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Abstract
Latest technological growth has made news gathemimd) dissemination less burdensome to the mass
communication media personnel. Actually, inventihg car radio could have helped information senders
reach their audiences outside of their homes, esffiplaces of business and so on. It may be pedsiat
Drive-Time audiences are also well informed, eaiedd and educated by using the radio set in their
vehicles as they drive along, just like other andés. Based on this assumption, using the Nig&@dri
General Elections, the study investigated if Drivete audiences actually utilize car radio to reeeiv
Political Information Programmes (PIPs) more oftieain using it to receive or listen to other prognaes.
More so, if these set of radio audiences actuatygll informed about Political Information Prograes
(PIPs) and participate in the ever-growing politidscourse compared to the audiences at homeesffi
business places, among others and the extent whvihé Political Information Programmes they reeeiv
via the car radio as against other sources affesir tdecision making about political issues, agenda
ideologies and so on were also investigated. Adggtie survey research method and two instrumbats t
is, in-depth interview and questionnaire chosema dathered were analyzed using the simple pergenta
formula. Hence, it was discovered that car radis wary helpful during the Nigerian 2011 general
elections in getting its audiences informed, edestand entertained about all the political andtetat
processes to a great extent.
Keywords: Drive-Time Audience, Car Radio, Political Infornmat Programmes, Political arena,
Information, Participation, Political Issues/Agenda

1. Introduction

Throughout the world, the issue of mass commuicdbat is, the act of sending or transmitting
information from a source to a far-flung heterogareemass audience through an electronic means would
not be complete without mentioning the radio. Eittwonder why Bittner (1989:10) says, “mass
communication is message communicated through mmeesium to large group of people”. To Biagi
(2003:3), “mass communication is communication frome person or group of persons through a
transmitting device (a medium) to large audiencemarkets”. Sambe (2005:28) expressively posits tha

Mass communication can be defined as a device bhghwd group of

people working together transmits information targe heterogeneous
and anonymous audience simultaneously. It is agsdy which

information originates from the source to the reeei having been
thoroughly filtered and transmitted through a ctenn

In line with the definitions above, among severéhers, as put forward by communication
scholars, it is obvious that mass communicatiomotiake place except with the availability of dms
such as transmitter, television, and other gadgetsrve as medium, channel, among others.

A large number of people as noted in the asserédnose has always utilized radio, one of these
medium of mass communication, in receiving infoliorat It can be seen that all the definitions giave
some things in common that is, transmitting messagea medium to large groups of different people
simultaneously. This medium of mass communicatias hecome one of the most important media of
information dissemination (such as news, announo&shpamong others, entertainment programmes (such
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as music, jokes, tales) among others, commercralssa on, to a far-flung heterogeneous mass auglienc
simultaneously. The reason for this is its uniqaatdires compared to other media such as television,
newspaper, journal among others. Radio has gothan#age in reaching more people simultaneously tha
television (broadcast medium), video — VCR, DVD, Gnarrowcast media) and print media, which
include newspapers, magazines, periodicals, bndledimong others. The reason for this is becauise it
usually very portable and can be carried aboutdigihg it with the hand, even in the pockets, bags,
cetera. Aside its portability, it can also functianth the use of at least a mere common, cheap and
affordable"Type R20 UM-1 D size” battergf just1.5 voltsdepending on the size of the radio. Also, radio
does not need any primary and/or secondary pattnke connected to before it can function; unlike t
video that needs the television. Currently, tecbgplhas helped in producing more portable and cheap
radio sets that can just be pinned/clipped to odl®th or even hung on the neck. These are as stndlie
handsets; sometimes they are even smaller in Bigge.shows how portable a radio can be thereby mgaki

it relatively possible to be carried about on ttreets, market places, farms, among other places.

Notably, though, technologists have tried and haemufactured handy televisions especially on
handsets and other devices. However, the beautheofadio in its handiness and mobility cannot be
compared to any other mass communication device.

Biagi (2003: 127), laying credence to the importamiction and role of radio, postulates: “Today,
our memory of events that happen in the first bithe 28 century is directly tied to radio. Radio gave its
listeners an immediate record at a time when weviehts demanded attention”. Thus, the importamtsrol
radio plays in human day- to-day living are evidétlike the newspaper that will always offer nextay
reports and occasionally extras and magazinesofifiat long term analyses, radio brings news reports
analyses, to audiences as quickly as possible mwh as the information about an event and/or news
break get to the radio stations’ studios.

Surprisingly, it is worthy of note that radio irlly used to be the center of attention in the
owners’ sitting rooms, but today this medium colbddfound in other places other than the sittingnmeo
that is, in the bedrooms, kitchens, workshopsestoeven in vehicles, and so on. However, forghisly,
the researcher’s area of interest is the car radibits user — Drive-Time audience (DTA). As mem¢id
earlier, radio has found its way into the vehiclesrs, trucks, lorries, trailers and what have, yaso on
motor cycles. Owing to this, hopefully, people hese vehicles may also receive radio programmes and
probably enjoy and get gratification (satisfactisnyght from whatever programme(s) they listeneslitih
as news, commercials, music, jokes, sermons, asmbmsiong others just as audiences relaxing at homes
offices, bars, hotels, shopping malls, et cetere,emjoying and getting satisfied. More so, pedpee
been able to choose what they would want to lisbetinrough the radio in their cars. From tapesisosd
and now digital files, drivers keep gaining morentrol of their listening choices. In this studyete
audiences receiving the radio programmes in thehicles would be tagged “Drive-Time audiences
(DTASs).” Actually, radio plays an important role asallows audiences get abreast of the variousitsye
happenings, within and outside their immediate mmrnent, wherever they are in as much as there is a
functional radio set available.

It may be said that Drive-Time audiences, whileheir cars, can also tune the car radio to a
desired station and get informed, entertained acad as they drive on the highways. For the mewd
this study, Drive-Time audiences would be categarias drivers and passengers who listen to orarse ¢
radios from 6-10 am and 4-10 pm. The reason faerithbecause these are the times drivers are ikelst |
to be in their vehicles driving off to their offiseand places of business and when they are likelet
driving back to their different homes and/or desftiions either as a driver or as a passenger.

2. Study Objectives

The core objectives of this study is to investgatether Drive-Time audiences through using the
car radio in their vehicles actually utilize it teceive Political Information Programmes (PIPSgcond, it
is also carried out to reveal whether these seadib audiences actually get well informed abouitieal
Information Programmes compared to the radio awgieat home, offices, business places, among others
More so, since radio information senders usually tiee medium to set agenda for political activities
among others, it would be revealed whether thetiPalliinformation Programmes have any influence on
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them especially when it has to do with their derisinaking on the choice of candidate(s), politjzaity,
and adherence to instructions given by electo@atgsses regulators, among others.

3. Statement of the Problem

The role of radio as a medium of mass communigatimur societies across the globe is actually
important because it is one medium that could apamy almost every type of activity. A Car radio is
usually built in a way that the driver has the optiof either tuning to radio stations or selectthg
tape/CD/DVD/VCD/MP3, et cetera player built in thar radio, depending on, which is installed. The
choice for these depends solely on what the diivgrarticular wants at that particular moment imei
Different bands can be selected and tuned to eitheéhe Short Wave (SW) mode or the Frequency
Modulation (FM) mode. Whichever the driver choosasaningful sounds would be heard in as much as it
is tuned aright to the desired radio station. Cosely, the driver may wish to slot in a cassettelisk to
listen to a pre-recorded song, instructions (sesntattures and so on) among several others. Wérabey
decides to do, the most important thing is thatdésired satisfaction is likely to be got. It coblel on any
programme. However, this study’s focus is on thétiPal Information Programmes (PIPs) is the focus.
Thus, the study is concerned with if gratificatioesught by the Drive-Time Audiences on political
information programme(s) are gratification obtair¢dhe end of the day.

If truly, Drive-Time audiences utilize radio seétstalled in their vehicles, it would not be out of
place to ask if they really get the desired sati#ha from listening to whichever programme thegfer
especially Political Information Programmes (PI@)sch as news, debates, jingles, interviews, mstoie
and so on). One may think that those who are negpat homes, offices et cetera, may likely have the
chance of paying more attention to these radio aggessmore than Drive-Time audiences, by so doieg, g
more satisfied with gratification obtained by lisireg to the Political Information Programmes. Mare it
could be considerable to believe that attentiviediing to a speaker or message would go a longtway
help the listener understand whatever stimulusivedeat a particular point in time. Therefore, be part
of Drive-Time audiences who have to concentratelriving and at the same time listening to thesesPIP
would it be that the audiences actually get gretfon as intended?

Hence, this study investigated the use of car rdwjoDrive-Time audiences (DTAs) and
subsequent gains got. Hence, answers were givitie tnderlisted research questions raised in thiyst

4. Research Questions

i Do Drive-Time audiences actually get gratificatimought on Political Information
Programmes listened to on the radio set in thdircle while driving compared to the people
at homes, offices and/or places of business?

ii. To what extent do Drive-Time audiences get grattfan sought on Political Information
Programmes (PIPs) listened to on their radio seflewlriving compared to other
programmes.

iii. Do the messages on Political Information Program{®é&3s) got through the radio set in their
vehicle while driving influence on their decisioraking concerning political issues?

iv. To what extent do the Political Information Prograes Drive-Time listened to on the radio
set in their vehicle influence their decision-makooncerning political issues.

5. Methodology (Research Design)

Research is a method of thinking in an orderly sege. The researcher should
try to assume an inquisitive posture. Such a pestoelps in carefully
scrutinizing the facts before they are acceptedoAlentral to the concept of
research is that it represents some orderly, ozgdnisystematic and consistent
pattern of thinking that gives structures and dices to an investigator's
knowledge of facts and methods (Akinboye and Akiydyd.998:2).
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This study employed the qualitative research mailogy using the survey research method
because the design is appropriate when any studiedding with human subjects, attitude, opinion,
perception, disposition, knowledge and practicdctviare all embedded in this study.

Two instruments — in-depth interview and questiogrnawere subsequently employed.
Specifically, the study examined Drive-Time audiesicopinions as regards their use of car radio for
receiving Political Information Programmes (PIPs)idg the 2011 general elections in the countrye Th
influence of the use of the medium on their deasitaking on the general elections concerns was also
looked into. Informative programmes such as newspancements, campaigns, manifestos, and jingles
were the content categories for this study.

Hence, in-depth interview was conducted and quaséive administered on respondents for this
study. These helped in the gathering of data onstiigect matter. Responses got were subsequently
analyzed. The responses helped the researcheaeiprieting the various data collected for the study

6. Study Population and Sample Size

Data were collected in the Western part of the tguiprecisely in Ibadan. This decision was
made because of proximity factor and it is belietret the geographical area within the countryighly
populated. Thus, a reasonable percentage of Diime-Rudiences from the six major geo-political area
that make up the country to represent the entitenttg's Drive-Time audiences’ population live ineth
geographical area. Hence, samples were drawn frove-Dime audiences (private, public and commercial
vehicle drivers/passengers).

7. In-depth Interview

Notably, in-depth interviews enable researchershimin as much detailed information from the
interviewees as possible. Explanations about efitgsues can be derived from such encounters. \WWmm
and Dominick (2000), says: “apart from the capatitygenerate a large, relevant volume of data, the
interaction between the researcher and his respd(sflean produce fresh and even unintended factsta
the subject(s).” This made it imperative for ttésearch instrument to be chosen for this study.

Using this instrument, twelve (12) respondents wererviewed. The interviewees were
purposively selected by the researcher. Selectias based on accessibility and their knowledge en th
subject matter. Hence, selection of respondents viertwo phases. For the purpose of this study,
government and private office workers were categatias public audience while public transportes an
business personnel were categorized as privateermgli Six (6) interviewees each were chosen and
interviewed. These were people that have had at tha basic educational qualification not lessttie
West African Secondary School Certificate (WASSIEwould be noted that the characteristics of these
respondents (that is, always on the move) maderitesvhat burdensome to get them interviewed.
However, with the help of research assistants eetfjatye interviews were successful. Responsesgut f
them were analyzed and were used in giving adecarsdevers to the research questions after adequate
analysis.

8. Questionnaire

Questionnaire as a research instrument givesiestfpan independent opportunity to bare their
minds on a given topic based on the puzzle posyeithd researcher through the questionnaire iterns. T
use of the open and alongside close-ended queatrenitems and other formats such as likert scale,
among others obviously created room for indepengteat is, without fear or favour) responses frdma t
respondents. In this study, questionnaire was adofu get the Drive-Time audiences’ views, believes
about the research questions raised.

Generally, a total number of two hundred (200) tjoesaire were produced and administered.
Purposive equal distribution of hundred (100) goestaire for each group that is, government andapei
workers and public transporters and business peetamas carried out. Thus, one hundred questioanair
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were administered on each group. In all, a totahimer of one hundred and eighty-seven (187) th&0%p
questionnaire were finally retrieved. Ninety-se®7) — 51.9% from government and private workers,
while ninety (90) that is, 48.1% were retrievedhfirpublic transporters and business personnel.

LITERATURE REVIEW AND THEORETICAL FRAME WORK
9. The Car Radio/Brief History

Early car radio experimentation was done in 19225@prge Frost. The earliest listing of a car
radio in “Radio Collector's Guide, 1921-1932" istlAirtone 3D in 1925. Mass production of car radios
began in 1927 with the Transitone TH-1. Two yeatsrltwo brothers in Chicago, Paul and Joseph Galvi
of Galvin Manufacturing, developed a car radio tlias marketed in 1930 by Motorola as model 5T71.

By the 1930s, AM car radios were common. In 1952 fttst FM tuner to join the AM band in
cars was introduced, although FM radio listenimgaied scarce all decade. Chrysler included adhblat
in its Imperial series, but the idea never caughtThe advent of the portable transistor radiohia fate
1950s created another way to listen to radio wiibeing in a car.

The 8-track tape player made its debut in Fordatehiin 1965, nine years after Ford began to
feature similar 4-track tape players. This systdrtape cartridges won over turntables in the caabee
cartridges were more stable and gave the lister@e roontrol. An album was divided into four stereo
programmes, accounting for the eight tracks. Tétettier could select a programme.

Cassettes were introduced in the early 1960s art rieeir way into the car by 1970. Cassettes
became the most popular audio medium in 1977, tasc&-tapes faded. Cassettes were smaller and easie
to store and had sound quality that rivaled alli@diormats. The surge in popularity of FM radictire late
1970s paralleled the development of car receivieas ¢ould pick up FM signals better while driving.
Citizens Band radio, used by truckers, was a lfai¢in 1976.

FM became so popular in the 1980s that AM statfaats to reinvent themselves, leading to more
talk and sports channels. With the expansion obrdal choices for drivers, button-pushing becgraet
of the common listening experience. The compact wis introduced by Philips and Sony in 1982, #wed t
first CD players in cars arrived in 1984. A yedefaautomatic CD changers began to appear in cars.

The cassette remained viable through the 1990mbuvitably was overshadowed by the CD. The
cassette had been the best medium to date for mékiix tapes” that was ideal for road trips. People
making their own CD compilations paralleled theeris popularity of personal computers. DVD players
first appeared in 1996.

The 2000s marked acceleration in the developmepbdhble digital gadgets. Apple introduced
the iPod in 2001, allowing 1,000 songs to be stareé small player. The iPod and MP3 players became
accessories for car listening. Another new packafgéstening choices came with Sirius XM, a satelli
radio company offering hundreds of channels thatn cae heard around the world.
(www.auctionexport.com/inventory/).

Notably, radio is the first modern media form, dratl a huge impact on the history of the 20th
century. For the first time information could beadcast, that is, it could be received by anyorté thie
right equipment, without wires. The birth of radishers in the era of mass communications. Early car
radios were enormous, with sporty reception, battdthnology that was developed during World War II
helped refine them. Report shows that in 1946, Biomicars had radios. By 1963, the number was 50
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million (Biagi, 2003:136). Although the advent afl@vision especially colour television posed a grea
challenge to radio because television can sucdgssfumbine audio and visual. Thus, pictures arense
colours and movement of objects make televisiorgrammes more real and attractive to the audiences
(viewers) unlike radio that can only offer audioyad) alone. However, instead of dying after theag of
television, radio actually managed to thrive by @iy to an audience that sought the portabilitd an
immediacy that it offers. Worthy of note is thatog can beat radio for quick news bulletin or thtest

hit (music, jokes, adverts, et cetera) as mentiaaatier. Because of this unique feature of rattie,globe
has been witnessing a period of rapid expansidtsinse as governments, politicians, entreprenands
advertisers are grasping its potentials. It is shat using radio for information dissemination abtheir
products, ideas, concepts, means reaching mordepetithin and outside the urban and sub-urban aatas
the shortest time possible. Interestingly, sinaititeption of radio in the 1890s, instead of dwirglor
fizzling out of existence when faced with televisiehallenge, radio has maintained its effect and
importance to the masses till date especially witidern technology. Viewing the important roles adio
and its powerful force on audiences especially witewas newly introduced to the people, Biagi
(2003:133) says, “Radio created a new kind of ctie national experience. Radio in the 1930s &#D&
became a powerful cultural and political force. Raghve multitudes of people a new, inexpensiveou
of information and entertainment”. As discussedvab®rive-Time audiences could not have been laft o
Thus, radio created a massive global experiencdl @md sundry.

Talking about car radio, probably with the samev@dul effect on listeners, it carries different
bands that is, Short Wave (SW) which refers to wavka length, which is less than 60 meters. On the
other hand, the driver may tune to the other barktequency Modulation (FM) mode in which the
amplitude that is, the strength of the radio wadess not change, but the frequency that is, thebeurmof
waves each second varies, producing a very clesdso

Actually, technological improvements have broughbut an upsurge for car radios. At present,
every manufactured vehicle (heavy-duty inclusiveyries a radio. The reason for this cannot be
unconnected to the fact that getting the massesnr&d of various happenings across the globe atticigye
them entertained, is actually a serious busineggéngto this, a media station that is able to alsvggt the
people informed as quickly as possible will deghitbe the peoples’ choice. It should be noted daily,
many developments come up in the political, soe@nomic, geographical, religions arenas globdlt t
masses must be informed about. For the media poaeis to effectively and efficiently perform thei
functions, technological improvements on the mediand its use for such information dissemination
became inevitable. Based on the foregoing, therg lelieved that audiences/masses must be reached
anywhere they might be at any particular pointinimet even in the rural areas. For a Drive-Time auche
who has his car radio on and tunes to a radioostati is likely that he/she may by no means rexz¢he
information sent via the medium — radio, at thahedime those at home, office, shop, bar, hoted, sm
on, are receiving such information. Thus, audiersigailtaneous reception of radio signals.

10. Theoretical Framework

The media theories that would be discussed indtioidy are the Agenda Setting theory and Uses
and Gratifications theory. The basic reason fos thitheir relevance to the study. Interestindhg study
looked at Drive-Time audiences and their use of assncommunication medium — the car radio in
receiving information about political issues durihg Nigerian 2011 general elections. It would geead
that one of the major roles the mass media pl&y $et agenda on issue in the societies. The redepthe
act is usually to create a platform for such isgodse discussed, debated, analyzed and so oniagpéar
clarity to the public. Such issues are the varidabates, discussions, before, during and afte2@id
general elections in the country — Nigeria.

For this study, two theories shall be reviewed.Mantioned above, these theories are agenda
setting theory and uses and gratification theory.

11. Agenda Setting Theory

Over the decades, the mass communication media $fzown a great deal of understanding in
their important role of covering issues in the sties and disseminating the outcomes of such igsub®
masses. In connected to this, the Nigerian massntoncation media have always created awareness
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about the political stance of the country. Theyehalso helped majority of Nigerians to know abdw t
rules of playing politics devoid of malice, rancdistrust and what have you. In doing this, thesmaedia
are seen as setting agenda on political issuesaméerns federal, state and local governmenathier
words, transmitting messages about political is§aesstance during the Nigerian 2011 generaltaas
through their channels make them play the agentfiageole. The frequency of transmission of media
contents about the issues really helped in edug#tim masses at one time or the other.
Note worthy, there is usually more news everydentthe any media can possibly accommodate.

The reason for this is that several issues comalmpst every second in every field of life — paktj
religion, socio-economy and so on. Laying creddndhis assertion, Akpabio (2005: 173 - 176) posits

There can be doubt about the fact that there i=smemws everyday than the

media can possibly accommodate. It is equally tha¢ there could be a dearth

of news to much so that what on a good day woulderren merit a mention

could make headlines. However, because the formemasio is the reality,

media gatekeepers using news judgment criteria @okd choose what

constitutes the day’'s news.

Various scholars have highlighted different ways #ffects of the mass communication media
reflect in the lives of the people. Through the snamdia, the masses are usually informed, educaed,
entertained. Whichever way these come, the enduptsdare usually information dissemination. As
Akpabio clearly stated above, actually, mass conication media people through their professional
judgment choose what should constitute the daywesnéledia researchers in their support for thisamot
have at one time or the other stressed that the maslia set agenda on issues/events in our sacigtie
other words, it is believed that the mass commtioicanedia set agenda through the various ways they
package and disseminate the news, information amtertaeinment — which include information about
politics (elections’ registration exercise, the goument and the governed agenda on politics among
several other issues) to their far-flung heterogesemass audience. For instance, during the 20d€rge
elections, series of programmes were packaged; sane used to engage Nigerians (especially opinion
leaders) on discussions on the state of the cdariplitical environment, et cetera. These to gdagxtent
helped in getting the people to know what is and/ere happening in their environment, within theallp
state and federal levels.

McCombs and Shaw are known to be the pronouncetseofgenda setting theory of the mass
communication media. They coined the term agendi@ngein 1972 with a core idea that the media
emphasis on an issue influences the audience tovadsv the issue as important (McQuail, 2000:512).
Then, one could submit that Agenda setting is vibae the power of the media to structure issues and
inject them into the minds of the people using paogmes such as interviews, discussions and even
political advertisements to mention but a few. Thhe media, by focusing repeated and major atterdn
an event or set of related events such as nevegnation and/or advert messages as mentioned reanlie
politics transferred the event into an issue tlsahighly discussed by the masses across the country
especially because of its importance. Previoustielex have always been flawed by irregularitiesossr
board ranging from ballot box stuffing and somesnsmatching, rigging, among others. Placement, size
and frequency of appearance of stories are wagaighr which the media attach certain weights to news
stories of any sort.

Agenda setting posits that audiences learn thebBensassues from the news media, thus,
incorporating a similar set of weights and impoc&mto their own personal agenda. In agreemettteto
above, Folarin (1998:75-76) puts it this way:

the mass media have an impact on agenda settithgtiihey have the ability
to choose or emphasize certain topics thereby gutbie public to perceive
the issues or topics as important. This impliest tite mass media pre-
determine what issues are considered as importamtgéven time in a given
society.
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Agenda setting is an idea that “the news mediaibplay of news, come to determine the issue
that public think and talk about” (Soverin and Tark 1992:207). On the other hand, Lang and Lang in
Soverin and Tankard (1992:210), postulates: “thesmaedia force attention to certain issues. Thégd bu
up public images of political figures. They are stamtly presenting objects suggesting what indizfslin
the mass should think and talk about.” More so,d&@an et al. (1976:19), see agenda setting as “the
editorial decision that a particular event is nedvs if the news media ignores it or says so.”

In light of the above, the Nigerian mass commuineaimedia in their unrelenting efforts in laying
great emphases to political issues through therwrious ways they package, frame, and disseminate
information about various issues on Nigerian paditistances to the masses made them play the agenda
setting role. They have really made debates armlissons on this issues spread across the ranflend
This is seen to have played a positive effect ogeNans as the level of irregularities during tig1 2
general elections reduced drastically. Thus, thetigins were generally perceived to be free and fai

Without mincing words, the fact still remains tha¢wing the theory and/or model of the mass
media effect, it would be noted that they wouldaj/in considerable ways affected the masses’ li@lvav
to a large extent, as they most times set agendssaas thereby making people think and talk akaah
events or issues. For instance, the mass commigmiaatdia’s constant and consistent coverage aesss
relating to how the country would have free, faidaredible elections, paid off. This was seerharmost
Nigerians turned up for the registration exerciad aubsequently participating in the elections.ihgy
credence to this development, Utulu (2011:18) &sser

If actually the mass media succeeds in causingleeopthink towards a particular
direction depending on the topical issues of thenerat, then people’s beliefs can be
altered too that is, making them tilt either (ddit to the right or to the left based on
how much the media succeed in capturing their mindistii the media was
aggressively used in educating government, ageacig@dNigerians on the need for a
free and fair elections, most Nigerian were notimglto participate in the elections.

Media reports actually show that Nigerians decitiedparticipate in the elections because of
various mass communication media role of bombarthiegpeople with views, ideas, on the best wayeto g
the right candidate(s) voted into power. The etectat the federal level ushered in the Goodlucklé&be
Jonathan’s government of the People’s Democratity PBRDP) with a convincing win over other politica
parties.

12. Uses and Gratifications Theory

The Uses and Gratifications theory is of the vibat the media consumers influence the entire
process of communication because they select thessages based on their needs, beliefs or preésrenc
(Folarin, 1998:65). Here, attention is shifted fromadia production and dissemination to consumption.

Research revealed that the formationsefs and gratifications theory dates back to #8094 and
1940s when Herza Herzog argued that members aiutlieence might listen to a radio programmeme for
different reasons. Miller (2002:242) reported thakjng a cue from Herzog, McQuail, Blumler and Bro
(1972) concluded that people, for instance, lislen@ quiz on radio for self-appraisal, interaction,
education and excitement.

Worthy of note the actual development of the umed gratifications theory took place in the
1960s and 1970s. During that period, Katz, Blunaled Gurevitch (1974) generated the approach’s first
formal statement. As noted by Miller (2002:243) argloften quoted by communication theory scholars,
the key points of the statement are “the social pagchological origins of needs, which generate
expectations of the mass media or other sourceshvdad to differential patterns of media exposfme
engagement in other activities), resulting in neeatifications and other consequences, perhapslynost
unintended ones.”

In the 1980s, according to Miller (2002:243), tevelopment of the uses and gratifications theory
took another dimension. Distinctions were made glthre lines of content versus process gratification
(Cutler and Danowski, 1980); cognitive versus affe¢imaginative gratifications (McQuail, 1984); can
instrumental versus virtual gratifications (Rubi®g4).

In the view of Swanson (1992) in Miller (2002:243)
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these contrasts all indicate the dissimilarity kegw “gratifications that result from the
pleasurable experience of media content and rehlidaring consumption...and
gratifications that result from learning informatifrom media content and subsequently
putting it to use in practical affairs.”. Howevéhnge theory recognizes the fact that what is
sought by the audience may not always be obtafinech the media).

More so, with a look at the uses and gratificatimil media dependency theories, Rubin, (1982),
says, “both theories agree that media use can feathedia dependency.” In addition, the media
dependency theory states that the more dependantiaidual is on the media to fulfill needs, theora
significant the media becomes to that person. ReFded Ball-Rokeach (1976) illustrate dependency as
the relationship between media content, the natfireociety, and the behaviour of audiences. People
would become more dependent on media that meetaeruof their needs than on media that touch only a
few needs. The numbers of sources open to an thdiViinfluences dependency on a certain medium.
Individuals are usually more dependent on availatdglia if their access to media alternatives istéich
The more alternatives there are for an individtred, less is the dependency on, and influence sifeaific
medium. (Littlejohn, 2002).

In the light of these however, there have beeticisins of the Uses and Gratifications Theory.
Like other theories of mass communication, someee@spof the Uses and Gratifications theory have
attracted criticisms over the years. Some of thiecal remarks are that:

i. The theory disregards the processes through whiehtéxts obtained from the media are
interpreted by the audience or reader;

ii. Although the developmental efforts of its proposeate interesting and prolific, its research has
not resulted in a “logical” theory and

iii. That the theory is too individualistic in conceptdaoperation; that it has taken the attempt to
theorize communication from the “all-powerful medihects” of the 1930s to the other extreme —
an audience or a reader whose will and preferem@esupreme.

However, DeFleur’'s reasoning about mass media carwation theory generally should douse
skepticisms about the integrity of the Uses andifBrations Theory. DeFleur cited by Miller (20022)
insisted, “Mass communication research seldom ¥al@ programmematic approach, holding back the
pace of theoretical development.” This means thaitet is no perfect theory of communication in teohs
development and the capacity to guide related rekes.

In trying to further re-position the Uses and @iedtions Theory in communication research and
defend its validity, Littlejohn and Foss (2005:286iting Katz, Blumler and Gurevitch (1974:12), bav
observed as follows:

Compared with classical effects studies, the used gratifications
approach takes the media consumer rather than ditanmessage as its
starting point, and explores his communication bi&ha in terms of his
direct experience with the media. It views the meratof the audience as
actively utilizing media contents, rather than lgepassively acted upon by
the media. Thus, it does not assume a direct oaktip between messages
and effects, but postulates instead that membershefaudience put
messages to use, and that such usages act asimtgrwariables in the
process of effect.

Now, it could be said that most of the theoriesehtheir strong and weak points as it were.
Notwithstanding, the uses and gratification hasiabt threw light on the fact that humans are nod a
cannot be passive users of the mass communicatextiamRather, there is the active power of choice
based on gratification sought (GS) and gratificatidtained (GO). Thus, whenever people can get what
they are looking for through the mass media, theenttey will be interested to continue to use trezlia.

More so, Utulu, (2011:18-19) with an effort to aaldoice to the established views, idea, about
the uses and gratification theory by communicatioholars, developed a model to show that it isufdct
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that people will always depend on the media thattrtteeir information access expectations. Howelver,
submitted through the model below that a particuteedia organization might not meet people’s
gratification obtained on every field of life aetkame time and vice versa.

ENVIRONMENT
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Fig.1: Individual’'s choice of mass media use basedratification sought (GS) and gratification abeal (GO).
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13. Data Analysis and Discussion of Findings

This paper has examined the use of the car radi®re-Time audiences (DTAS) to obtain
information about Political Information Programmasring Nigerian 2011 general elections. Hence, it
investigated if the Drive-Time audiences throughhgghe car radio in their vehicles actually ugliit to
receive Political Information Programmes (PIPsHecond, it also investigated if these set of radio
audiences actually get well informed about Politicdormation Programmes (PIPs) compared to the
audiences at home, offices, business places, awitiegs. Third, investigation was carried out toeavif
the Political Information Programmes they got ascesthrough the car radio had any impact on them
especially when it has to do with their decisionking on the choice of candidate(s), political paggpd
adherence to instructions given by electoral preeggegulators about the processes of the elections
among others.

With analysis on the data gathered using the salexiirvey research methodology instruments —
structured in-depth interview and questionnaireyits were got and analyzed using the simple ptagen
format. These results were therefore, discusséidernwith the research questions raised for thdystu

The tables below show results got from the questide administered on recipients. They were
complemented by responses got from the in-depémii@w conducted on the chosen recipients, who made
up the study’'s sample size.
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Table 1: Responses on whether respondents actualfjet gratification sought on Political

Information Programmes while driving compared to the people at homes, offices
and/or places of business.

Groups Options/Responses Frequency/
Yes No Not Sure Invalid Total (%)

Public Audiences
(Gov't & private
workers) 67 23 5 2 97(52.9)

Private Audience
(public transporters

& bus. personnel) 67 13 7 3 90(48.1)
Total 134 36 12 5 187
(71.7%) (19.3%) (6.4%) (2.6%) (100)

In providing answer(s) to the first question raided this study that is, whether respondents
actually get gratification sought on Political Infeation Programmes while driving compared to thepbe
at homes, offices and/or places of business? Tpkcation of the data on table 1 above shed lighttos.
The data clearly show that these set of mass coneation media audiences actually get the gratificat
sought from the use of their car radio in listeniaghe packaged and disseminated programmes @gitpol
during the Nigerian 2011 general elections. Theltotimber of those who said ‘yes’ from the two gi®u
(private and public) outnumbered others with 1&pomdents (67 from each group) that is, 71.7%.hH@en t
other hand, the respondents who said ‘no’ are 36a(®l 13 from each group respectively) that is3%®.
those who are ‘not sure’ are just 12 (5 private @nglublic) that is, 6.4% while only 5 questionnafge
private and 3 public) were not suitably completeaking them invalid, that is, 2.6%. In addition, ity
credence to some comments got through some ofptbe-ended items of the questionnaire (items 18, 20
and 22) and responses got from the structuredvietgrsessions, all the public audiences - goverriraed
private workers interviewed agreed that they gatification sought on political programmes theydisto
through their car radio with little distractions Wehdriving, as every information disseminated wer
usually got and understood. They (especially theegument and private workers) noted that most times
they were usually alone in the vehicles.

However, 2 of the private audiences - public tramtgrs’ responses where slightly different from
general agreement as they noted that sometimesiakbpevhen they have to attend to passengers, some
information disseminated at that point are not lguygt. They pointed out however, that becausg gi#l
listen to radio at home after the day’s work, mtiem get better informed.

The general agreement was that the level of geatifin sought and got by them could never be
compared to those who listen to the programme®miel, offices, places of business among others. The
reason given in relation to the above reason waissibmetimes, the distractions on the roads sutitaas
of other vehicles horns, other vehicles ahead tinde pedestrians and other intervening variables a
usually not witnessed in the homes, offices, bussindaces, and so on.

Notwithstanding, majority claimed that gratificatisought are usually obtained with the car radio
while driving. Therefore, it would be concluded tththe car radio meets the audiences’ needs on
gratification sought on political information pr@gnmes during the Nigerian 2011 general elections.
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Table 2: Responses on the extent to which respondsrget gratification sought on Political
Information Programmes (PIPs) listened to on their radio set compared to other
programmes.
Options/Responses
Very Great No Little Don't Invalid | Frequency/
Groups Great Extent Extent | Extent Know Total (%)
Extent
Public
Audiences
(Gov't & 13 58 Nil 23 3 Nil 97(100%)
private
workers)
Private
Audience
(public 20 34 Nil 24 12 Nil 90(100%)
transporters &
bus. personnel)
33 92 Nil 47 15 Nil 187
Total (17.6%) | (49.2%) | (0.00%) | (25.1%) | (8.0%) | (0.00%) | (100%)

To answer the second research question raisedsrstiidy, that is, Responses on the extent to
which respondents get gratification sought on Ralitinformation Programmes (PIPs) listened to logirt
radio set compared to other programmes. Analysgsh@aed on these options — ‘Very Great Extent'edbr
Extent’, ‘No Extent’, Little Extent, Don’t Know anthvalid. Data gathered show that ‘Great Extentred
higher than other options with 92 respondents (#a49.2%). This is followed by ‘Little Extent’ Wi 47
respondents (that is, 25.1%) while ‘Very Great BXthad 33 respondents (that is, 17.6%). ‘Don’t Kno
option had 15 respondents (that is, 8.0%), no mdpat ticked ‘No Extent’ option and had Nil ‘Invali
questionnaire. Thus, both scored 0%. The implicatiere is that Nigerian Drive-Time audiences get
gratification sought about political informationogrammes during the 2011 general elections to atgre
extent compared to other programmes such as dntedat, and so on. More so, the addition of both
positive responses given to the question asketjgh&/ery Great Extent’ and ‘Great Extent’ aresgter
than the negative responses, which are ‘Little BExtand ‘Don’t Know’ with 125 respondents and 62
respondents respectively. This result was complieterwith the responses got through the interview
sessions conducted. All the interviewees agreddlitiest could categorically say that the gratifioatgot is
to a great extent because of knowledge obtainedtahe subject matter. Some noted that it couldenev
have been to a very great extent because thersoame other factors that impedes on their listening
processes such as paying attention to other road (sther drivers, pedestrians, police, stredit ligot-
holes on the roads, animals, among several oth@tsjting one of them, she said, “Even people atéehom
may likely not be able to say it is to a very grestent because they also have other things tapegtion
to while listening to whichever radio programme.btiWithstanding, the study reveals that Drive-Times
audiences get to understand political (electorac@sses) messages transmitted via the car radie whi
driving that is gratification sought and obtainedre/to a great extent, during the Nigerian 201leggn
elections. Hence, radio (installed in the car, ustedomes, offices, at cetera) serves its purposalland
sundry wherever they may be.
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Table 3: Responses on whether the messagesRutitical | nformation Programmes (Pl Ps) got
while driving impact on respondents’ decision-makiig concerning political issues.
Groups Options/Responses Frequency/ Tota
Yes No Indifferent Invalid (%)
Public Audiences
(Gov't & private
workers) 88 4 Nil 5 97
(100%)
Private Audience
(public transporters &
bus. personnel) 89 Nil Nil 1 90
(100%)
Total 177 4 Nil 6 187
(94.7%) (2.1%) (0.00%) (3.2%) (100%)

Research question three that is, whether the messag Political Information Programmes got
while driving influenced on respondents’ decisioakimg concerning political issues, was answeredgusi
the same criteria as above thus, respondents dadiigwees responses. Data on Table 3, show that
respondents who agreed (by ticking ‘yes’) to tha faat their decision making about the electosalies
were impacted by listening to political informatignogrammes through the car radio during the 2011
general elections outnumbered other options. Tlas, had a howling number of 177 respondents (hat
94.7%) as against ‘no’ with only 4 respondentst(tba2.1%). It would be noted that no respondeas w
indifferent about this, (that is, 0%) while 6 queshaire (that is, 3.2%) were invalid because theye not
duly completed to give answer to the question chiSée result shows that messages listened to about
Political Information ProgrammegPIPs) by Nigerian Drive-Time audiences during the 20Eneyal
elections on the radio set in their vehicle impdaba their decision making concerning politicaluiss.
Some comments got from some questionnaire resptmdevealed that political programmes, listened to
in their vehicles, made them conclude on the pamty candidate they finally voted for.

Complimenting these responses with those got frieeninterviewees, they also pointed to the
same angle in a way as some respondents preci€g8y3%) out of 12(100%) interviewed agreed that
listening to political programmes on radio befone general elections while driving actually gaventh
some level of understanding of the political partigrogrammes and their candidates. However, 5¢4)1.7
respondents revealed that they have actually mpddeir minds about the political party and cantida
they will vote for notwithstanding what informatialisseminated and got through the car radio. Iritiadd
an interviewee (a public transporter) revealed thatussions got from passengers after a politgsale
interview programme on the 2011 general electibry tll listened to through the car radio was dnhe
reasons why he decided to vote at all.

Therefore, the answer to research question threethed the use of the car radio for listening to
messages on Political Information Programrfe®s) during the 2011 general elections affected thesuse
(Drive-Time audiences) decision-making concerninjtigal issues. Another reason to conclude that ca
radio positively served its information disseminatpurpose on its users.
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Table 4 Responses on the extent to which the Patil Information Programmes respondents
listened to influenced their decision-making concering political issues.
Options/Responses Frequency
Groups Very Great No Litle | Don’t | Invalid | Total (%)
Great Extent Extent Extent | Know
Extent
Public Audiences
(Gov't & private
workers) 30 62 Nil 5 Nil Nil 97
(100%)
Private Audience
(public
transporters & 27 60 Nil 2 1 Nil 90
bus. personnel)
(100%)
Total 57 122 Nil 7 1 Nil 187
(30.5%) | (65.2%) | (0.00%) | (3.7%) | (0.6%) | (0.00%) |  (100%)

As shown earlier (table 3), it would be noted timatjority of the respondents say that the use of
the car radio for listening to Political Informatid®>rogrammes during the Nigerian 2011 general ielext
affected their (Drive-Time audiences) decision-mgkéoncerning political issues. Here, researchtires
four that is, whether the extent to which the Radit Information Programmes respondents listened to
influenced their decision-making concerning podtissues shall be answered.

Looking at the data on table 4, it is revealed tha effect of the political information programsne
listened to through the car radio was to a gretdérex The breakdown goes thus: great extent had 122
respondents (that is, 65.2%), this was followedveyy great extent’ had 57 respondents (that is5%).

On the other hand, ‘little extent’ had just 7 resgents (that is, 3.7%) while only one responddmit(ts,
0.6%) ticked ‘don’t know.” The implication of thisesult clearly shows that the Political Information
ProgrammegqPIPs) listened to on the radio set in their vehicle efftheir decision-making concerning
political issues to a large extent.

In support of this, interviewees’ responses wese alsed. In addition, the overall agreement was
that their decision-making concerning politicaluiss during the 2011 general elections was affeicted
large extent. They noted that as drive-time audisnmost information got about the general elestion
were actually got through the car radio while dri¢i Further, they added that sometimes, these
information were complemented by discussions withers in the vehicle. Some of the respondents
(especially the transporters) noted that they speost of their days on the way driving and mosetnget
home very late. In addition, one of them noted thatbeauty of the car radio was to keep them abafa
happenings in the societies be it political andeoilise while on way just like others at home, afficand
what have you.
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Based on the above, the answer to research qudsisoinat the effect of the Political Information
Programmes (PIPs) listened to on their decisioningakoncerning political issues through the caicad
during the 2011 general elections was to a greanéex

CONCLUSION AND RECOMMENDATIONS
14. Conclusion

It is obvious that radio has significant role taypin our societies. This study attention was lom t
use of the car radio by Drive-Time audiences. Tdieat of the gadget as noted earlier created ef reli
the people especially to the Drive-Time audiend&8AS). In other words, it has helped to keep people
outside their homes, offices, business places anubhgrs, well informed about developments in and
outside their immediate environments.

Owing to this, can anyone imagine our world withthe car radio? With it, the masses do not
have to wait until they get back to their homedices, places of business, before they can getrimdd,
instructed, educated, entertained, about happemiitgg and outside their immediate environment.

Looking at the use of the car radio by Drive-Timadiences in this study and their passengers
alike, it was discovered through respondents’ resps (through the in-depth interview conducted and
guestionnaire administered) that the medium plasigdificant roles during the Nigerian 2011 general
elections. It was submitted that people were inftireducated and entertained. In other words, i@dio
radio) got its users (Drive-Time audiences) infodnadout all the political and electoral processethay
concern the general elections. Worthy of note, Néges have been yearning for a free, fair and bitedi
elections for decades. Through the programmes {shanterviews, advert, discussions, news, etragte
gathered, packaged and disseminated by informasiemders — government and non-governmental
agencies, media personnel, politicians, among sthémrough the radio medium, most of the radio
audiences sampled for this study revealed that #tgtudes, beliefs about elections in Nigeria rajed.
Little wonder why people turned out for the eleotip which was generally tagged even by foreign
monitors as free, fair and credible.

15. Recommendations
Drawing from this study, the researcher makes ¢leviing recommendations:

i. Government, non-governmental agencies, politicighsuld endeavour to use more of the radio
medium for information dissemination before, durargl even after elections because of its wide-
reach and accessibility advantage over other media.

ii. Drive-Time audiences should try as much as possibleep their car radio always functional as
the service it offers in getting people outsideirthemes, offices, places of businesses, informed
are obvious.

iii. Manufacturers should also try to install into eveehicle a more powerful and multi-mode radio
type such as ‘world receiver’ with stronger sigaength that can pick other stations other than
the frequency modulation (FM) and amplified modiglat(AM) modes. This will enable Drive-
Time audiences get enhanced access to informaithimvand outside their social realities.

16. Bibliography
Akinboye, J.O. & Akinboye, D.O. (1998Rresearch Method$badan: Stirling—Horden Publishers.

Baran, S.J. and Davis, D.K. (2009)ass Communication Theory: Foundations, Ferment Entire (5th
ed.). boston: Wadsworth Cengage Learning.

Biagi, S. (2003)An Introduction to Mass Media. CaliforniZ&homson Wadsworth.

Bittner, J.R. (1989)Mass Communication: An IntroductioNew Jersy: Pretice Hall, Inc.

81



New Media and Mass Communication www.iiste.org
ISSN 2224-3267 (Paper) ISSN 2224-3275 (Online) Ly
Vol 2, 2012 s’

Folarin, B (1998)Theories of Mass Communication: An IntroductorytTésadan: Stirling-Horden
Publishers.

http://en.wikipedia.org/wiki/Radio. Accessed on AB2011.
http://en.wikipedia.org/wiki/History_of radio. Acsged on 27/12/2011.
http://otal.umd.edu/~vg/amst205.F97/vj04/p6f.htikdcessed on 3/1/2012.
http://www.davidreaton.com/advent_model_400_fm_gddm. Accessed 3/1/2012.

http://archive.lib.msu.edu/DMC/African%20Journatifgiafrica%20media%?20review/vol3no2/jamr00300
2006.pdf. Accessed 12/01/2012.

http://www.ehow.com/about_5380379 history-car-auttinl. Accessed 23/10/2011

Littlejohn, S.W. & Foss, K.A. (2005)Theories of Human Communicati{8th ed.) Belmont: Thompson
Wadsworth.

McQuail, D. (2005)McQuail's Mass Communication Theq®" ed.). London: Sage Publications.

Miller, K. (2001). Communication Theories: Perspectives, Processa$,GamtextsNew York: McGraw
Hill.

Rogers, W. and Dominick, J. (198 Mass Media Research: An Introductiddew York: Rinehart and
Winston.

Sambe, J.A. (2005)ntroduction to Mass Communication Practice in Nige Ibadan: Spectrum Books
Ltd.

Umeh , C.C. (1989)The Advent and Growth of Television BroadcastingNigeria: Its Political and
Educational OvertonesAfrica Media Review Vol. 3 No. 2. 1989. pp. 54:-@frican Council on
Communication Education.

Utulu, A.U. (2011).The Effects of Advertisement Messages: The Caddl\bfand AIDS Awareness
Campaign in NigeriaJournal of Biology, Agriculture and Healthcare. \ig9INo.1, 2011. Pp.14-
26.

82



This academic article was published by The International Institute for Science,
Technology and Education (IISTE). The IISTE is a pioneer in the Open Access
Publishing service based in the U.S. and Europe. The aim of the institute is
Accelerating Global Knowledge Sharing.

More information about the publisher can be found in the IISTE’s homepage:
http://www.iiste.org

The 1ISTE is currently hosting more than 30 peer-reviewed academic journals and
collaborating with academic institutions around the world. Prospective authors of
IISTE journals can find the submission instruction on the following page:
http://www.iiste.org/Journals/

The IISTE editorial team promises to the review and publish all the qualified
submissions in a fast manner. All the journals articles are available online to the
readers all over the world without financial, legal, or technical barriers other than
those inseparable from gaining access to the internet itself. Printed version of the
journals is also available upon request of readers and authors.

IISTE Knowledge Sharing Partners

EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalITOCS, PKP Open
Archives Harvester, Bielefeld Academic Search Engine, Elektronische
Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial
Library , NewJour, Google Scholar

m EB O INDEX (\@‘ COPERNICUS
I N T E RN A TTITIT ON AL

INFORMATION SERVICES
ULRICHSWES,  JournalTOCs @

N A ;
. E'z B Elektronische
lBAS(E T— Q0@ Zeitschriftenbibliothek O

open
> )
OCLC v)

The world’s libraries. — U cDigitalLibrary —
Connected. WorldCat e

Ny

'- ¥
GEORGETOWN UNIVERSITY
LIBRARY



http://www.iiste.org/
http://www.iiste.org/Journals/

