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ABSTRACT 

This research project was aimed at exploring how audiences negotiate meaning out of ‘Dorgaa-Dorgee’ 

entertainment radio program. The study was carried out in Ghimbi District, Ethiopia. Two kebeles were selected based 

on convenience sampling technique. The study subjects were also recruited from their respective kebeles purposely. The 

study employed quantitative and qualitative approaches to collect the data. The results of the two data sets were 

triangulated to complement each other. The attempt made in the study could indicate essential insight in the 

investigation of audiences’ receptions of ‘Dorgaa-Dorgee’ entertainment radio program. The audiences decoded the 

radio messages based on their own native contexts. The study also indicated that the respondents could make sense of 

the program contents which were closer, familiar and unthreatening to their life situations. It was identified that the 

meanings of the media message appealed differently to different audiences. There was meaning gaps between the 

encoded and the decoded messages. This implied there was no one-to-one relationship between the encoded messages 

and audiences’ subjective interactions to the texts. The respondents were selective in their listening to the program 

contents. The lived experiences helped the respondents to construct their own meanings out of the radio product. The 

majority of the respondents negotiate the dominant messages conveyed by ‘Dorgaa-Dorgee’ entertainment radio 

program. The study implied that the audiences were not passive recipient of the encoded media text. The media people, 

therefore, should work hard to suit the media message to the native contexts of the target audiences. 
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INTRODUCTION 

Meanings of a medium text for viewers/listeners may be quite pertinent to their behavior, attitude and 

beliefs. According to Janet (2008:2), the enterprise reception study engages is historical and theoretical. It asks: 

what does a text mean; for whom; in what circumstances; with what changing values over time? According to 

Janet, meaning attached to a program outlet various based on the nature of the recipients and social circumstances. 

Eagleton (1983:107) explained reception studies as “a social and historical theory of meaning." While Culler 

(1981:31) defines as "reception study is an attempt to understand the changing intelligibility of works by 

identifying the codes and interpretive assumptions that give meaning for different audiences at different periods." 

As Iser (1972:282) puts "The stars in a text are fixed, the lines that joined them are variable.” Variability in 

interpretations would open the door to creation of meanings. As to Janet (2005:4), “there is no natural, universally 

'worthwhile', text exist. All interpretations are subjective, and all texts have political and social meanings and 

values "positive" or "negative", reinforcing" or "contrary" to the beliefs of various audiences." Meaning 
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production of audiences is core in reception research. The articulation of personal reaction to the mass media message is 

part of the field of reception research. That is why Janet (2005) comments as reception study are not just about the 

consumption of media messages but also about access to producing them. 

Reception study is an area whereby audiences are studied in relation to meanings drawn from media products. 

Media researchers are interested to know the influence of the media by how audiences bring out meanings from the media 

texts. It is how audiences understand media messages in respective to their individuality and social backgrounds. The 

media effect model was also criticized, according to Williams (2003), for considering media audiences as passive 

recipients of media outlets and ignoring subjective interpretations that the audiences hold. Media text interpretation is 

central in reception study. As to Fourier (2005:244), "Interpretation is a process of negotiation between texts and audiences 

situated within specific social and cultural contexts." Media audiences do not interpret media messages equally. 

Audiences’ ability to interpret media message is determined by a range of individual, social, cultural factors. Audience, 

also do not simply receive media messages even when the media is instrument in shaping attitude, opinion, and beliefs. 

Instead, people interpret media messages in the context of stored knowledge (Williams 2003: 109). 

Reception researchers have come to conclude that meaning of media message is the result of the interaction 

between media texts and audiences. And there is no homogeneity in meaning production even for audiences with similar 

background. Williams (2003: 191) stated meanings attached to media texts is not solely inscribed in the message produced 

by the media but is the outcome of the interaction between the audience and the text. Audiences from the same socio-

economic background could generate different interpretations of the same message. Comb and Harish (1992) see mass 

media as source of social meanings and cultural forums for the audiences. Berger and Luckmann (1966) argued that an 

audience contribution to the creation of social reality needs much more exploration. Because the reception of 

communication is a crucial cite for the struggle over the definition and re-definition of social reality. Woollcott (1977) 

discussed that communication is shaped by specific social institutions according to the consensual social uses in a 

particular culture. The production of meaning through the mass media is variable, but patterned. Meaning is variable 

because the recipients may intervene and apply alternative forms of interpretations.  

The first step of audience activity is interpretive. The meanings of media message are not fixed; these are 

constructed by audience members. According to Croteau D. and Hoynes W. (2003), interpretations of media text is Part of 

the process whereby media messages come to mean something to us; it is how audiences derive pleasure excitement, or a 

wide range of intellectual or emotional stimulation. As to Croteau D. and Hoynes (2003), producers construct complex 

media texts, often with a very clear idea of what they intend to say, but this intended message is not simply dumped in to 

the minds of passive audiences. "Audiences intercept the message, assigning meanings to its various components." 

Sometimes there will be a very close correspondence between the intended meaning and the ways a particular audience 

intercepts the media message. Croteau D. and Hoynes W. (2003:269) revealed that audiences may not know the implicit 

references, they may draw on a different interpretive framework, or they may focus on different components of the 

message than the producer had planned. Audiences, then, may not construct the meaning intended by the producer, nor do 

all audiences’ members construct the same meaning from the same media text  

Statement of the Problem 

The notion of encoding-decoding model is that there is one dominant message coming from the media's tendency 

even if a number of messages could be encoded in media texts. On the audience side, stated in Williams (2003:195) "the 
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process of understanding or decoding the message is open to a degree of interpretations as it is polygenic i.e. multiple 

meanings and open to several multiple interpretations." In the media message decoding process as to Hall, the determinants 

are social factors rather than individual inclinations or preferences. He identifies three possible kinds of decoding media 

text. According to population media centre (2006:4) Ethiopia is one of the few countries in the developing world that 

quickly used radio technology. In Ethiopia, there is fascinating improvement in the radio broadcast coverage. Nowadays, 

Radio Ethiopia, short wave transmission, covers almost the entire population of the country. Regional states in Ethiopia 

own their own radio stations. Oromia Regional State has established its own Radio Station in 2000 E. C in Adama town, 

Ethiopia. The objective for the establishment of the station is to serve the social, economic and political interests of the 

society in the region and beyond. The language of transmission is Afan Oromo. 'Dorgaa-Dorgee' is a weekly Oromia Radio 

Entertainment Program. Oromia Radio uses the phrase 'Dorgaa-Dorgee' in the context of contest. The Radio Program is 

designed in 'Q & A' format. This ‘Q & A’ program invites people from different walks of life. The program addresses 

topics related to the day to day experiences of the target audiences. According to reception theory, audiences are not 

passive recipient of media texts. They construct their own meanings out of a text produced by a given media program. This 

implies that audiences may negotiate the meaning of the dominant media text encoded by the producers. However, there is 

a common assumption among media producers that audiences receive the intended media message submissively. 

Therefore, this study, as a base line research, was carried out to investigate how audiences in Ghimbi district, Ethiopia, 

interact with the dominant media messages produced by ‘Dorgaa-Dorgee’ Entertainment Radio Program.  

Objective 

The objective of the study was to investigate how audiences in Ghimbi district, Ethiopia, interact with the 

dominant media messages produced by ‘Dorgaa-Dorgee’ Entertainment Radio Program.  

MATERIALS AND METHODS 

Description of the Study Area  

Ghimbi district was the study area. It is one of the districts in West Wollega, Oromia Regional State, Ethiopia. 

Ghimbi is 441km from the centre, Addis Ababa, to the west direction. The total number of population in Ghimbi district is 

70,075 out of which 31,311are urban dwellers. There are 26 kebeles in the district, out of which 22 are rural kebeles. 

`Wadessa Warqa` and Ghimbi 04 kebele were the sample kebeles for the study. The total population in` Wadessa Worqa` 

is 2,890 while the total population in Ghimbi 04 kebele is1, 547. The researcher was able to get the statistical data from 

Ghimbi town and Ghimbi district administrative offices. 

Research Methodology 

The research employed mixed research design to provide a better understanding of challenges in media reception 

with regard to ‘Dorgaa-Dorgee’ Oromia Radio Entertainment Program. The researcher used four stage approaches to 

collect the data. The approaches were: qualitative content analysis, focus group interviews, individual in-depth interviews, 

and survey method. 

DATA COLLECTION TOOLS AND PROCEDURE  

Qualitative Content Analysis 

The researcher has made preliminary content study purposely selecting audio footages of the radio program. The 

qualitative study was not in detail. It was only meant to familiarize the researcher with the medium. In reception research, 
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content study was believed to guide the researcher for focus group interview, individual interview and survey study. 

Qualitative content analysis guideline was developed to carry on the preliminary study. 

FOCUS GROUP INTERVIEW 

Focus group interviews were employed to study the socio-cultural as well as political meanings audiences made 

out of the radio entertainment program. The researcher used FGDs guideline to gather the necessary data during the 

homogenous group interactions. 

In-Depth Interview 

In-depth interviews were carried out with key informants to get detail information. The interview with the media 

producers was to identify the intended message of the radio program. The interview with the key informants was to further 

gather extra information which might not be addressed publically in the FGDs. Interview guideline was developed to 

gather the crucial information. 

Survey Method 

Survey method was used to study audiences' knowledge and attitude towards the entertainment radio program. 

The survey helped the researcher to collect information from larger study population. Survey questionnaires were used to 

gather the quantitative data. 

Pilot Testing 

The data gathering instruments were pilot tested to ensure the validity issues such as language and content 

validity. The pre-test was also help full to properly treat culturally taboo and sensitive issues. 

Sampling Technique and Sample Size 

The study population was “Dorgaa-Dorgee” entertainment radio listeners in two sample kebeles of Ghimbi 

district. The study subjects in the area were purposely selected. The participants were those who own radio at household 

level and who had the exposure to “Dorgaa-Dorgee” entertainment radio program. In line with this, the total number of the 

study subjects was 120 out of which 70 were rural respondents. The total number of groups for the focus group interviews 

was 4. The number of participants with in group was 4. The group size was limited to 4 as there was dispersed population 

settlement in the rural areas On the other hand, the researcher conducted individual in-depth interviews with audiences as 

well as the program producer. The number of focus group discussions and in-depth interviews were limited based on the 

essence of theoretical saturations. The survey questionnaires were distrusted to 120 informants. The researcher stayed with 

the informants while they were filling the questionnaires. As a result, all the questionnaires were filled and returned for 

analysis. 

Data Analysis 

Data was analyzed based on the essence of descriptive and prescriptive statistics. Qualitative data were analyzed 

qualitatively through discussions. However, the quantitative data was analyzed using SPSS software. Lastly, the two data 

sets were triangulated to complement each other.  
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Results and Interpretations 

The result of the study were presented and discussed under five major headings. The headings were major 

contents treated in the radio program. These contents were: culture, history, education, health and agriculture. 

Cultural Content 

Table 1: Making Sense of Cultural Content of the Entertainment Program 

 
 RtoCC 

Undecided Disagree Agree Greatly Agree Total 
Location Urban Count 1 4 24 21 50 
  % within location 2.0% 8.0% 48.0% 42.0% 100.0% 
  % within R to CC 16.75 100.0% 46.2% 36.2% 41.7% 
  % of Total 8% 3.3% 20.0% 17.5% 41.7% 
 Rural Count 5 0 28 37 70 
  % within location 7.1% .0% 40.0% 52.9% 100.0% 
  % within R to CC 83.3% .0% 53.8% 63.8% 58.3% 
  % of total 4.2% .0% 23.3% 30.8% 58.3% 
Total  Count 6 4 52 58 120 
  % within location 5.0% 3.3% 43.3% 48.3% 100.0% 
  % within R to CC 100.0% 100.0% 100.0% 100.0% 100.0% 
  % of total 5.0% 3.3% 43.3% 48.3% 100.0% 

 
The Table shows 91.6% of the total respondents were able to draw clear messages out the cultural elements. In the 

location category, 37.5% of the urban respondents and 54.1% of the rural respondents make sense of the cultural contents. 

The majority of the group discussants told that the cultural message of the program was clear and relevant. The interaction 

among the group discussants indicated that the emphasis given to the treatments of cultural elements in the entertainment 

radio program could suffice audiences understanding of various cultural components.  

One of the discussants (DS: 6) explained that the cultural elements of the entertainment radio text could help radio 

listeners to learn and appreciate the cultural values in the society. The same participant told that the radio text initiated him 

to preserve the cultural values in his social settings. Another informant (KI: 4) reported that Oromo people were unable to 

promote their cultural values due to lack of conducive government system in the past. However, now days, people got the 

opportunity to preserve societal cultures for the coming generation. The treatments of various social values in the 

entertainment radio production would help the listeners to identify unique cultural values in the society. As to this person, 

popular local cultures were dying out as a result of external pressure such as religious ideology. 

The radio program producer (KI: 3) reported that the entertainment radio program focused mainly at 

disseminating information on cultural issues within the Oromo society. As to the producer, the primary aim of the program 

was to promote societal cultural values. The respondents could interpret the cultural messages of the media texts from their 

socio-political points of view. It was vital to deduce that the audiences were not confined to only the dominant message 

encoded by the media producers.  
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Historical Content 

Table 2: Making Sense of Historical Content of the Entertainment Radio Program 

 
 R to CC 

Undecided Disagree Agree 
Greatly 
Agree 

Total 

Location Urban Count 1 4 21 24 50 
  % within location 2.0% 8.0% 42.0% 48.0% 100.% 
  % within R to CC 20.0% 100.0% 41.2% 40.0% 41.7% 
  % of Total 8% 3.3% 17.5% 20.0% 41.7% 
 Rural Count 4 0 30 36 70 
  % within location 5.7% .0% 42.9% 51.4% 100.0% 
  % within R to CC 80.0% .0% 58.8 60.0 58.3% 
  % of total 3.3% .o% 25.0% 30.0% 58.3% 
Total  Count  5 4 51 60 120 
  % within location 4.2% 3.3% 42.5% 50.0% 100.0% 
  % within R to CC 100.0% 100.0% 100.0% 100.0% 100.0% 
  % of total 4.2% 3.3% 42.5% 50.0% 100.0% 

 
The Table shows, 92.5% of the total respondents reported that the historical content treated in the radio production 

was relevant to the audiences’ social reality. However, 3.3% of the total respondents maintained the opposite. In the 

location category, 37.5% of urban respondents and 55% of the rural respondents reported that the historical element of the 

program text was relevant to the audiences’ social realities while 3.3% of the urban respondents could interpret differently.  

In the qualitative content study, the researcher was able to identify that the entertainment radio program, 'Q & A' 

contest' incorporated historical components which reflected the lived experiences of the local society. The program 

producers (KI: 2, 3), reported that the historical domains in the 'Q & A' contest of the radio program were meant to support 

audiences understanding on the historical events in the society. The message encoders revealed that the historical contents 

were able to inspire the listeners.  

Most of the discussants reported ‘Dorgaa-Dorgee’ entertainment radio was typical in that audiences could learn 

their history through 'Q & A' contest. One of the discussants (DS: 4) revealed that he enjoyed listening to the historical 

contents. The discussants reported knowing past history of Oromo people helped him to broaden understanding of the 

society in general and his own self identity in particular. Another informant (KI: 4) revealed that past government systems 

were unable to support Oromo people to know their history. The past generation forced to forget about their history. The 

informant revealed the current government system has contributed in preserving societal culture and history.  

Another discussant (DS: 1) reported that ‘Dorgaa-Dorgee’ entertainment radio broadcast has incorporated relevant 

historical content that would improve audiences understanding of their past history. The participant raised two examples of 

historical elements that he listened in “Dorgaa-Dorgee” entertainment radio broadcast. One was the 'Q & A' radio contest 

organized in North Shoa zone, Fiche town. The 'Q & A' contest for the participants contained about historical heroes in the 

Oromo society. Another example the informant raised was the 'Q & A' contest organized in Kamise town, Oromia zone, 

Amhara Regional State. The 'Q & A' contest contained historical questions on how the local people in the area used to 

name places. The informant explained that the historical elements in the entertainment radio were valuable to relate people 

lived experiences to the present. The qualitative as well as quantitative data depicted that the majority of the discussants 

shared similar meanings with the message encoders. Conversely, the listeners could bring their interpretations to the 

specific media content both from social as well as political perspectives. This assured that audiences have some scope for 
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redefining media content in line with social reality.  

Educational Content 

Table 3: Making Sense of Educational Content of the Entertainment Radio Program 

 EC 
Disagree Agree Greatly Agree Total 

Location Urban Count 4 26 20 50 
  %within location 8.0% 52.0% 40.0% 100.% 
  % within EC 36.4% 41.3% 43.5% 41.7% 
  % of Total 3.3% 21.7% 16.7% 41.7% 
 Rural Count 7 37 26 70 
  % of total 5.8% 30.8% 21.7% 58.3% 
Total  Count  11 63 46 120 
  %within location 9.2% 52.5% 38.3% 100.0% 
  % within EC 100.0% 100.0% 100.0% 100.0% 
  % of total 9.2% 52.5% 38.3% 100.0% 

 
As the above Table slows, 90.8% of the total respondents agreed that the educational components of 'Q & A' 

contest of the entertainment radio were relevant to the audiences’ social reality while 9.2% of the total respondents 

maintained the opposite. However, urban and rural respondents displayed differences in their reaction. With this regard, 

38.4% of the urban respondents reported that the educational elements in the entertainment radio text were compatible to 

the audiences’ social reality while 3.3% of the respondents maintained the opposite. In the rural case, 52.5% of the 

respondents portrayed that the educational contents of the entertainment radio were relevant to the audiences’ social 

context while 5.8% disagreed. In the qualitative content study, the researcher identified that the 'Q & A' contest of the 

entertainment radio program incorporated academic elements. In this regard, the program invited the participation of 

teachers, college students and individuals at different academic levels.  

The media producers (KI: 1, 2, 3) reported that the academic elements of the 'Q & A' contest were to support 

audiences understanding with current education. They also told that the 'Q & A' contest on academic issue would create 

sense of competition among the stakeholders. 

The group participants believed that the academic content of the entertainment radio program improved people’s 

understanding in the area of secular education. The 'Q & A' contest created sense of competition among individuals in the 

academia. Another discussant (DS: 5) reported that the radio contest on academic issue was relevant to both the interests of 

the people as well as the government. The participant explained that the regional government was working to provide the 

citizen with quality education. As to this participant, the emphasis given to the educational issues by the entertainment 

radio supported the government education policy and also created sense of competition among people in the discipline.  

The majority of the respondents could positively react to the academic elements of the entertainment radio 

program. This was not because of the entire respondents were academician. However, it seemed the respondents made 

sense of the academic elements of the radio text from the perspective of its values to the wider social context. The majority 

of rural respondents, in relation to urban respondents, seemed to oppose that the academic elements of the entertainment 

radio had social relevance. This might be because of low academic status of the radio listeners in the rural area. In the 

qualitative data, likewise, the majority of the respondents seemed to accept that the academic elements in the radio 

production were meaningful to the audiences. It was worthwhile to infer that audiences could make sense of the media text 

from social or political contexts. The encoded meaning of the media outlet was reconstructed in the audiences’ social 
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sphere through interaction between audiences and media products. The viability of media content is also determined by the 

social reality in the audiences.  

Health Content 

Table 4: Making Sense of the Health Content of the Entertainment Radio Program 

 
 R to Hth C 

Undecided Disagree Agree 
Greatly 
Agree 

Total 

Location Urban Count 1 2 26 21 50 
  % within location 2.0% 4.0% 52.0% 42.0% 100.0% 
  % within R to Hth C 50.0% 12.5% 49.1% 42.9% 41.7% 
  % of Total .8% 1.7% 21.7% 17.5% 41.7% 
 Rural Count 1 14 27 28 70 
  % within location 1.4% 20.0% 38.6% 40.0% 100.0% 
  % within R to Hth C 50.0% 87.5% 50.9% 57.1% 58.3% 
  % of total .8% 11.7% 22.5% 23.3% 58.3% 
Total  Count 2 16 53 49 120 
  % within location 1.7% 13.3% 42.2% 40.8% 100.0% 
  % within R to Hth C 100.0% 100.0% 100.0% 100.0% 100.0% 
  % of total 1.7% 13.3% 44.2% 40.8% 100.% 

 
The Table depicts that 85 % of the respondents agreed that the health contents of the 'Q & A' contest of the 

entertainment radio was relevant to the audiences’ social context while 13.3% of the respondents maintained the opposite. 

Among the urban residents, 39.2% of the respondents agreed with the compatibility of the health message to the audiences’ 

social context while 1.7% of the respondents disagreed. Besides, 55.8% of the rural respondents responded that the health 

components of the entertainment radio text were compatible to the audiences’ social reality while 11.7% of the rural 

respondents disagreed.  

In the qualitative content study, the researcher could identify that the 'Q & A' contest of the entertainment radio 

text incorporated health issues. The program producers (KI: 3) reported that the health content of the 'Q & A' contest of the 

entertainment radio text was meant to create audiences awareness on health issues. As to the media producers, the 'Q & A' 

contest would also create sense of competition among people in the discipline to carry out their professional responsibility 

effectively.  

The majority of the focus group discussants reported that the health contents of the entertainment radio program 

were relevant to the audiences ` social reality. One of the group discussants (DS: 1) displayed that the health content of the 

entertainment radio program helped him to strengthen his prior health knowledge. Rural informant (KI: 4) reported that the 

health content of the 'Q & A' contest of the entertainment radio text would help the health professionals in the local areas to 

give effective services. The informant, however, displayed that some unfamiliar terminologies and expressions used by the 

health professionals during the 'Q & A' contest could hinder his understanding. Both qualitative and quantitative data could 

display that the majority of the participants were able to relate the message of the radio program to their social reality. It 

possible was crucial to deduce that audiences brought to bear the media text based on its applicability to the wider social 

context. Although audiences could share the dominant media message, there was no one –to- one between the encoded and 

the decoded media texts. 
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Agricultural Content 

Table 5: Making Sense of Agricultural Content of the Entertainment Radio Program 

 
RtoAC 

Undecided 
Greatly 
Disagree 

Disagree Agree 
Greatly 
Agree 

Total 

Location Urban Count 1 0 2 24 23 50 

  
% within 
location 

2.0% .0% 4.0% 48.0% 46.0% 100.% 

  % within RtoAC 16.7% .0% 15.4% 51.1% 44.2% 41.7% 
  % of Total .8% .0% 1.7% 20.0% 19.2% 41.7% 
 Rural Count 5 2 11 23 29 70 

  
% within 
location 

7.1% 2.9% 15.7% 32.9% 41.4% 100.0% 

  % within RtoAC 83.3% 100.0% 84.6% 48.9% 55.8% 58.3% 
  % of total 4.2% 1.7% 9.2% 19.2% 24.2% 58.3% 
Total  Count  6 2 13 47 52 120 

  
% within 
location 

5.0% 1.7% 10.8% 39.2% 43.3% 100.% 

  % within RtoAC 100.0% 100.0% 100.0% 100.0% 100.0% 100.% 
  % of total 5.0% 1.7% 10.8% 39.2% 43.3 100% 

 
As to the above Table 39.2% of the urban respondents responded that the agricultural message of the 

entertainment radio program was compatible to the audiences’ social reality while 1.7% of the urban respondents 

maintained the opposite. On the other hand, 43.4% of the rural respondents responded that the agricultural message of the 

entertainment radio text was compatible to the audiences’ social reality while 9.2% of the rural respondents disagreed. 

In the qualitative content study, the researcher recognized that the entertainment radio text incorporated 

agricultural contents. The 'Q & A' contest on agricultural issues used agricultural experts as well as local farmers. The 

message encoders reported that the agricultural content of the 'Q & A' contest was meant to encourage audiences 

understanding with new information of agricultural technologies and model agricultural practices. The media producers 

said that the 'Q & A' contest between local farmers, development agents would create sense of competition among people 

in the sector to bring better improvements. 

The majority of the group discussants reported that the agricultural message of the radio program was relevant to 

the audiences’ reality. Some of the participants (DS: 1, 6, 8), reported they paid attention to the agricultural content of the 

radio 'Q & A' text because the information could help them to improve their agricultural practices. The lessons in the 'Q & 

A' contest, as to the informants, complemented the agricultural information provided by the local development agents. The 

informant in the teaching profession (KI: 1), reported that he used to listen to 'Q & A' contest on agricultural issues not 

because he had background knowledge of agricultural science but because of his familiarity with agricultural practices in 

the local environment. Audiences preferred to listening to the agricultural content of the radio program as the message 

could have wider social relevance. Audiences’ background knowledge and experiences would help to relate a media outlet 

to the reality in the social context. Media producers may feel that audiences receive program content as intended. The 

closer a media text to the audiences’ reality the easier the audience make sense, use, and positively interpret the text. 

CONCLUSIONS 

The findings of the study tend to confirm that meaning is not only in the encoded media text. Audiences were able 

to interpret the messages encoded through the cultural, historical, educational, health and agricultural contents based on 
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their own contexts. The majority of the respondents could negotiate the meaning the media texts. This showed that 

audiences rarely received the dominant media text encoded by the entertainment radio program. The audiences involved 

the radio program in reception. However, attitudes, ideologies and subjective interpretations could shape the intended 

media messages. The subjectivity in interpretation led the audiences to draw social as well as political meanings out of the 

media out lets. This displayed that there was no one-to-one relationship between the program content and audiences’ 

subjective interaction. It was why the same content of the radio production could come up with varied meanings. Contents 

of the entertainment radio program were popular social issues that attracted the attention of the majority. This implied that 

as the relevance of media contents to the audiences reality increases, the receptivity of media messages increases. In short, 

in listening to the entertainment program, audiences were able to construct their own meanings out of the massage around 

the age of the program.  

RECOMMENDATIONS 

Based on the Findings, the Following Recommendations Were Drawn: 

• Program producers should understand that meaning is not only in the encoded message. 

• The entertainment radio program should clearly define its target audiences for each of its contents. 

• The program producers should work hard to suit the media texts to the native domains of the audiences at the 

bottom. 

• The media text should consider the heterogeneity among in audiences. 

• The program producers need to be curious about how to foster compatible media message among the audiences to 

attain the intended objective. 
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