patt rn 



• For Distribution Decisions 

Store loyalty and patronage 

Benefits sought in stores I crton 

Lit lien and r nnga ·w·un '. 1 offer a further and more detailed classification of bases 

of cgmentntion p tuluting that many combinations of variab les can be used to describe 

a market ln determining trategy the variables selected should assist the researcher 

mea ure the size and purchasing power of the segments, determine the degree to which 

the segment can be reached and served and develop effective programs to attract 

cu tamers 

They list common bases and descriptors in the table below: 

Table 2.1 Common Segmentation Bases and Descriptors 
I I l 

CON Ui\IER I I I 
eomentation bases • eeds, wants, benefits, solutions to 1 eeds, wants, benefits, solutions tal 

problems, usage situation, usage rate problems, usage situation, u age 

~----:--------r--------:--::------::--~-+-:r~a:...:te:..!., -=-size, 1~dustry ___ _ 
Age, income, marital status, family Industry s1ze. location, current 

• 

• Behaviour 

• 

• 

type and size, gender, social class, etc supplier(s), technology, utili ation 
etc. 

I Lifestyle, values 
characteristics 

and personality Personality 

se occas1ons, u ·age level 
complementary and ubstitute 
products u ed, brand loyalty etc 

level 



2.1.4.1 DEMOGRAPHICS 

A consumers motivation to buy 1s det rmm d at times by the demographics which 

include age, sex, education, thm 1t , up tion, r ligion, race,. nationality, family size, 

family life cycle, to m nti n u1 C ' • 

Demogr•tphi · ba · '· 1r a maJOr method of segmentation and probably the most 

frequent! u · d It 1 • ba ed on the assumption that markets can be subdivided into groups 

on the ba ·i · of one or more demographic variables. Demographic bases are attractive to 

most researchers because of the relative ease of accessibility of demographic data and the 

ea e of interpreting demographic data. Researches have established a high correlation 

between purchase behaviour and segmentation variables, accounting for its continued 

use. 

According to Rao and Steckel, ( 1998). 

Demographics are among the most popular variables used in segmentmg 

consumer mark rs for everal reasons. Fir t, they are eas~ to mc:1 ure. 

Furthermore s gment defined by demogmphtc are o tt.:n vcr) I, r e nd 

ace 1bl b~ \, nou:, communic:mons m dia and d1stnbuuon charm I In 

addnron d mographtc datn an b v ry me ·pen t\C nd an: o n prOJ t- bl 

r nd • i common! f u d me it i rv th PJ I rn 
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Ethnicity today rs quite pronounced world\ ide and as the world progresses people 

continue to accept that there can be h rm ny in diversity. There exist many ethnic 

subcultures (Engel, Warshaw and ~mn :lr, 1 1) with a distinct set of values and norms 

and marketers now rt:co 'ni · th. t th can not treat the different ethnic groups as an 

indistinct pat! of's H;i ·ty 

Rcligi n d tine· the moral alues, aspirations, beliefs and behaviour of the adherents. 

There is a lot of common practice amongst people who subscribe to the same religion. 

Religiou beliefs are usually deep-seated and very controlling. The dressing style, eating 

habits and general conduct of those belonging to a certain religion is usually clearly spelt 

out and u ed to distinguish members of one religion from another. 

A person's occupation will usually be as a result of his education. In addition to this a 

person's occupation will dictate the person's lifestyle and will therefore usuallv be 

ignificant in determining their product preferences. 

egrnentation bv income is al o popular. Demand depend on the purcha in ' power of 

con umer Ho\\ e\ t:r, income i u ually problematic ince the rc archer hould d cid 

the unit o anal i that i wheth r to u e p r capita or per recei r in om , t •p of 

income \ hether n t gro or di po abl 



2.1.4.2 GEOGRAPHIC 

It is one of the earliest and 

companies have di r rent pti 

example th pri · · )r u ttl 

I' u:s d bases of segmenting markets. Many 

f r th ir products based on the geographic region. For 

f oca ola is diiTerent in Kenya, Italy, and USA. 

c graphic sc 7 lll 'nl,lti n entails the division of markets into different geographic units 

uch a, countrie '. regions. provinces, towns and locations. 

2.lA.3 P YCHOGR -\PHICS 

P _ chographic segmentation describes segments on elements such as personality, values, 

and lifestyle which are the psychological aspects of consumers. The definition of these 

psychological elements used in psychographies is usually contentious and there is no 

universally accepted definition of psychographies. 

Psychographic segmentation is difficult and expensive to implement since it requires the 

measurement of people's inner thoughts values and feelings. The relation. hip bct\\:een 

P ychological variables and consumer buying deci ions are not direct and can u ually be 

interpreted in various \\'a · 

P cho raphic h however 'continu d to b u d to uppl rn nt d m r phi ith 

r ·nmpl m n .. or 0 

ur u m uth n 
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2.1.4.4 BEHA VIOURISTIC EGM NTATI N 

This type of segmentation i a! r ferr~:d t as ' gmcntation by consumer responses. The 

bases used are benefit r tcltU and u age rate as well as buying occasions. 

According to Kotl •t. (I )7 · 

In bt:lwvi uta! segmentation, buyers are divided into groups on the basis of their 

know! dge of attitude tO\-\'ard, use of, or response to a product. Many marketers 

belie\ e that behavioural variables - occasions, benefits, user status, usage rate, 

loyalty stams. buyer-readiness stage, and attitude are the best starting pomts for 

constmctmg market segments. 

BENEFIT SEGiHEi\"T ATIO~ 

Benetit segmentation has been described as a powerful basis of market segmentation 

Kotler, (1997), 0 ' Amico, ( 1999) Stenhouse, ( 1995) and \fercer, ( 1997), I' ibera and 

Waruingi state that benefit segmentation is superior to other segmentation trntcgie· in 

that it stresses directly the wants and de ires of consumers rather than any charactt:ristic 

or behavioural pattern related to their atisfaction 

Bu r will u uall buy a product or ervtce o to deri mor th n n b n ll 

hov. r th r i the principal bene 1 tha k B n fit tion 1 

c n m ith th un 

rmmtn th r nt 



An early and widely quoted benefit egmentation re earch was one done by Haley 
10 

1963 on the toothpaste market, Kotl r, (1997), v ilson, Giligan and Pearson, (1995) and 

Evans, Moutinho and Raaij , ( 1 

Yankelovich, (I :> r carch assisted the Timex Watch Company also 

succe ·sfull u, d n tit egmentation in the watch market of the U.S.A. to segment its 

watch mark: ts u mg benefits making it one of the leading watch companies in the world. 

In Kenya 1 ganga, ( 1991) found that canned vegetables, fish, oil and fats industries used 

demographic and behavioural variables in segmenting their markets. Nzyoka, ( 1993) 

found that the commercial banks in Kenya segment their markets to a large extent with 

only 17.4 per cent not segmenting their markets. Benefits sought, user status and loyalty 

were the commonly used bases in segmenting markets in all groups of commercial banks 

in Kenya. He found that benefits sought was used by 74 per cent of the banks, user status, 

0 per cent, loyalty of custOmer and income, 61 per cent, population density, 56 per cent 

and region, -2 per cent. 

A 10 ~ 

Con umers can be grouped according to their u e occa 10n of product, pur h ~e 

occasion nd need occa ion Firm trying to e. pand product u a' nd idem if ne d 

that m rk oc 1011 in the human li e c n u e thi ba e o mentation 
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USER STATUS 

Markets can be segmented into group f non-u er and users. The users can be further 

into ex-users, light-u ers, h a\y u rs n l r~,. lu lar u er·. 

egm ntati n may b a ed on the usage rate where consumers can be classified into 

light, medium and hea..,: ' users. Heavy users are usually an important segment since they 

make up the bulk of sales though they are a small percentage of the market. It usually 

costs less to attract one heavy user than to attract several light users. Usage rate has been 

used in the segmentation of beer markets. 

2.1A.5 SYNOPSIS ON BASES OF SEGMENTATION 

Segmentation variables can be described as objective or subjective. An objective variable 

can be measured unambiguously for example age and gender. Subjective variables are 

mental constructs such as attitudes and intentions The segmentation variables discussed 

in the previous sections can be classified in the table below. 

Table 2.2 Ia ification of eomentation Variable 

BJ LB.J 



Examples of Benefit Segmentation 

Table 2.3 Toothpaste Con umer Ben fit oments 

I 
~- -I Main Benefit 

lABLl~ WORRIER 
EGMENT 

Decay Prevention 

INDEPENDENT 
SEGMENT 
Price 

r Demo<,raphi uth Teens, families Large families Men 

I 

factor 
Active Conservative Concerned with 

value 
Lil'cstyl factor · 

Braud Ultrabrite, Crest Cheapest own 
Mac leans labels brands on 

sale 

ource: Evans, ~Ioutinho and Raaij, (1996) based on Haley, (1963) 

Pattern of .Market Segmentation 

Three different patterns emerge from segmenting markets based on consumer 

preferences, that is homogeneous, diffused and clustered preferences. In homogeneous 

preferences all the consumers have roughly the same preference. In diffused preferences 

consumers vary greatly in their preferences In clustered preferences, the market by 

distinct preference clusters, called natural market segments 

able 2A Ba ic :Ylarket Preference Pattern 

. . . 

.. .... . . 
•' I 
~· 
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·-~ 



2.1.4.6 BENEFITS OF MARKET SEGMENTATION 

In general it can be said that both th consumer and the organisation benefit from 

effective segmentation 

Market · gmcnt ti 11 i · u ·rom r oriented, and thus IS consistent with the marketing 

cone pt 

ccording to tanton. Etzel and Walker, (1994) tailoring marketing programs to 

individual egments enables an organisation to be more efficient and make better use of 

its resources A small firm will be able to compete with larger more established firms if it 

focuses on a segment rather than spreading its resources and efforts thinly over the who le 

market. 

Development of strong posmons m small segments fosters the growth of small 

organisations 

Many new products have been developed to fill gaps m the market revealed b 

segmentation research. 

1arket egmentation can al o be used to redesi ,n and repo ition product offi ring to th 

1 t in th prop r ormul uon n impl m nt uon o m r un 

c mrnum uon 



2.1.4.7 LIMITATIONS OF MARKET SEGMENTATION 

One setback on market segmentation i that targeting variety of segments will usually 

increase the expenses of ervin tho~ ' m nt . The increased expenses will be incurred 

in marketing communi 1ti n ii tribution chan nels and marketing promotions. 

ln price · nsitiv m rket the trategy of market segmentation may not work since the 

con 'urn r · " ill be um illing to pay for the additional cost of a differentiated product or 

ervice The con umers will tend to go for the generic brands, which will usually be 

cheaper. This limitation usually leads to counter-segmentation, which is the reduction in 

the number of market segments through aggregation. 

2.2 "IARKET SEGi\tiENTATION A D RADIO DIE 
RESEARCH 

In the developing world numerous research studies on the segmentation of radio 

audiences has been conducted Data is collected in the United Kingdom by Radio All 

Dimension Audience Research (RADAR), the Joint Industry Committee for Radio 

Audience Research (JICRAR) clas itication of Re!>idemial , eighbourhood!> 

(ACOR.i ) to mention but a th 

In the United t te o merica ( ) ve I org ni tion conduct m r · tin, 

gm n tion tudi on r dio udienc includ m rc 1 In 

tmmon rbitron. nit d Bur u I rit D nn II • n 

ICfO I 10n 



In South Africa the All Media Products survey uses psychographic segmentation bases 

through the Living Standard Measur 1) tenhouse, (1995): 

Livmg St. ndard M , su 

pomt c•-tlc ba · d n Ul 

I} c tt!gonsc individuals according to an eight 

c ion of a range of durable household articles 
' 

, ccc · · t n.:ti ulat d \\ ter and electnctty supplies, use of the various media and a 

"td tilng of demographics mcluding income and others. 

Borzillo, (1994) shows how block group coding from the United States Census Bureau, a 

lifestyle categorising system can be used by radio stations in charting their audience. This 

is proving to be more useful than the marketers' use of zip codes. Using zip codes 

assumes that people living in the same geographic area have the same buying habits 

Block group coding, on the other hand, breaks down the data by describing the buying 

habits and lifestyle characteristics of specific street blocks The main benefit of block 

group coding is to allow radio marketers ro demonstrate the value of thei r audience to 

agencies and clienrs 

l\Iedia election on the ba:m of demography ha:, be n critici ed nd b h tour 

egmenration been recommended in a recent tudy by D' mico (1999) He ob rv th 1 

in the a t majority of c e . both broadc t nd print media ar on th ir r 1 tive 

bilit or ch a demo raphic II~ defined t rg t ore mpl m n I - D mo r ph , j 

on thr ound 

m II 

r 

r 



3. The contribution of non-target members is ignored. 

In Kenya the findings of D' Amt . ( 1 9') are observed that despite the 'traditional' 

method for medi, in riou ly tlawed it is still widely used. The reason for 

thi can be trac d t th · t that both television and radio are almost universally bought 

hi is because the suppliers of broadcast information (Nielsen and 

Aribitr n for the U and Steadmans Research and Research International for Kenya) 

on! report their data with respect to "Key" demographically defined target groups. A 

second possible reason s that most media specialists are not aware just how poorly target 

audience membership predicts consumer behaviour and the potential cost-inefficiencies 

that can result from using a demographic target especially one that ignores the user and 

volume contribution of non target members 

Another research on radio audiences determined the meanmgs of radio to teenaoers 
;:, ' 

Carroll and ilbergleid, (1993). They used the following open-ended questions in their 

preliminary que -{lonnaires: 

'When you think of radio, what i · the tir t thing you thin o " 

·How auld your life be different ifth re \ ere no radio " 

.) u r n radio t tion, how would it di :ou li t n to n ' ? • 

'h t do ou Ji ·e le t bout th ou h t n ton 

h m nt uon ir bi io mm 

h 



CHAPTER THREE 

3.0 RESEARCH D I 

3.1 POP 1 

The target p pul ·ui n \\ r the ·tudents of universities in Nairobi. Universities in Nairobi 

include b th publi nd private universities. These are University of Nairobi (all its 

campu ·es m airobi). Kenyatta University, Daystar University, United States 

International University - Africa, and Catholic University of East Africa. University 

students included both undergraduates and postgraduates. 

Universities in airobi were selected because they have access to most if not all of the 

FM radio stations. • airobi is the Central Business District and most of the media 

activities are concentrated in 1 airobi. University students comprise people from all over 

Kenya and from diverse backgrounds and the findings of this population may shed light 

on a study of Kenyans as a whole. 

3.2 ~rP L -

.\ non-probability ample ,. 'ill be used The non-probabilit nmpl "ill be purp 

The purpose o the rese rch i to e. ·plor th t r dio u ten 

· in li tenin to r dio Th re rch 1 tric 

m lm 

Ill 

h 

nl 



on the university campuses in 1 airobi and therefore universities and campuses outside 

Nairobi were ignored. 

Sampling was done by vi irin rh \.Hi u' campuses and approaching university students 

from diffl r nt I an n · n · 1mpu . Th questionnaires were administered to students at 

different tim ·s ,wd I c Lion . orne respondents were located at the campus libraries 

cafeteria·, hall· f re idence while others were at the library, outside lecture halls, TV 

room , ·port tields parks or by the campus entrance. A variation of responses was 

achieved b_ sampling people at different places as well as at different times. Some 

questionnaires were administered in the morning, others in the afternoon, and evening 

and others at night. Demographics were also used to get as many varied responses as 

possible. Students pursuing various degree courses and at different levels at the university 

were sampled. Gender and marital status were also used to vary the responses A 

summary of the characteristics of the sampled respondents can be seen in Table 1. 1 and 

Table 1 2 in Appendix I. The study used sampling with replacement 

3.2.1 IZ ~ 

ample ize of : -o re pondenr was targeted. _,oo re pondem:~ \ ere amp led to 

facilitate replacement The ample ize i ad ho me or thi case tud it i e timat d 

it comp r d i t~ _QQ 

d 
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students were out of campus for their erne t r break. The seven sampled happened to be 

at the campus by mere chance. 

3.3 DAT COl LEC 1'10 

The primar dutt · II ·ti n in trument used was the questionnaire a copy of which is 

pre ented in pp ndt I There earcher with the help of a research assistant administered 

the que tionnaire to the respondents and waited for the respondents to fill it in and then 

picked it immediate! or made arrangements to collect it later. The questionnaire was 

administered to the respondents at their halls of residence, cafeterias, dinning halls, and 

libraries and all over the campus compounds. 

The questionnaire has three sections. In Section A of the questionnaire open-ended and 

close-ended direct questions are used to identify the benefits that the radio audience 

seek. In Section B of the questionnaire Likert scale (rating) question , clo ed and open

ended question are used to identify possible segment exi ting for the radio audience 

Ranking que tion and rating questions are al o u ed in ection B to identif po sib! 

egment exi ting for the radio audience ue tion on per onal detail were included in 

ection ,. The per onal detail helped in giving th demographic data needed to make 

th cornpari on betw n thi rc earch and that current! ' don in the media indu t1 '. 'I he 

qu tionn ire \ •a ad mini t r d durin th m nth of Jul ' -00 In fllJ 1 1 

qu ti nna1r nd tho \ ith th t PI r 

di 



3.3.1 DATA EDITING AND CODING 

Data collected was first edited in th tield after collection, where completed 

questionnaires were separat d fi· m rn mpkt<; qut:stionnaires. Further editing was the 

office edit wher I gibilit , rn r h n ·ibi lity, and consistency were checked. At the 

office edit th · qut.: ·ti 11nair · '' re crutinized to ensure that no sections or pages were 

omitted. 

orne questionnaires used had some sections not filled out by the respondents or the 

question was incorrectly answered. In question 7 of Section A of the questionnaire some 

respondents ticked on more that the six main benefits, this problem was solved by using 

question 3 to identify the six main benefits since both questions were similar. The 

difference between question 3 and question 7 in Section A was that, question 3 is open

ended while question 7 is close-ended. 

The coding of the close-ended questions and scaled questions was straight forward a it 

was part of the questionnaire design. Coding of the open-ended que tions, such a on the 

main benetits derived involved ummarizing the benetit identified inro imilar ,group 

\vhich re ·ulted in _J benefit sought and - rea~on for li -tening ro radio 

Tabul tion , don throu h the hand tally nd impl t bul tion w u d or m 

ri bl nd cro t bul tion' u d or multipl bl Th umm 

th n tn u imo com ut r nd 

1t ro 



factor analysis ~ere done through the computer using the Statistical Package for Social 

Sciences, (SPSS). 

3.4 DAT I \ 

Of the 300 questi )!Httir mini tered 248 were returned on time and out of this 16 were 

di carded a, th v w re poi it and only 232 were usable. Analysis was based on 232 

usable qu tionnaires. Descriptive statistics were used to summarise the data. 

Percentages, simple tabulation and measures of central tendency were also used. 

Data collected was analysed using factor analysis. Factor analysis was used for data 

summarisation and substantive interpretation 

The behaviour of interest was choosing to listen to a certain radio station and the benefit 

sought was taken to be the motivating factor in radio station choice. The different 

benefits sought constituted the independent variables that were analysed through factor 

analysis. These were used in answering the first question of the re earch. 

Factor anal · i was used to cluster the audiences on the ba i ot the benetit ou ht. 8 

u ing factor anal, i ditTerent gment which re hetero en ou but r mad up 0 

homo en ou element were identified Th econd nd third qu tion o th r rch 

n w red throu h thi nd th d npti 



CHAPTER FOUR 

In this research th fif t bj' ri v a ' to identify the benefits that audiences in Nairobi 

seek from the differ nt radio rations. The benefits were captured through section A of 

the que 'ti nnaire bv ·olic1ting direct responses. An open-ended question on benefits 

derived tram listening to radio was first asked and later a closed-ended question on the 

same was asked. 

Using summary, descriptive statistics some of the benefits that audiences in Nairobi seek 

from the different radio stations were identified. 

The second objective was to identify the possible segments for airobi radio audiences 

from a benefit sought perspective. This entailed the analysis of interdependence among 

the benefits identified. Factor analysis was used to summanse or reduce the data as well 

as provide substantive interpretation and to dra\ conclusio ns. 

In total 23 benefits were identified by the re pondents The factor nnaly i:; \ a 

on the set of interrelation:>hips displayed by the - variabl and pair-\ i correl tion 

were u ed to develop correlation matri · The r w data 

t bul t d, after hich pair-wi e carrel rion m tri · d v lop d Th ~ 

' ight by multipl ing th numb r o h 

ri bl 

I\ n 



I 
"frequently" a ~eight of 4 and ''very frequently" a weight of 5. Duration was scored by 

giving "less than 1 hour" a weight of3 , "lhour" 2 and "more than !hour" 3 Wet'aht . 
. b tng 

used the formula: 

x fx \dh;rc.: x th obscrvt:d variab le and f = the number of 

· rv tion '. 

tandardi ·at ion , a· done u ing the formula: 

z = (x- ,u) 

a 

where, x = the weighted observations and J.1 = the mean and 8 = the standard 

deviation. 

The weighted and standardised result is presented in Table 3.1 in Appendi x Ill 

~.1 THE BENEFIT 

RADIO TATI01 
OUGHT FR0.\'1 

BY ! IROBI rDI 

23 benefits were identtfied The universi ty students residing in t rairobi indicated a ariety 

of beneti ts sought in listening to radio. The different benefit sought \ ere ·urnmari ed 

in to _J items nd there were tive reasons identitied for radio < udience t\ li 1 of th 

benefit identified , ... ith the re pond em eekin th benet it ou ht i 

I, Table I 3 ou ht or radio udi nc 

r pon nt mu ic, clo el follow d b ' Th b n n id mi 1 d 'to r J 

includ d uch num nt P r m u 

1 u in pir u n co r d it m h 



moral inspiration, and spiritual uplifting. To get information on events and occurrences 

included to get to know of the !at st hot spots and notices such as obituaries and social 

meetings and dates. Ent rtainm m o r d to kill boredom, to enjoy self, pleasure and 

leisure. To hear th r pini n and , press views covered debates and to know how 

other think, as w ·II 1s quainted with other people ' s ideas. The six leading benefits 

id ntiti d wer t In n to music, to listen to news, to relax, to get religious inspiration, to 

get information on events and occurrences and entertainment, respectively. 

A presentation of the percentage of benefits sought by sex is presented in Table 1.4 A & 

B and Figure 1.-J. A & B in Appendix I and it is observed that there appears to be 

differences in benefits sought based on the respondents sex. The six main benefits for 

males were music, news, relaxation, information on events and occurrences, religious 

inspiration and sports updates. For the female respondents the six main benefits in order 

of rank were music, news, religious inspiration, to relax, information on events and 

occurrences and entertainment 

4.1.1 THE R • .-\ 0 .. FOR LI T • I 

Four main rea ons \Vere identified for radio audience amon t the rc pond m . The 

leading rea on wa listening to radio becau e o the pre enter, follow d b , th 0 

pre entation, timing 0 the program and du to clear r ption mmut 

n d ro radio b c u their ri nd to th m t tion hi i n in 1 

' B nd Fi ur 1 



4.1.2 ATTITUDE TOWARDS RADIO AND RADIO STATIONS 

When the respondents were asked open question on their attitude towards radio and 

radio stations the leading th ught rh r fir t comes to mind when thinking of radio was 

music followed b new • rH rt inm nc and information on events and occurrences. This 

is e n below in rubl t. and Figure I 5. 

When a, ked how their life would be different without radio the leading sentiment was 

boredom or dullness, followed by being uninformed and then loneliness. This is 

repre ented in Table 1.6 and Figure 1.6. 

The main reason for changing channels was better music, better presentation, preferred 

particular program, better news, to experience variety and for clear reception. A detailed 

presentation is seen in Table 1. 7 and Figure I. 7 in Appendix I orne respondents 

indicated that they do not change channels and their main reasons for listening to one 

channel was because of their religious beliefs. The response to a hypothetical radio 

ownership by the respondents had responses that were not widely varied. The majorit , 

indicated that it would differ by giving a better variet. of programs, target m jorit of 

people, pia_ better music, employ young talented. qualified pre t:ntt:r . peciali c, play 

frican music, have Je talk in betv .. een program nd give more du tion I progr 111 

Thi i pre nt d b Jo\ , in Table I 7 and Fi ur l 



4.1.3 BENEFITS SOUGHT AND REASONS FOR LISTENING AT 

DIFFERENT TIMES 

The main benefit sought by audi n li'T ning in the morning was to listen to news 

followed by music, th n fi llo <.: th vailabil ity of time and to start the day. In the 

afternoon the main 1 'l<; n \\' t li ·ten to music followed by listening to news, relaxing 

and entet tainm nl. Th 'ening had relaxing as the main benefit sought followed by 

I istening to n \ ·. mu ic. and then entertainment. In the night the leading reason was to 

rela., to !lm; ed b_ mustc, and then news and then entertainment. This is summarised in 

Table 1.9 and in Figure 1.9 in the appendix. 

~.IA BENEFITS AND PROGRAlVI PREFERENCE FOR THE 

EXISTI~G RADIO STATIONS 

12 F f radio stations were identified as having audience amongst the respondents durino 
~ 

the time of research this are. BBC, Citizen, Capital, Family, Kameme, KBC ational 

ervice, KBC General Service, Metro I 0 1.9, ~ferro East, ation, lqra, Ki s FM Table 

4.2 . 1 and Figure 4 2. 1 in Appendix II give channel preference bv sex and marital ratus 

amongst the re pondents 

When asked to rate rhe programs offered by the difl'ere 1 r dio tation . d rti 111 nt 

• on Capital were the most Jikt:d in II radio tation th t i th I din r t d 

capital d erti ment a mo t li ·e on cal o I o pita! Bu in 

h mo t li • d KB Docum nt ri mo t p pul r For lnt 

th dm r io t 1on in tho mo 1 li · n 

h 
101 

pr rr ull m I· I II In n 11 



most liked phone-in competitions were tho e from Capi tal FM. Nation FM had the most 

like phone-in talk shows. The most favour d press reviews were those from Nation FM· 
' 

the highest rated religiou pro r m m 't likt;d was Family FM. The most liked sports 

programs were fl· m npitll F apital Traffic programs were the most liked by the 

majority of r · ·p nd ·nt · J ital -.: eather reports were the most liked. 

The most liked program in the BBC was international news while the least liked was the 

local music. The most liked program in Capital FM was Foreign/International music and 

the least liked was religious programs. Citizen FM had its local news bulletin as the most 

liked program and traffic updates as the least liked program. Religious programs at 

Family were the most liked. Local music in Kameme was the most liked and phone in 

competitions least liked. KBC General had its documentaries as most liked of all its 

programs while phone in competitions were the least liked. In Metro FM local music was 

the most liked program while press reviews were the least liked. In 1 ation FY[ local news 

bulletins were the most liked and religious programs were the least liked. For Kiss Fi\tl 

the most liked program was foreign music -.: hile the least liked wa educational 

documentarie · 

In interpreting the Likert -cafe rating que tion on thee t nt of liking o program tor 

panicul r radio ration o choice it "a ob erv d th t th re pond m cor d obj r 011 

the or progr mme not pr nted b om dio t tion • uch mri 

or · mpl n \ bull tm on F mil ' F F 1 



Though KBC National had 68 respondents indicating that they listened to it, it was rated 

as among the top three favourite question b only one respondent and thus was therefore 

not included in the analysi f thi ni Lllar ques tion. Metro East also had 9 respondents 

indicating they li t n t it but nl n r t~:d it among the top three favourite radio station 

ound 1a ,. a li tened to by only one respondent and could therefore not be used fo r 

analy i in this question. 

4.1.5 ATTITUDE TO\VARDS PRESENTATION OF PROGRAM BY 

THE EXISTING RADIO STATIONS 

For the radio stations rated as the top three favourites Family had the highest percentage 

94% of its listeners agreeing completely that its programs are useful to the audience. 

KBC General had 20%, which was the highest agreeing completely that its programs are 

too long. 36% of _ ferro !01.9 F1 r~ listeners completely agreed that it ad ertisemenr 

were too many. }.ferro 101.9 F.i\f's listeners al o completely agreed that the presenter 

talk too much with 61% completely agreeing. 7 % of BB li tener greed cornplctdy 

that BBC programs \ ere of high quality A more det iled cl itication i found in 

ppendix II, Table .: II (a , (b nd c 



4.2 POSSIBLE SEG~1ENTS FOR NAIROBI RADIO 

AUDIENCES FROl\1 A BENEFIT SOUGHT 

PERSPECTIV 

Factor analysis wa u d c d 1 nnJn th clusters of benefit-sought segments for Nairobi 

radio audi n · ; t bl w formed by aggregating the benefits sought with the duration 

and tr qu u of 11 ·rening to radio. This is presented in Table 3.1 in Appendix III, which 

is a weighting and tandardisation of the data in Table 4.2.1 below. Both frequency and 

duration of listening to radio were data on an interval scale drawn from question 1 and 

question _ in ection B of the questionnaire. The resultant tables are seen below in Table 

4.2.1 and Table 4.2.2. The reasons and benefits sought were put into two separate tables 

to facilitate seomentation on a benefit-sought perspective. 
;::, 



Table 4.2.1 Data By Benefit Sought, Pia e, Frequenc , And Duration Of Lis tenino o· 

~ P A E OF FREQUENCY OF 
~ Ll lJN IN LISTENING DURATION 
~ ..., ~ ~ >'%j >'%j 

I ~ ~ > ~ 

~ 
0 ~ ~ t"' 3: 

B~:NF.FlfS 
'"0 .... ..., 0 ><! 

t::) -trl ,:..... 0 

~ tx1 :::tl 
..., C"l 10 10< :I:[/) ::z:~ 

(/) t"' 0 ~ ~ ~ 
d dtrl 0[/l ti: 
M C"l!:l:l 0 0 

:::0 t"' ':;>' ~ 
t"' 

~ 
2: 2-<! 

c..., 
d c-l 

0 
,...., .... ><! 

:;otl1 '='::: 
z trl 

..., ..., 
'=' 

0 t"' t"' t"' > > 
C) 

r :z 
':;>' ><! ><! ><! ><! 

2 --
! .News 151 62 137 18 1 6 58 63 47 28 34 114 

2.Mustc 148 64 143 19 1 7 54 62 48 25 
..,..., 

114 ).) 

3.0pinions JJld express \Iews 45 18 43 4 0 3 16 19 14 5 12 35 

tf .Send and receive messages 10 5 9 0 0 0 1 1 8 0 0 10 -~ 

ls.Religious Inspiration 
71 30 70 5 1 4 32 31 17 19 17 49 l 

~.Keep from being lonelv 
28 9 23 4 1 0 7 12 9 2 8 19 

r.To relax 
88 35 85 14 1 0 

...,.., 
37 30 .).) 12 15 73 

L8.To listen to jokes and comedv 
42 I 24 47 19 0 1 17 18 17 5 12 37 

·-·--- 1--· 

~.Win prizes 
10 6 1 1 1 

..., 
0 0 4 

1--- -
J 2 5 0 I 10 

lt 0 .Political affairs 
I 39 I 14 I 36 I 4 1 0 9 20 16 5 II 27 

1Il.InformatiOn on science and technology 31 7 8 
..., I 0 I 0 4 8 I I : I .) 4 i 3 2 

..., I ? .1 

·-·-
.., l 0 0 2 

12.Infom1ation on the ans 
.) - .) 2 0 l l ? 1 

I 

13. Information on the weather 
7 6 5 I 4 Ol 0 

.., 
4 2 I .) 0 

..., 
6 

t4 I 
J 

) 4 Information on products and services 12 8 l 0 1 3 I 2 7 ') 1 I I 

15 Emplo"ment opponunmes 
..., 2 

..., I l 0 0 0 I 
.., 

.) .) J I 0 • 3 

tl6 Ne,,spaper reviews 
I 7 I 

..., 6 I 2 0 0 ? ..., 
4 

---c 

- J 0 2 I 6 

117 Spons updates 
I 40 I 11 39 ; 6 0 0 9 17 19 2 5 JS 

lts Traffic updates 
j19 I 3 7 0 0 0 3 6 1 l l 

lt9.To get busmess infom1ation 113 5 11 I .., 
0 0 4 .) - 9 ·' l 4 8 

17 ' 3S-c 5 
20.Ent~.;rto.mment 

39 0 I 17 14 J [_ 3Jt_ .!9 

2l.Educauon 
35 _o ~ JJ 3 0 l 1.. ll 15 6 i 6 '27 

~2.Advert1St:ment 
! 4 5 6 l I 0 0 i 0 - I 4 0 l 0 6 

6- I 8 2 131 ~3 lnformat1on on events and occurrences l 74 ! .J3 ! 
0 34 I ... 1 13:.!3; -



Table 4.2.2 Data By Reason, Place, Frequency, .\nd Duration Of Li tening 

I r- FREQUENCY OF I 
PLACE OF LlSTENI~G LlSTE I~G _ _j_DURKfiO~~-(") ...; > 'o ~::o 1~ - ~ ~ - - ~ > ::0 ..... !'"l >- ::0 ..,--- 1::: c ~ - c ~ > - ;:o ;:o :": := :r: c < - ~ "< ..., 0 ,Q ... /l ~ ::z: ....., 

0 ~ ('l c: ('l 
? ::a ;:o c- ;:o c - - ::a VJ t"" .... > 

_. 
> ... := - ::l BENEFITS t"" ~ 2 > :::0 :::0 - ~ •;, 0 2 ~ .., - 0 :l - 2 0 C") t"" - ~ -. ... 

0 ~ "< --: .., -7 0 2 
-j c ~ 

I~ ::z: -
~ 

0 ,... 
.;:o 

Presenter I Q 22l 4"1 ;j ~ I 12 22l 17 ~ 81 4~ 
Fnends 1 II 2 d q q (j q 2 d _2i 
St\ le of presentation 591 ? _, _,. 62 IQ d 3 23 2it 19 g. 17 -t~ 
Timmg of programs I 261 IS, ? ~~ _)I ~ d ~ II ~. ( ~ -+ 19 
Clear Recepuon 361 171 35 ~ ~ I I& I~ ( 12 ~ 23 

The step-by-step procedure recommended by Churchi 11, ( 1991) was adopted tn 

conducting the factor analysis This process ts represented below: 

Figure 4.2.1: Key Decisions When Factor Analysing Data 

Should factor Analy is Be Applied to 
the Data? 

~ 
Should The Factor Analysis Be 

Carried Out Using The Variable-
By-Variable Or Object - Gy-Object 

Correlation Matrix? 

~ 
Which Factor .Model 

hould Be Used? 

~ 
How Many Factors Should Be 

Retained In olution? 

~ 
hould the Initial Solution Be 

Rotated, And If So, Using What 
Rotation Scheme? 
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The decision to apply a factor analysis on the data was based on an examination of the 

correlation matrix, Table 3.1 in Appendix ill and a plot of the latent roots shown in 

Figure 4.2.2. The concern of the study was in identifying homogeneous items, which is 

also the object of factor analysis. The correlation matrix, Table 3 1 in Appendix lii 

showed some items with large correlations indicating that they should go together The 

plot of the latent roots or eigenvalues also indicated a sharp break indicating that 

factoring was appropriate, as seen in Figure 4.2.2. 

This study aimed at determining the variables (benefits) that go together, and thus a 

variable-by-variable correlation matrix was used in the Factor Analysis. 

The principal components model was used since the objective was to transform a set of 

interrelated variables into a set of unrelated linear combinations of these variables 

According to Churchil l ( 1991): 

The set of linear combinations is chosen so that each of the linear 

combinations (factors or components) accounts for a decreasing 

proportton of the variance m the original variables subJect to the 

conditton that each linear combination is uncorrelated (geometrically at 

nght angles) to all previous linear combinations. 
' 

The Scree test seen in Figure 4.2.2 below and latent roots seen in Table 4 2 3 

below (eigenvalues) were used to decide on the factors to be retained in the 

solution. 
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Table 4.2.3 Total Variance Explained 

f 

I 
~ - - -

l Initial Eigenvalues Extraction urns of quared 

Component Loadin2s 
- ---

Total %of 1 Cumulative Total %of Cumulative 
I variance 0/o I Variance % 

I 19 738 85 817 85 817 I 19.738 85 817 85.817 
2 2.724 11 844 I 97 661 I 2.724 11.844 197.661 ., 
J 0.327 1 423 I 99 084 I 
4 0.161 0 .701 99 786 I 
5 0.045 0 .194 99 980 I 
6 0.003 1.50 99 995 I 
7 0 000 5 144 I 100.00 I 
8 0.000 1 148 100 00 I 
9 : 0.000 2 007 100 00 I I 
10 0 000 1 501 100 00 I 
II 0.000 1 190 100 00 I 
12 0.000 8 465 100 00 J I 
13 0.000 6 879 100 00 : . 
14 0.000 4 297 100 00 I 

15 0.000 1.390 100.00 l I 

16 0.000 -3 64 ~ 100 00 I I 

17 0.000 -7 73 I 10o.oo I 
18 0.000 -9 11 100 00 I I 
19 0.000 -120 100.00 I 
20 0.000 -1 91 100 00 I 
21 0.000 -2 19 100.00 I 

0.000 -2.39 100 00 I I 
22 I I 
?" - J 0 000 -1 01 100.00 I J 

Figure 4.2.2 Scree Plot 

Scree Plot 

~~------------------~ 

Component Numbet 
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The initial solution was rotated in order to reveal different structures in the data to 

allow a more precise analysis. The Principal Components analysis with no 

rotation had all 23 variable orr I tin hi,::)hly with loading heavily on the first 

factor. This is seen in T bl 4.-.·1 b 'I w and in the component Plot Figure 4.2.3 

(a) . This rend r d th int L r tation obscure. The initial solution generated by the 

principal n1 t r m th d had eigenvalues that suggested a two-factor solution. The 

two factor· \ ere rotated using the Oblimin, Figure 4.2.3 (b) and Promax, Figure 

4.2.3 (c) criteria. Promax rotation gave a revealing result of the underlying 

structure in the data, as seen in Table 4.2.6 and Figure 4.2 .3 (c), and thus it was 

adopted. The results of the Factor analysis are presented in the tables below. The 

Pair-wise Correlation Matrix is presented in Appendix III, Table 3.1. 

Table 4.2.4 Principal Components Matrix 

! I Factor/Component 
I 1 2 

1 ZB1 .987 .148 
ZB2 .992 .119 
ZB3 .988 .1 42 
ZB4 .817 -.569 1 

.330 I ZBS 
.937 . 

.992 I 

.986 ; 8 494 ! ZB6 
ZB7 9 773 

I ZB8 .997 3.001 
ZB9 .931 -.240 
ZB10 97 1 I 8 666 i 
ZB11 .947 .257 I 
ZB12 .587 802 ! 
ZB13 938 .324 
ZB14 .889 -.425 
ZB15 813 -.561 
Z816 .972 - 210 
Z817 I .987 I - 119 
ZB18 .815 531 

I Z819 829 -499 
f ZB20 974 132 

ZB21 983 - 148 
: ZB22 904 -391 

Z823 962 257 



The individual row/column entries in Table 4.2. 3 are the correlations between the 

variables and the factors . For example 0.9 7, the entry in the first row and the first 

column, represents the simple corrcl tion b tw en the first variab le and the first factor; 

0.148 is the corrclati n b tw n th econd variable and the second factor. These 

correlation ar r [i t r d t fa tor loadings. In examining Table 4.2 .4 we find that all 

23 variable (b n fit ·ought load heavily on (correlate highly with) factor l. 

Table 4.2.5 Principal Components Communalities 

Initial Extraction 
ZBl 1.000 0.997 
ZB2 1.000 0.998 
ZB3 1.000 0.996 
ZB4 1.000 0.992 
ZBS 1 1.000 0.987 
ZB6 I 1.000 0.980 
ZB7 ] .000 0.994 
ZB8 1.000 0.995 
ZB9 1.000 0.923 I 

ZBlO j l.OOO 1 o.942 
ZBll 11.000 I 0.962 
ZB12 I 1.000 I o.988 

: ZB13 ; 1.000 0.984 
ZB14 I 1.000 1 0.970 1-

: 1.000 ZB15 0.976 I 
ZB16 1.000 0.988 ---~ 1--

ZB17 1.000 0.988 
Bl 1.000 0.946 

ZBl 1.000 0.9"'7 
-----....( 

ZB20 1.000 0. 6-
lB2I 1.000 0.9 --

LOOO 0. 
1.000 0. 

c mmun liti ' lu th t ·pr th prop r ion 
p t db h tor 



Table 4.2.6 Promax Rotation Pattern Matrix 

Comp_onent 
1 ! 2 

ZBl .74 1 ."' 0 

~B2 .706 .370 

ZB3 .7~- .3 37 

ZB4 -.267 l 162 

ZBS 44 6 961 

r-ZB6 .660 410 

ZB7 680 1 3.97 

ZB8 .596 .486 

ZB9 __ 16 .798 

ZBlO .554 .500 

ZBll .857 .168 

ZB12 1.349 -.722 

ZB13 .937 7.713 

ZB14 -4.31 1.014 

ZB15 -.258 I 1.150 

ZB16 .276 .782 

ZB17 .401 .673 

ZB18 I 1.132 -.254 

I ZB19 I -.171 1.079 

I ZB20 I .713 .343 

ZB21 .362 I .708 I 

ZB22 3.928 I .983 

ZB23 866 176 

Extraction Method: Principal Component Analysis. 

Rotation Method: Oblimin with Kaiser Normalization. 

The Promax Rotation Pattern Matrix, Table 4 2 6 gives the correlations between the 

variables and factors after rotation, resulting in more distinct cluster This ts the table 

that wa u ed in determining the characteristics of the two main Factor 
I -

• 



Figure 4.2.3(a) Component Plot In nrotnted pace 

Component Plot in Rotated Space 
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Figure 4.2.3(b) Component Plot In Oblimin Rotated Space 
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Figure 4.2.3(c) Component Plot In Promax Rotated Space 
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because the orthogonal rotations, which are angle-preserving rotations did not yield an 

interpretable result. 

A correlation of th fact r in Pr m r tat ion space is presented in Table 4.2. 7. 

Table 4.2. 7 Pr ma mp n nt orrelation Matrix 

Compo n en t/Fac tor 1 2 

1 1.000 0.694 
2 0.694 1.000 

Extraction fethod : Principal Component Analysis. 
Rotation Method: Promax with Kaiser Normalization. 

Table 3.1 in Appendix III is the Pair-wise Correlation matrix of the standardised 

variables. The achieved communalities of the Principal Components analysis are 

presented in Table 4.2.5 and the total variance explained in Table 4.2.3. Scree 

plot is presented in Figures 4.2 2. The Principal component matrix for the 

standardised variables is presented in Table 4 2.4, this is followed by the Pattern 

Matrix of the factors extracted using the principal component analysis, principal 

component analysis with Promax rotation for comparison in Table 4.2.6. Table 

4 2 7 is the Component Correlation Matrix for the Promax rotation. 

The component or factor plot are pre ented in Figure 2.3 a), (b) nd c) to 

give isual pre entation of th clu tering of the identified actor ·actor 1 or 

ompon nt I i th bigg r clu t r 'i th mor riabl correlatin hi hi v. ith it 

h n ctor/ ompon nt -



4.2.1 INTERPRETATION OF FACTOR ANALYSIS 

Two main factors were identified. The first factor had the large majority of highly 

correlated variables. The total vari tion in th data is explained to a great extent 

by the two-factor soluti n. I h l tal variance of the 23 variables when 

standardised i 2 and th' first mponent or factor accounts for 19.738/23 = 

85 .817% of th vnrianc and the second component accounts for 2.274/232 = 

11 .844% ofth variance. 

The two components together account for 97.661% of the total variation in the 23 

variables. This is shown in Table 4.2.3. 

When the achieved communalities of each of the variables are considered 

separately it is observed that all the variables are captured nicely by the two-factor 

solution The achieved communality or extraction for all the 23 variables is above 

90% that is above 90% of the variation in each of the 23 variables is reflected by 

the first two factors The results are seen in Table 4.2.5. The achieved 

communalities shown in the right hand column of Table 4 2 5 were calculated by 

squaring each factor-loading matrix. (i n Table 4.2.4) and then adding the re ults 

across factors . Thus. for variable 1, the achieved communality is 

(0 997)"1. + (0.14 )2 = 0.997 

In n, ming the actors con ideration \Va given to the v riable that go \\:ith ea h 

actor Th ni 1c nee o the actor lo ding rom th Proma Rot t d Patt rn 

I tri • Ta 

con id r 

26 jud d u m 

nific nt t h 

I crit ri 1 h din, \ 

I ph I I o 0 0 . wh i h 1 



typical for the social sciences. This meant that the loading would have to be 

greater than 0.30 to be considered statistically si::.ni ficant. 

On examining the load in m, t1 i. n n of the variables lacked a significant 

loadingon anyofth tw C ·t r· . Thu noneofthevariab les wasdropped. 

4.3 FACTOR TIL T lVIA Y EXPLAIN BENEFITS 

SOUGHT IN LISTEt ING TO A RADIO STATION 

The mam factors were identified based on the Factor Analysis with Promax 

Rotation. The Promax rotation was done with Kappa = 4 and convergence was 

achieved after 3 iterations. The factor loadings were generated above a 1.0 

eigenvalue limitation. 

The Benefits identified as significantly correlating with Factor 1 were: 

l. To listen to 1 ews 

,., To listen to \Iusic 

3. To listen to others opinions and also express my views 

4. To get religiou inspiration 

To keep me from being lonely 

6 To rela.· 

7 To li t n to joke and com d' 

I 0 o m orm ti non th n 

i 



11. To get newspaper reviews 

12. To get Sports updates 

13. To get Traffic updates 

14. To get Busines. lnf rrnati n 

15. for ntcrt ·1inm 'Ill 

16. For ducution 

17. To listen to dverttsements 

18. To get information on events and occurrences 

The Benefits identified as significantly correlating with Factor 2 were: 

l. To listen to L ews 

2. To listen to .lviusic 

3. To listen to others opinions and also express my views 

4. To get religious inspiration 

5 To keep me from being lonely 

6. To relax 

7. To listen to jokes and comedy 

To keep up wi th polit ical affa irs 

9 To win prizes 

I 0. To_ et in ormation on weather pattern 

II To t in ormation on prodt cts and rv1ce 

L Tog in orm tion on mplo ment opp rtuniti 

I" o t n \ pa1 

To rt u 



16. For entertainment 

17. For education 

18. To listen to Advertisement 

[t was observed that th v ri bl with th~ highest factor loading for Factor 1 was 

'to listen to dv rti · m nt ·· folio ed by, 'to get information on the Arts' then 

followed by ' to get Traffic Updates' For Factor 2 the, variable with the highest 

factor loading was 'to get information on weather patterns ' followed by ' to get 

religious inspiration then 'to send and receive messages' . 

Factor 1 had 18/23 of the variables (benefits sought) with significant factor 

loadings while Factor 2 had 19/23 of the variables with significant loading. 13 of 

the 23 variables overlapped or were common to both factors 1 and 2, this were: 

1. To listen to News 

2. To listen to Music 

3. To listen to others opinions and also express my views 

4. To get religious inspiration 

5. To keep me from being lonely 

6 To relax 

7. To listen to jokes and comedy 

3. To keep up with political affairs 

9 To get in ormation on weather pattern 

I 0 To get new paper rcvie\ s 

II For Entenainm nt 

l_ For du tion 

. 
·o li n to \d ni m nt 



Some variables were exclusive to each Factor. For Factor 1 the exclusive 

variables or benefits sought were · 

l . (ZB 11) Tog t info• m lti n n H.:nc and Technology (0 .857) 

2. (Z£31 2) T get inf 1111 ti non the Arts (l.349) 

3. (ZB l ) To get Traftic updates (1.132) 

4. (ZB ..... J) To get information on events and occurrences (0.866) 

For Factor 2 the exclusive benefits sought were: 

1. (ZB4) To send and receive messages (1.162) 

2. (ZB9) To win prizes (0.798) 

3. (ZB14) To get information on products and services (1 .014) 

4. (ZB 15) To get information on employment opportunities ( 1.150) 

5. (ZB 19) To get business information (1.079) 

The factor loadings in brackets are presented in Table 4.2.6. 

The two factors can be named on the basis of the variables that have significant 

loadings that are exclusive and thus cause the facto rs to be unique and 

distinguishable from each other. 

The benefits identified exclusively with Factor I have knowledge or information 

s their common basis 'and thus Factor I can be described or named the 

in ormation or knO\ ledge eeker:;. 

F ctor 2 c n b n m d h opp nunn 

IOC th id nti I d h 

omm n b i 

h pur ut o r I -



The two factors can be further classified as in Table 4. below: 

T bl 4 3 1 Radl·o Audience Benefit eom nts a e . . : 

K 

<.. ,l\tC T 
l. lnf 1 rnation on the Arts 
-· T t Traffic Updates 

MAIN UNIQUE BEN FIT 

SELF ENHANCEMENT 
SEGMENT 

1. To send and receive messages 
2. To get information on 
employment opportunities 

. To get info rm ation on 
events and occurrences 3. To get business information ~PHICF CT~~----~~~~~~--------~F~e-m-a~1e-, ~S~in-g~le---------------

LEADING BRAND 
(1\ADlo STATION ) 

RADIO USAGE (FREQUE CY 
AND DURATION 

1 ation, BBC 

Listen frequently, 
more than one hour. 

Capital, Kiss FM 

Listen very frequently, more 
than one hour. 

The above table is adopted from Haley, (1963) "Toothpaste Consumer Benefit 

Segments." Further analysis on the two segments was facilitated by the use of 

Tables 2.1 to 2.10 in Appendix II and Tables 3.2 to 3.4 in Appendix III . 



CHAPTER FIVE 

5.0 DISCUSSION , 
CONCLU I 

llVIARY AND 

5.1 DI u l F . fi ~ I DINGS 

5.1.1 BENEF I1 TH T DIE CES IN NAIROBI SEEK 

FROIVI THE DIFFERE T RADIO STATIONS 

In this case study I attempted to identify the benefits that audiences in Nairobi 

seek from the different radio stations. I was able to identify 23 benefits which 

were a consolidation of a variety of responses from those interviewed. 

The benefits identified tended to be generally common to the whole population 

and this as contrary to what I had expected. My expectations were that there 

would be a wide variety of benefits sought, with the respondents coming out 

clearly in their diversity. These expectations were based on Caroll and 

Silbergleid, (1993) research on the meanings of radio to teenagers. Their findings 

had wi der diversity with benefits being identified exclusively to different group 

Interestingly the benefit 'to keep me from being lonely' which was ident1fied by 

C roll nd ilbergleid ( 1993) was also identified in this re earch orne 

re pondent indicate that the. u::;e radio to keep them company nd help them 

m • tim o b fa t r. thi I o 1d nti 1 d b Trod hi nd kolnik 

In th hi h 

num unli • 0 m 



Another interesting observation on the benefits sought by audiences amongst the 

university students in Nairobi was that only - indicated that they would run a 

vernacular station if they owned r di 't tion. This was in sharp contrast to 

Stenhouse, (1995) in her r c r h on outh African radio audience where 48% 

indicated that th y tun 'd t ri an anguage stations. 

Perhaps it would have been of interest to examine the diversity in benefits sought 

based on ethnic differences. In the study by Caroll and S ilbergleid, (1993) it was 

found that the listening preferences of ethnic groups differed. In the test 

questionnaires developed in this research, questions on ethnicity provoked 

controversy and were largely resisted and thus this line of questioning was 

dropped. 

It was observed that the main benefits sought were also the matn reasons for 

changing channels. Thus it appears that if the radio station does not satisfy the 

benefit sought then the audience tune in to other radio stations in pursuit of the 

benefits The reasons for changing channels would be valuable information for the 

current radio stations smce it was clear that audiences changed channels mainly in 

earch of better programmes, because of pecific programmes and due to better 

presentations 

\ con ist nt ob rv tion a m e on the main b netus ought d n e from the 

ttitud qu uon Th m in b n fit 

n 0 li t n mn hi on 1 t nt ro h 

m ph 0 h r nd nt hi n an m 



assumed that benefits sought would differ considerably based on demographic 

variables such as sex, marital status and occupation. 

Curiously, radio channel pr f n.:nc w l' n iderably different based on sex. The 

top five preferr d rndi ·tuti n · f r the male respondents were Capital, Nation, 

Metro 10 l . , KB eneral and BBC \ hile for the female respondents, they were, 

Capital, Metro 10 1.9, r at1on. Family and Kameme FM. This may suggest that 

beyond benetits sought there may exist other reasons that determine channel 

preference. 

5.1.2 SEGl\tiENTS FOR NAIROBI RADIO AUDIENCES FROlVI 
A BENEFIT-SOUGHT PERSPECTIVE 

0 

Two main segments were identified, these were the information seekers and the 

self-enhancers This segments were characterised by having 13 benefits in 

common and 5 unique benefits out of the 23 identified benefits sought. This 

meant that the segments identified were not clearly defined due to overlapping 

bene tits The small number of umque benetits between the segments in this study 

indicate that the demarcation between the two segments is not conclu ive and it 

could be argued that ~egmenrs exist. 

E p ct tion t he b inn in o hi tudy ,. 'ere th t there ould bt: era! 

umed hat p opt r in th 1r 

Th r ul o th t r 10 

udi nc h \ mor mul nu m nn 



As a result of the findings it was suspected that the benefits sought by radio 

audiences are not inherent to individual listeners but may be created by external 

forces such as the radio stations them lv . Thi imp lies that the radio stations 

create the audience and henc r t th b nefits sought. This was also noted by 

Stenhouse, ( 1995). 

The common bene tits shared by both segments may indicate the basic benefits 

sought be any radio listener and the unique benefits may be seen as secondary 

benefits sought after the basic benefits have been satisfied. This is so because it 

was observed that the leading benefits sought, ' to listen to news ' and ' to listen to 

music were among the common benefits shared by the two factors . 

5.1.3 THE FACTORS THAT CAN EXPLAIN THE BENEFITS 
A PERSON IS LIKELY TO SEEK BY LISTENING TO A 
RADIO STATION 

The underlying factor motivating listeners in the first segment was information 

while the second segment was motivated by self enhancement. The factor may be 

used to e'<plain the unique benefits that a person is likely to seek by li tening to a 

radio tation ince the common benefits sought overlapped and had no 

distinction between the two segments it. wa not possible to e. ·tract factors that 

could be u ed to e ·plain the benetit ought be radio listener 

t th b mnm o thi r rch it n i ton th 1 ctor ould cl r1 

m r m ut no n pi m ob Ho r I o h 



overlapping benefit s factors extracted to explain the common benefits would be 

mere specul ati on. 

By the end of this ca. -;tudv it w·t n t d that benetit segmentation of radio 

aud iences though v, lua ·h uld n t be u 'ed exclusively since some of the 

facto rs that e. plain 1 adu II ·tener- hip may be better exp lained by other bases of 

segmentatio n such a demographics and psychographies. 

- 7 ~ .... SUiVIiVIARY OF THE FINDINGS 

This case study of the University Students in Nairobi revealed that: 

I. The radio audience can be segmented on the basis of benefits sought. 

Benefits segments for radio audiences are fuzzy and not mutually 

exclusive as there is a great tendency for the benefits to overlap 

.3 . There appear - to be two possible egments for rairobi radio audiences 

from a benetir- -ought per pective 

lo t o th r pe ndent li ten to radio for long durat ion (majority O\ er c 11 

our nd t I n •th majorit 'li t n d r qu ntl} c nd r/ fr qu mi.' 

111 u n rfn pr ..!r mm 



5.2.1 IMPLICATIONS OF THE FINDINGS 

The media houses that own the vanou radi tati ns tn Nairobi can use the 

findings of this research to under t nd th tr , udi~nc~ better as we ll as segment 

more accurately 

The research ha · sh wn that benefit egmentation can successfully be used m 

segmenting radio audiences 

The results ofthe research can be used to develop audience profiles which may be 

used to explain and predict lifestyle and consumption patterns. This can be used 

by radio stations in the development of new products as well as in the formulation 

of market strategies. 

Practitioners of marketing and the media houses may use the results of the case 

study in their marketing research etTorts and in evaluating the etTectivenes and 

relative market posit ton of the different radio stattons 

The benefit of enrering into benetit segmentation against the CO ' t of ·uch 

egrnenration \..Ould b gauged ba ed on thi ca t: tudy .. larkcting org nization 

and r, dio tati n or me ia hou e may evaluate the meri of b net it cgmema 1 11 

nu 'Ill~ 111 ll 



5.3 RECOMMENDATIONS 

The methodology used in this study can b r pent d for other cases as well as for 

a wider population. 

The re earch an be ma 111 re u · ful by being developed into an applied 

re earch b the media h u e · The media houses have resources and manpower 

that would allo\ them to conduct a more rigorous case study over a longer period 

of time. 

Users of the information generated from this research should attempt to integrate 

findings on benefit segmentation with those of demographic, psychographic and 

other behaviouristic bases 

-\s suggested by \ ind, ( 1978) benefit segmentation research can be used for 

general understanding of a market, positioning, new product introduction for 

advertisino decisions and for distribution decisions 
::::> 

5.4 L\IITA I II 

rhe ca e rud, i ba d on a re tricted population of ni cr ity tudem tn 

c irobi an it ma, b erroneou to e trapolc te or ·t nd h tnding on thi c 

1d r 1r bi p f ulat1 n roth 1 gr up 



The tindings of the study may be temporar due ro the changing nature of 

consumer preferences over time Thi rna mak. the tindings of this research 

outdated over a period of time 

There wa a con 'tnllnl n lim 1nd money Due to the short time available (three 

month ) a mor detailed and rigorous case study, though desired could not be 

achieved. 

5.5 SUGGESTED AREAS FOR FURTHER RESEARCH 

The study can be repeated on other populations or on the same population over 

different times. By repeating the study over time and on different groups the 

accuracy of the findings is increased. 

A different research design based on the pyschographic or demographic bases of 

egmentation can be used on the same groups studied in this case 

The de ·criptor tirsr ~egmenrarion where variables are ' pecified in advance may 

, l o be u ed in fi.mher understanding the case under study 

hi tud rna b r plic ted on oth r population for mple, it m, y be 

\ nh th mire p pul uon of irobi 



6.0 APPENDIX I 



QUESTIONNAIRE 
SECTION A: 

l. Please tick on all the FM Radio hanncl on u ually listen to: 

BB 9'"' . 7 Fi'vl 
apital 98 ~ I· M 
itizcn 106 7 I I 

Famil 10 1·\l 
l am em, I 0 l l F 
[ 8 att n<tl e1 \tee 9_ 9 F\1 

I 
[ 
[ 
[ 
[ 
[ 

KB General Service 95 .6 FM 
Metro 101 .9 FM 
Metro East FM 9 1.9 
Nation 96.4 FM 
Sound Asia 88.0 FM 
Other (Please specify ... .. ............. ) 

2. \Vhat are the main benefit • ou derive from listening to radio? 

(i) 
(ii) 
l iii) 
(iv) 
(v) 
(vi) 

............................ .. 

........ .................... 
.... . ...... . ......... . ......... .... 

... ........... ........................ 
.................. .. . . ... .... . 

3. Match the benefits derived with the radio station that best provides these benefits. 

BE:\fEFIT 

(i) .... ........ ........... 
( ii) 
(iii) 
(iv) 
(v) 
( i) 

.. ... ... . . . .. . ... ... .. . . . 

................ ····· 

RADIO STATION 

(i) 
(ii) 
(iii) 
(iv) 
(v) 
(vi) 

................... 
••••••• 0 • • • •••••••• 

4. \\here do )'OU li ten to radio (tick in all the appropriat bo'\e )? 

( ] In your ampu:> room 
[ ] When tra elling 
( ] t home 
[ J El e\ here(Piea e pe if• 

\\ h 11 \ 0 ll t h i Jl k 0 r ra d i 0. " h :l t i t h li I' t t h i 11 g ~ 0 ll t h i 11 k r? 



7. Please tick in the appropriate box the 6 main benefits you derive from listening to 
radio. 

LIST OF POSSIBLE BENEFITS OF LISTENING TO 
RADIO 

ame radio station 
ntation of roorams b the radio station 

TICK 
BELOW 

I '-' I 

ro rams b}' the radio station 
~---:<-:----:·-:---::-------:-:-----+-------· 

ption of the radio station on my radio 

r r 0 tsten to mustc ' ' 1 To hear other p_eoples opinions and also express my views 
i To send and receive messages 
I To get Religious inspiration 

1 To keep me from being lonely 
, To relax i 

To listen to jokes and comedy 

1 
To win prizes 

To get informed on events and occurrences 
To get information on science and technology 
To get information on the arts 
To get information on weather patterns 
To get information about products and services 

To get newspaper reviews 
To get sports updates 
To get traffic updates 
To get business information 

ln the table belo' , plea e tick the media, ' hich pro ide 
n '' . information. entertainm nt and edu ation. (Plea 

ou with th be t ource of 
tick onl_ on f reach ro' ) 

I 
I 



SECTION B: 

1. How frequently do you li ten to radio per day'! (Tick in only one box as applicable 
to you). 

Very Rare! R·u ly Moderately Frequently Very Frequently 

2. For what duration of time do you usually listen to radio continuously? 

[ ] Less than one hour. 
[ ] One hour 
[ ] More than one hour (Please specify ................ .. ............ ). 

3. At what times do you listen to radio and why? 

TIME (e.g. 8.00 am to 10.00 am) REASON FOR LlSTEt I GAT THE J 
PARTICULAR TIME 

~-----:----
.\[orning 
------------+-------------------------~--------------------------------~ 
.-\fternoon 
------------+-------------------------~----------------------------------. 

Evening , 

\light --, ___ __] 

-L If~ ou u ually li ten to different channel , "hat are the main rea on "h. ) ou 
change from one channel to another'? 

i) 
(ii) 
(iii 
1\ 

(v) 
vi) 

If~ ou li ll'll to only o rH h:tnn •1. what .tr th main ,. a on "h~ ~ ou d< not h:\ll!!l' 

f1· Ill 0 II C IW Jllll'l l 0 a II ll h •r·'! 

( I) 



6. For each of the following programs identify the station (by writing in the space at 

the top e.o. KBC) and rate the extent to which you like the particular prooram from 
b ' 0 

the station on a scale ranging from 1 to 5 (Where 1 = like most and 5 = least liked). 

RATi t 

PRO RAM 

C \ Gl'tLSGtn\.:nts 

Busmess reports 

~ocumentaries (educational) 

\ lustc(lnternauonal/F cretan) 

\iustc (Local/African) 

\~\\S bullerm (Local news) 
\~\\ s bulletm 
lnrcrna[lonal ne\\·s) 

:!!one-tn comperittons 

~ltctous programs 

I 

PR rR. !VI PER RADIO STATION 

TATION: 12. RADIO STATION: 3. RADIO STATION: 

I , ... .. .... ...... ... .... ....... . ·························· ·· ·· ······························ 

- .) - I - - .) ) 
1

[ 2 3 4 ~ 

l 2 " 4 5 I 2 
.., 

4 5 I 2 " 4 5 .) .) .) 

1 2 
.., 

-+ 5 l 2 
.., 

4 5 l 2 
.., 

4 5 .) .) .) 

? 3 -+~ .5 

2 
.., 

-+ .5 .) 2 
.., 

4 .5 .) 
') 

.., 
-+ 5 .) 

2 
.., 

-+ 5 .) 2 .) 4 .5 2 .) -+ 5 

2 
.., 

4 5 .) 2 3 4 5 2 
.., 

-+ 5 .) 

2 
.., 

-+ .5 .) 2 
.., 

4 .5 _, 2 
.., 

-+ ) .) 

7 3 -+ 2 3 4 ) 2 3 -+ ) 

2 
.., 

4 .5 .) I I 2 3 -+ ) 2 
.., 

-+ .) 

') 3 -+ .5 ') .., 
-+ - .5 .) - - -

2 3 -+ .5 

2 3 -+ " 2 3 -+ .5 
') 

.., 
-+ ) _, 

- - -
1 

.., 
-+ - .) ') 

2 3 -+ .5 

' 
I 

- - - - - - -
- - - - -- " .) - -- -- ' I -- -

- , 5 -- -- -- -

If · HI 0\\11 d a •·adio ration, how would it difltT fr m thl' on· yo u li t n t 1\0\\ '? 



8. lndicate your level of agreement or disagreement with the following set of 

statements on yo ur top three radio channels by ticking on the spaces provided as 

appropriate to you. 

ls
1 

Radio Station : .................... ····· 

Programs nrc u · t'ul t lh uudi nee 

Program · ar to tong 

dvertisements are too many in between 
Program 

Presenters talk too much during programs 

Programs presented are of high quality 

-
JIHI R d' s . a 10 tatlon: ....................... . 

Programs are useful to the audience 

Programs are too tong 

Advertisements are too many in between 

Programs 

Presenters talk too much during programs 

Programs presented are of high quality 

J nl R d' a to tation: ........................ . 

I 1 gram re u eti.tl to the audi nee 

r toolong 

n 

urm r pro r m 

Pr r m 

Agree Agree Don' t Disagree Disagree 

ompletely partially know partially co mpletely 

[ ] 

[ J 

[ J 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ J 

[ ] 

[ ] 

[ ] 

Agree Agree Don 't Disagree Disagree 

Completely par1ially know partially completely 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

Agre gr~.:e Don 't Di !.!.ree Di~aur~.:e - ~ 

Completely partially kno'\ parttall) compl t~.:ly 

[ ] 

[ j 

[ j 

[ J 

( 1 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ) 

[ 1 

( 1 

[ J 

( ] 

[ ] 

[ ] 

[ ] 

[ I 

( ] 

[ ] 

[ ] 

[ ] 



SECTION C: 

I. Please indicate your nam pt ional) ................................................... . 

2. Please indicate your ...., n I r sn), hy ti kino the appropriate box. 

I Male Femal e 

J. Pll'ase inuicat ' yo ur marital taws, by ticking the appropriate box. 

inn[e ;:, 
Married Di vorced Wido wed 

-L Plea e indicate your age ........................ years. 

5. Please indicate the religion you belong to ...................................... .. 

6. Please indicate the university you study at.. ..................................... . 

7. \Yhat degree course are you pursuing? .......... . .................. . ........... . . 

8. Plea e indicate the year of tudy you are i11. . ... .......... . ........... . .. . ....... . 

9. How long have you lived in ~airobi? .... . .. . .. ... .. .... . ... . ......... . .. . ......... . . 

I 0. If you '"i h to gh e an: co mm ent rega1·d iu g an: i ue ra i d in th e q ue ti nnair 

plea e u e th e pac h lo" : 

..... ..... . ········ ·· ··· ············· ······· ······························································· 
·· ··· ····· ····· ··· ··· ·· ···· ·· ············ ··········· ·········· ······ ····················· ..... ·········· ... 

I 

•• • ••••••• • •••• • •• • ••• • ••••• • ••••••••••••• • •• •• ••••• 0 •••••• • •••••••• ••••••••••••••••••••••••••••••••••••••• 

............. ················································· ............................................... . 

. . . . . . . . . . . . .. . . . . . . . .. . . . . . .. . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . 

!Iff 'KlO 
I 



Table 1.1 Demographic Classification of Sample Data 

i 1s I1 J C/) s c 1J 0 --i 

I 
l> m - l> -- -- < 0 r s z ;;u G) G) 

--i m l> ~ ;;u ;;u ;;u 0 l> I r ,m l> l l> ;;u r Jgj 0 10 (') i I jm c 

I ~ 
m 

I I l> 0 
iCAMPUS --i m 
FEA 4 3 c 7 0 0 7 
Lower Kab t 6 1 2 10 5 0 15 
,Daystar ~ 10 1 3 14 0 0 14 
iUpp r Kab t 18 3 1 2 21 0 0 21 
,UON Mom .1 1 ~ 91 2 1 22 0 0 22 
Chiromo 1 121101 2 1 2 16 6 0 22 
iParklands I 1~ 10! 2 1 24 0 0 24 
USIU-A l 15 12 2 2 27 0 1 27 
College of Health Sc1ences 17 10 2 2 25 2 0 27 
Kenyatta Un1vers1ty 30123 4 7 45 8 Ol 53 
TOTAL 136 961 21 I 221 211 21 1 232 

Table 1.2 Degree Course Classification of Sample Data 

DEGREE COURSE MALE 
I 

FEMALE 1TOTAL 
Bachelor of Arts 161 201 
Bachelor of Education 141 1 
Bachelor of Science 161 121 281 
Bachelor of Vetrina~ Medicme 13: 1' 14' 
Bachelor of Pharmacy 3 1 4 
Bachelor of Medicine 8 ~ 17' 
Bachelor of Science , Nursing 41 41 81 

< Bachelor of Science. Agric. Eng . 3 21 Si 
Bachelor of Home Economics 01 21 21 
Bachelor of Arts, Business Mgmt. 1 0 1, 
Bachelor of Administration, IBA 7 7 14 

I 

Bachelor of Sc1ence, Info. S~s & Tech 3 11 4 
Bachelor of Busmess Administration 2 3 5 
Bachelor of Sc1ence Info. Tech 11 0 1 
Bachelor of Law 14 

-, 

10 24 -Master of Arts 6 6 
aster of Education 2 2 -



Table 1.3 Benefits Sought By Radio Audiences 

BENEFITS TOTAL 
IMusic 17 1 
INews 16 
iTo relax 11 
& 1i9_!ous lns_eiration 9 
~o on events a;.;.nd:;...;;.o.;;.cc;:.;u:;.;.r.:..;r ;.;.;.;;...=.t __ ......;;9_, 

P,=ntertamm :::..cn:.:.:t~-------lf----=6_, 
Opmion & 2;.:.' .::.;;.::......;.;~.;;._----....;5-l 
To list n to j-'-ok ____ ·--1-- 4 
PolitiC 'J 1~<::.:.1f.;..:f1:.:.:ir~·s:._ _____ +-- 4 
!sports u r:.:Pda~a:..:..:te:::.::s:__ ____ +--·-4~ 
[Educat:..:ro:.:..n:.__ ______ ~,__ __ 3~ 
,Kee from being lonel 2 

Info on products and servrces 
,To get business information 
Newspaper reviews 
Win prizes 
Info on the arts 
Traffic updates 
Info on the weather 
Employment opportunities 
Advertisement 
.Get consoled 

Figure 1.3: Benefits Sought By Radio Audiences 
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Ta ble 1.4 A: Percentage Benefits Sought By Sex 

/BENEFITS MALE FEMALE 1 

/News 73 531 68 7~ 

/Music 75.74/ I 

O.Qinions & express vtews I 22 o6j_ 
Send & receive messages 1 5.151 

Religious lnSJltratton --LJ4.56j 

Keep from betng lon I I 8.8~ 

Tore/ax ' 51 .47/ 

~o listen to JOkes_comt;!d_y 19.8~ 
,Win prizes 5.88 

Political affairs 

Info on events and occurrences 

Info on science & technology 

Info on the arts 

Info on the weather 
I 

,Info on products and services 

Employment opportunities 

Newspaper reviews 

Sports updates 

Traffic updates 

To et business information 

Education 

,Entertainment 

Advertisement 

Get consoled 

I 
I 

I 

I 

22.79 

37.50 

9.56 

4.411 

2.94/ 

7.351 

3.68/ 
I 

6.62/ 

25 741 

18.381 

19.851 

2.94/ 

0.7~ 

72.92/ 

25.00 -
8.33 

50.00 -
17.71 

43 .75 
·-

18.75 

4.17 

13 .54 

42 .7 1 

3.13 

2.08 

3.13 

4.17 

1.04 

4.17/ 

6.25/ 

4 .17/ 
2 .081 

14.58 

34.38/ 

2.081 

1.041 

Table 1.4 B: Percentage Benefits Sought By Sex 

BENEFITS MALE FEMALE 

St~le of presentation 27 21 1 30.21 

Presenter 24.261 44 .79 

Clear Reception 19.12 13 54 

Ttmtng of programs 16.18 18 75 

Friends 1 471 0 00 
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Table 1.5: First Thing You Think of vVhen You Think Of Radio 
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Figure 1.5: First Thing You Think Of When You Think Of Radio 
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Table 1.6: Difference of Radio In Life 
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Figure 1.6 Difference Of Life Without Radio 
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Table 1. Reasons For Changing Channels 

.Clear Reception 281 
Better music/programs 
Better news 
Better presentation 
Presenter talking too much 
Boring music/program 
Too many advertisements 8 
In search of specific programme! ___ 8__,3 

Jokes 9. 
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Education 7 
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Figure 1.8: Difference You Would Make If You Owned A Radio 

Station 
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Table 1.9: Data By Rea on Benefit And Time Of Li tening 

MUSIC 3 42 331 57 
0~1ons & express v1ews 1 ---
Send & receive messages 0 

Religious Inspiration 0 
Keep from being lonely 4 61 

To relax 1 62 
TQJ!_sten to JOkes & comedy 3 
Win nzes 0 0 ---
Political affa1rs 0 1 0 - -~ -~-

echnology 0 0 0 
Into on 0 0 
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Table 4.2.1 Channel Preference By Sex and Marital Status 

RADIO MALE MALE FEMALE FEMALE FEMALE 
STATION SINGLE ~ARRIED ~INGLE MARRIED DIVORCED ~OTAL PERCENTAGE 
BBC 5~ ~ 25 2 0 90 38.79 -- ~ -
CAPITAL 106 61 6 1 179 77.16 -·-- -
~TTZ N - 50 -~ 19 3 0 76 32.76 
FAMILY - 45 _ _l. 51 5 0 104 44.83 r- - f- 5:Z KAME ME 4 34 7 0 97 41.81 r-

62 0 KB EN •R I_ 6 32 2 102 43.97 

KB NATlON~L 3J 
, 

33 0 0 68 29.31 
METRO 101.9 83 6 54 3 I 147 63.36 
METRO EAST 4 1 4 0 0 9 3.88 
NATION 101 8 52 4 0 165 71.12 
1QRA95.1 2 1 c c 0 3 1.29 

I!Gss FM 37 ~ 27 3 0 71 30.60 
tfOTAL 126 11 83 11 1 232 100.00 

Figure 4.2.1: Channel Preference By Sex And Marital Status 
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Table 4.2.2: BBC 

- - -
PROGRAM ... IKE MOST LIKE NEUTRALDISLIKE LEAST LIKED 

Advertisements 2 2 4 4 10 
Business Reports 9 3 5 3 5 

Documentarie .!.§ - 6 2 1 3 

Interviews 1] 4 1 2 1 

~usic ~oreign2 5 1 3 4 9 

~usic (Loc I) 2 2 2 3 12 

News bulletin (Local) 5 8 3 2 5 

News (International) 26 1 0 2 3 

Phone in competitions 2 3 4 4 8 
Phone in talk show 4 3 2 3 6 

Press Review 11 5 2 3 3 

Religious programs 5 2 5 2 10 

Sports 11 5 7 2 3 
Traffic Updates 2 0 0 4 12 
Weather Reports 2 3 3 3 10 

Figure 4.2.2: BBC 
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Table 4.2.3 CAPITAL FM 

-
PROGRAM ! ... IKE MOST "- IKE NEUTRAL DISLIKE LEAST LIKED 

~vertisements -ro t- 20 9 1J 11 

Business Reports 42 35 19 9 7 
1_0 18 

t~ 

17 15 Documentaries 36 

Interview 22 31 16 ~ 15 
-

~uslc(fore n) 83 14 5 1 14 

Music(loc I) 15 12 25 30 29 

News bulletin(local) 52 20 23 10 11 

~ws(international) 44 22 21 1E 10 

Phone in competition 63 18 14 ~ 15 

Phone in talk show 34 31 14 15 25 

!Press Review 23 19 21 19 19 

~eligious programs 17 17 15 15 41 

Is ports 5-4 22 16 14 10 

~raffle 76 7 5 10 6 

!Weather 49 24 20 a 15 

Figure 4.2.3: CAPITAL FM 
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Table 4.2.4: CITIZEN 

PROGRAM .. IKE MOST 1 ... 1KE)~EUTRALO IS LIKE LEAST LIKED 

~dvertisements 5 __1 9 4 2 

Business Re orts 2 6 6 _3 3 
1- . 3 §I- 8 6 3 Oocumentanes 1-

Interview 5 7 6 5 2 

~usic{!oreign_) 10 _§ 4 2 0 

~usic(loca9 12 5 2 J 0 

News bulletin(local} 17 8 2 2 2 

ltiews(international) 12 7 1 1 1 

Phone in com~tition 3 6 4 5 4 

Phone in talk show 4 4 6 4 3 

Press Review 11 a 1 2 3 

Religious programs 4 4 4 4 5 

Sports 3 6 4 4 4 

Traffic 3 2 6 2 6 

Weather 4 6 5 2 5 

Figure 4.2.4: CTITZEN 
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Table 4.2.5: FAMILY 

PROGRAM 11-IKE MOST ~~ NEUTRAL DISLIKE LEAST LIKED 

fA,dvertisements 6 - 6 12 10 9 
Documentaries f2 ~ 7 4 6 8 - -
Interview 16 9 5 6 7 -
Music(!oreign) 34 9 2 3 4 - 7 ~usic(local) 13 11 7 8 

Phone in competition 11 5 9 2 10 
Phone in talk show 12 10 8 6 6 

Religious programs 43 2 1 1 2 

Figure 4.2.5: FAMILY FM 
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Table 4.2.6: KAMEME FM · 

PROGRAM LIKE MOST t'-IKE !NEUTRAL DISLIKE LEAST LIKED 

!Advertisements 12 9 11 -4 4 

Business Reports 4 4 5 7 12 -
Documentaries 9 8 6 ~ 7 

Interviews 9 4 6 ~ 9 
f- 11 7 ~usic foreign) 1-~1- 8 4 

~usicQocal ---:: 
....;...;;;: - 4 29 2 3 1 

Phone in competitio11 3 3 5 8 15 

Phone in talk show ~ 8 7 3 10 

Religious programs 10 9 4 7 6 

Figure 4.2.6: KAMEME FM 
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Table 4.2.7: KBC GENERAL 

PROGRAM 1 ... IKE MOST ... IKE NEUTRAL DISLIKE LEAST LIKED 

Advertisements 22 13 16 9 15 
Business Reports 1_§ 19 - 19 11 13 

Documentaries 37 
1-

25 9 s 8 - -
Interviews 10 21 19 9 17 - 1o -
~usic foreign) ~ 35 12 9 

~sicQocal) 33 18 13 5 12 --
News bull tin(loc 11.!2._ 31 19 9 1C 11 

News(internatJonal) 14 20 16 s 16 

Phone in competition 4 9 14 14 32 

Phone in talk show 6 4 22 14 25 

Press Review 23 7 12 11 19 

Religious programs 32 19 12 11 6 

Sports 2~ 21 15 9 11 

Traffic 15 16 15 12 17 

Weather 2~ 12 13 7 19 

Figure 4.2.7: KBC GENERAL 
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Table 4.2.8: KISS FM 

-- --
PROGRAM LIKE MOST L-IKE NEUTRALDISLIKE LEAST LIKED 

Advertisements 4 9 10 6 3 

Business Reports 1 8 6 3 8 
"• 

Documentarie 3 4 4 6 11 -
Interview 7 5 3 7 8 -
~usic foreign) 26 3 1 0 8 

Music(loc 9 6 7 5 8 6 

News bulletin(local) 11 4 6 7 5 

News(international) _7 7 7 6 5 

Phone in competition 16 6 5 3 5 

Phone in talk show 13 5 4 4 4 

Press Review 3 5 10 2 8 

Religious programs 3 3 5 2 16 

Sports 3 5 8 7 5 

~raffle 5 6 5 4 8 

Weather 5 6 6 3 9 

Figure 4.2.8: KISS FM 
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Table 4.2.9 METRO 101.9 FM 

PROGRAM LIKE MOST .. IKE NEUTRAL DISLIKE LEAST LIKED 

Advertisements H 9 26 6 15 
Business Reports 5 13 16 14 13 

Documentaries 6 12 9 17 19 
10 16 

-
15 Interviews 12 13 -

Music(!oreignj 35 16 12 6 7 

Music(loca l) 3] 18 9 6 4 -
Phon in comp titi2!!_ 18 19 13 11 10 

Phone in talk show 18 22 13 7 9 

Religious programs 13 16 10 9 17 

Sports 20 17 14 7 15 

Traffic 15 14 12 12 15 

Weather 13 12 20 10 14 

Figure 4.2.9: METRO 101.9 FM 
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Table 4.2.10: NATION FM . 

PROGRAM LIKE MOST ... IKE NEUTRAL DISLIKE LEAST LIKED 

Advertisements 25 25 25 11 10 

Business Reports 26 19 25 10 6 

Documentaries 27 23 22 11 8 -
6Q § Interviews 16 14 5 

M_usic(!.oreign 3j 
- 4 32 12 10 

21 27 '-- 7 Music loc 9 24 11 -
News bull tinQoc I) 63 17 10 5 4 

NewsQntern tion I) 48 19 15 7 7 

Phone in competition 39 24 19 9 7 

Phone in talk show 6_0 20 10 5 8 

Press Review 34 28 15 6 7 

Religious programs 15 20 18 15 24 

~ports 25 31 21 11 19 

!Traffic 37 23 20 6 9 

Weather 30 29 20 11 8 

Figure 4.2.10: NATION FM 
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Tables 4.2.11 Percentage of Rating of Program Preference By Radio Station 

Table 4.2.11 (a) 

STATEMENTS I BBC CAPITAL CITTZEN I 

RATING OF PROGRAM I 1 2 3 ... 5 1 2 3 4 5 1 2 3 4 
r--:::--
I ;:, I 

~ Pro_gr~ns are useful to tht: ~u it '11 I 91 11 0 0 0 54 34 '"' 5 3 64 36 0 0 I 5 .) 

Prourams arc t o 1011 1' II 129 6 14 37 '"' 14 7 26 50 9 18 18 ... ') I ')... : .) 
;; - .)~ _.) 

,r\dvcrti cmcnt l\1 t: l manv 6 1 6 9 17 63 19 30 6 21 i 24 5 27 9 t4 1 -+s_ -
29 I 30 Presenter· tnll-- t much 9 1 I 6 23 49 15 23 

..., I 

5 I 18 i 27 : 45 .) I 5 
177 14 10 2 \ 3 i 18 1 50 i 

--r---_..1--
Pro~nun lll of ht .... h qualttv 9 0 66 23 ..., 

i 9 I 18 9 .) 
' I 
~ 

Table 4.-.ll (b) 

-
I 'STATEl\lENTS FAMILY KBC GENERAL METRO 101.9 FM I 

RATrNG OF PROGRAM I 1 i 2 3 4 5 1 2 3 4 I 5 1 2 3 4 l_j_J 
Programs are useful to the audience\ 94 I 6 0 0 0 58 31 ... 6 i 2 44 38 5 7 6 .) I I I 

Programs are too long 6 I 19 5 23 47 20 28 10 18 24 1 13 I 22 ! 1 o I ?'"' I '"'') I _.) .) ._ 

I 

5 5 lSI 18 I 65 I 29 I 26 I 11 I Advertisements are too many 13 ' 21 38 25 I 6 I 19 12 
i ... I I '"I I ' ! ') I ') - ' ~ Presenters talk tOO much .) ' 19 i s j _9 44 .)0 _8 2 20 20 61 20 6 8 'I 

~P~ro~g~ra=m~s~a=r~e~o~f_h~igLh_qLu_a_li~ty _______ 69 __ ' l_9~j~0~\ _3 ___ 5~1 _16 __ 1 _3_9~! _6~~2~8~_~1~2~3~2~~34~1_5~-2~1 ~ 

Table 4.2.11 (C) 

NATION I KAME ME 
--1 

KI F:\1 
l 2 3 ... - I 1 2 3 ... :::> I l 2 I 3 ... 5 I I I 

Proorams are useful to the audience. 72 29 .... ..., 1 I 82 16 ') I 0 0 49 ....... 9 .) .) .).) -+ -+ .;;? I 

Programs are too lonu 1-t 28 12 28 19 9 22 16 I 16 38 9 I 13 20 13 -+4 -
. dverttsements are too manv 18 28 10 2-t 22 1 1 20 9 27 ........ 4 13 1 1 1 1 53 .) .) I 

I 

Presenters ral~much 
... - 36 5 19 1 9 29 2-t -+ 13 I 22_ !_1j__!_3-L'iQ_ _) 

~ram::. are of hi~h__gualitv r -+~ l.J 
.., -6 4 _2 T 4 11 4 .) 

---
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Table 3.2 Place of Listening and Benefit ~ ouaht 

BENEFITS 
Presenter 

News 
MUSIC 

-~ 

0 1n1ons & express views 
Send & rece1ve messa es 

PLACE 0 F LIS T-=E~N~I N~G:::...,...... __ -..; 
CAMPUS AT I I 
ROOM TRAVELLING:HOME ,OTHER I 

4 ~ ~2i 4~ ~ r 11 11 2 
591 25, - 6 . 1 0 

-- ----1 
261 1St 251 Sl 
361 17 351 81 -,----

151 621 1371 ~I 
148 6~ 143 19 
451 181 43 4 
10 ~ 9 

Religious lnsp1rat1on 71 ' 30 70 5[ 
Keep from being lonely 281 9 231 4\ 
To relax 881 3S 8Si ~ 
To listen to okes & corned 421 24, 4 71 19 
Win pnzes 101 6 11 [ 3 
:...P:.::o:.:.:lit~ic:.::a.:.-.1 a:::.:f-=fa:::.:lr-=s-------'-----=-3=91 _ _ __ _:_:_14 __ 3_61 41 
Info on sc1ence & technology 31 7· 81 3! 
Info on the arts 31 2 31 1[ 
Info on the weather 71 6 51 41 
Info on products and seNices 12! 8 14 ___ 11 
Employment opportunities 3 2 31 1 ~l-~--~---------~---- ·---- ---
:::.:N..::.ew~sp~a~p~e~r~re:::.:v-=ie:::.:w-=s~---+----7~~-----=2 61 2 
Sports updates 40 11 39 6 
Traffic upda::.:t:.::e=-s ------:----1~9:____ 3 7 
To ~ bus1ness Information 13 5 111 3 

----,~ 

Emenatnmem 39 17 381 5 ----
EducatiOn 35 20 33 3 
Adv_e_n_isef"!!ent _ _ 4 5 6.... 1: 
info on events and occurrences' __ 7_4_ 33~---~6~~-~ 



Table 3.3 Frequency of Li tening and Benefit Sought 

bws 
I VERY VERY 

BENEFITS RARELY RARELY MODERATELY FREQUENTLY FREQUENTLY --
1 6 58 63 47 

Music 1 7 54 62 48 
Opmions & pr VI w· 0 3 16 19 14 
S nd & r c I 0 I 

I 

1 1 8 IV rn sages 
Reli 1ous Inspiration 1 4 32 31 17 
,Keee from bemg lonely 1 0 7 12 9 
To relax 1 0 33 37 30 
tro listen to JOkes & comedy 0 1 17 18 17 
Win pnzes 0 0 4 2 5 
Political affa1rs : 1 0 9 20 16 
Info on sctence & technology I 0 0 4 8 4 
Info on the arts 0 0 2 2 0 
:Info on the weather I 0 I 0 3 4 2 
'Info on products and services 0 1 I 3 ' 2 I 7 ' I .. 
Employment opportun1t1es 0 1 3 
News a er reviews 2 3 4 
Sports updates 9 17 19 
Traffic u dates 3 6 1 
To get business information 2 4 9 
'Entertainment 17 14 12 
Education 12 11 15 I 

2 4 -~ 
34 21 

Advertisement 0 
Info on events and occurrences! 0 2 31 



Table 3.4 Duration of Listenin(J and Benefit Sought 

I DURATION 
1
BENEFITS < 1 1 > 1 
fresenter T 2 8 42 
IFriends I q 0 2 
tstylc of pr nt1tion 

I 
9 17 45 

ITimmg of r' 0. l clll1S 9 4 19 
1CI m Rec 'plion I 12 8 23 
N w 28 34 114 --
IMUSIC 25 33 114 ,. -
1Q_ern1ons & express views 5 12 35 
1Send & rece1ve messaqes 0 0 10 
1Religious Inspiration 1~ 17 49 
Keep from berng lonelv I ~ 81 19 
To relax I 12l 15 73 
To listen to jokes & comedy 1 ~ 12 37 
I . . 
Wm f2nzes I 0 1 10 
Political affairs 111 
Info on science & technology T 3\ 2 11 
Info on the arts I 11 1 2 
Info on the weather I 3 6 
Info on products and services ! 2 11 11 
Employment opportunities 11 Ol 3 
Newsf2af2er rev1ews Q 2 s 
Sf2orts uf2dates 2' ~ 381 
Traffic uf2dates 11 8i 
To get business information 3! 41 8\ 
Entertainment 31 121 291 
Education 6 61 27 
Adven1sement 0' a 6 
Info on events and occurrences 1 13, 23- 52 
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