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ABSTRACT 

 The integration of Radio for social change has been enhanced with the advent of social media. 

Change is no longer conceived as linear because the audiences are constantly interacting with 

different kinds of content and consuming or rejecting it in different ways. Unlike the traditional 

radio where presenters or producers would be the authoritative source of content that only 

allowed one way of information flow, digital media has made audience transform from passive 

to active listeners. Radio that has an interface for interactivity to happen such as calling in 

sessions, responding via texts to the content over the websites and online presence of the media 

house makes the sessions even much integrated. This research study therefore sought to find out 

the role of Radio Maisha’s Staarabika radio programming in facilitating transformative social 

change and the listeners’ power to choose which programs suit them and for what reasons. The 

study assumed a descriptive research design using questionnaires and a focus group discussion 

among the faithful listeners of Staarabika’s radio programming. A total of 106 listeners were 

called and questionnaires filled out by the researcher and a focus group discussion was also done. 

The findings show the presenter of the show being the main source and also a key influencer to 

change of behavior. The study also found a strong link between listening to Staarabika at both 

personal and community level with high correlation scores between responses related to personal 

change and community change as compared to listening habits. Additionally, the study found 

that there was a strong link between listening to Staarabika and social change at the community 

level. The study recommends radio and specific attention to be given to the choice of presenters 

as they influence social change in their listeners. 
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

 Radio is still the dominant mass medium in Africa with the widest geographical 

reach and the highest audiences compared with television, newspapers and other information and 

communication technologies, ICT (Myers, 2008).  Radio is enjoying a renaissance and numbers 

of small local stations have exploded over the last twenty years, due to democratization and 

market liberalization and also increased access to more affordable technologies. Today Radio has 

enhanced more participation and interaction in its communication which was almost impossible 

in the past. Myers notes, 

There seems also to have been a re-discovery of radio in the context of new ICTs, a 

realization that technology has made radio into a more two-way medium and that it can 

help bridge the digital divide by providing a powerful tool for information dissemination 

and access, especially for hard-to-reach rural audiences. (Myers, 2008 p.5)  

The re-discovery of Radio’s new ICTs and therefore the enhancement of feedback 

through the different social media platforms clearly indicate that the relation between radio and 

its public has majorly been based on a mutual act of faith (Bonini, 2014). The radio audience did 

not know whom the voices on radio belonged to. For a long time the radio and its listeners 

believed in one another without knowing each other, until phone calls from listeners were 

introduced. Before the phone was introduced, radio would interact with its audience only through 

mail: with very little to talk about audience engagement. Since its discovery, until the time of 

live phone calls, radio has been a medium with no place for feedback. According to Bonini 

(2014) radio never knew the people it was speaking to, it never had an opportunity to see them 

and, for the longest time, did not hear from them.  
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The phone, blogs, Internet streaming, e–mail, websites, blogs and social media steadily 

reversed the communication flow, and therefore re–establishing a good balance in favour of the 

audience. Today’s radio has become highly participatory. With social media, we are seeing 

practical changes in the relation between radio and the listeners. The listeners are slowly 

becoming the real producers of radio content. The story of radio and its public is a story in which 

every stage of technological advancement is equivalent to an ever increasing reduction of 

distance, a distance that is a function of technological innovation. At its peak, there is a lack of 

feedback from the audience, and at its lowest point, the audience does not only respond through 

feedback, but is also connected one to another, participating in social change and development in 

their different spheres.  

Considering radio to be a heavily participatory and interactive medium within the context 

of the new ICTs, it therefore remains to be the world’s most versatile, democratic and socially 

transformative medium. Radio has curved its niche in promoting human rights and gender 

equality, holding governments to account and providing information to farmers. It shapes great 

importance and adaptability in a continuously transforming media landscape. According to 

Manyozo (2012), radio can only be instrumental in promoting Africa's development if it directly 

engages community members in relevant developmental issues, empowers them by engaging 

them through dialogic communication. 
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Background to the Study 

Radio as a medium of communication has come up a long way since its invention by 

Italian Guglielmo Marconi in 1901. In the twenties and thirties, when radio was a novelty, 

exaggerated claims were made in Germany, America and Britain especially for its power to 

influence men’s mind. The Nazi’s were the first to see the power of Radio and embraced the 

importance of radio for international propaganda. According to Hale (1975, p 1) “the widespread 

use of Radio propaganda during the war established both the power and the limitations of the 

medium. The war was a testing ground for the principles of psychological warfare for the claims 

of white against black propaganda.” 

Radio became an unstoppable movement in Germany in 1933 when the Nazi party came 

to power. Radio was a novelty. Eugen Hadamovsky, chief of German Radio, states in his 

autobiography: 

We spell radio with three exclamation marks because we are possessed in it of a 

miraculous power – the strongest weapon ever given to the spirit – that opens hearts and 

does not stop at the borders of cities and does not turn back before closing doors; that 

jumps rivers, mountains and seas; that is able to force peoples under the spell of one 

powerful spirit. (Hadamovsky, 1975 p.25) 

The history of Radio broadcasting in Kenya began in 1927 when the British East African 

Broadcasting Company (BEABC) started operating a broadcasting service from Nairobi 

(Gadsden, 1986). It was not until 1932 when the Colonial Office in London and the colonial 

governments in Africa realized the potential of Radio for propagating colonial rule. This led to 

the establishment of the Empire Service of the British Broadcasting Corporation (BBC) to 

counter hostile propaganda from other colonial powers such as Germany.  

When Kenya became independent in 1963, the new African government took control of 

the broadcasting industry and for many years thereafter the government owned Voice of Kenya 
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(VoK). VoK took total control of the radio programs that were broadcast in Kenya and there was 

little feedback from the audience (Situma & Ndeta, 2010). What followed were the liberalization 

of the airwaves in the 1900’s with stations like Metro 101.9 FM being launched on 13
th

 May 

1996 and Capital 98.4 FM launched on 15
th

 September 1996 and later on a proliferation of many 

FM stations. 

Radio Maisha came to life on the 27
th

 May 2010 as a national Swahili Radio station 

broadcasting in Swahili and targeting the mass market, an individual between 24-45 years old of 

LSM (Living Standard Measure) 3-10, meaning an individual who lives in rural and peri-urban 

areas, who runs a small-scale business or is employed and who has future plans but lacks the 

financial solution that fits his or her needs.  

In a competitive Kenyan Radio market, the station grew to command large numbers in 

just over three years. According to the IPSOS media intelligence Quarter 4, 2014 (October, 

November, December), the station was commanding a listenership of 3, 579,177 people as 

shown below in figure 1. 
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Figure 1: Ipsos Media Intelligence (Q4, 2014) 

 

There was a huge leap from Q1 2014 – Q3 2014 with a difference of about 942,781, 

which was significant for a radio station that had been on air for just over three years old. It 

would therefore be prudent to find out the factors that necessitated the growth in numbers and in 

the same breath unearth if this was synonymous with the social change to the target audience of 

the station. 

Staarabika is a program that runs on Radio Maisha every Monday – Friday between 10am 

– 1pm. The program addresses health, environmental, women empowerment, economic and 

social empowerment issues. These are tackled in various segments within the three-hour show as 

indicated in table 1. 
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Table 1: Staarabika Show Properties 

      PROPERTY                PROPERTY DESCRIPTOR 

Msumari moto Very interactive topical issue of the day; A segment that 

praises the good and discourages the ills in society.  

Staarabika Jumanne An interactive segment on economic empowerment, how to 

start a business, financial saving and stability and how to 

grow small and medium sized enterprises. The presenter 

invites financial experts every Tuesday who handle different 

topics and answer questions from the listeners.  

 

Ustaarabu na Babu A segment that focuses on dignity and calls for members of 

society to be dignified in the different aspects of their life.  

It’s simply a DO or DONT DO manual on life issues. 

 

Afya na Daktari Kulova Dr. Kulova, a general practitioner is invited to studio every 

Friday to answer health related questions from the listeners 

He also tackles one specific topic every Friday.  

 

Msamaha Two listeners are given an opportunity to forgive each other 

and reconcile LIVE on air. 

 

Twende Jikoni Short tidbits on the nutritional value of various foods 

advising them to use them for healthy bodies. Listeners are 

also invited to narrate how they would prepare their favorite 

meals LIVE on air. 

 

 

As this study focuses on radio viz a viz social change, it will be crucial to understand that 

radio transcends literacy and sophistication; no wonder its power to bring about change and to 

set the agenda be it in the social, economic, and political circles. The audience is always ready. 

Whatever the message, there is an unprecedented chance of being heard. According to Hale 

(1975, p. 65) 

The slow progress made in the elimination of illiteracy does not affect radio. It is the 

ideal medium for people whose cultural tradition is an oral one. In most areas of the third world, 
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radio has preceded a high level of literacy, making it, as W. Phillips Davidson says, ‘the greatest 

single instrument for involving people in emerging countries in political and social activity.’ 

It’s therefore worth noting that despite the differences in the literacy and social standings 

of an individual, radio is instrumental in facilitating change into one’s culture and attitude and in 

the process causing and enhancing social change. Horton and Hunt (1980) defined social change 

as a change in overall societal structure and relationship of a society. It is therefore the change in 

both material and non-material culture. 

Statement of the Problem 

According to research by Geopoll (2015), Citizen Radio topped the list of radio 

listenership with 8.5 million listeners which was 25% of total listenership followed by Radio 

Maisha that had 6 million listeners which was 13.5 % of the total listenership. Considering these 

numbers, it goes without saying that Radio is a powerful medium. The content it disseminates 

can make or break a society. The information it gives can build or destroy a society. The 

influence it has can bring tremendous positive change to the society or erode its morality. A 

Swahili station that encapsulates edutainment programs would therefore play a key role in 

calling attention to the role of Radio in facilitating social change. Radio Maisha has a great 

following however there has not been a specific study to find out the influence of radio Maisha 

shows as tools for social change. This study sought to contribute to this conversation around the 

influence of radio for social change. The researcher’s study therefore called attention to the role 

of Staarabika within the current radio trends in facilitating development, change, and listeners’ 

adjustment in the given social environment with a special focus on informative programs and 

effects on the local populace. 
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Purpose of the Study 

The purpose of this study was to establish the role of Staarabika in facilitating 

transformative social change in Kenya. 

  

Daystar University Repository

Archives Copy



 

 

9 

 

Research Objectives 

This study was set out with the following objectives: 

1. To find out the edutainment programs on Radio Maisha’s Staarabika 

2. To establish the claims of Community social change attributed to the Staarabika 

radio program 

3. To identify the social changes attributed to the Staarabika radio program 

4. To determine the influence of Staarabika edutainment programs in bringing about 

social change 

Research Questions 

The researcher employed the following in the field: 

1. What are the edutainment programs on Radio Maisha’s Staarabika program? 

2. What community level Social changes have been attributed of listening to the 

Staarabika program? 

3. What changes have the listeners experienced in their lives as a result of listening 

to Staarabika? 

4. What value has Staarabika contributed amongst the listeners and in the 

community in bringing about social change? 

Justification of the study 

With the emergence of Social networking sites since 1997 (Boyd & Ellison, 2007) the 

presence of the listeners within radio programs has gone from zero grade to the most advanced 

stage in which the listener has a face, a name, a personal space for discussion, a collective 

intelligence and a general Sentiment. According to Bonini (2014) the advent of social media and 

other technologies is the end of the listener as a mass that is blind, invisible, passive and 
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insensitive. For the first time in Radio history, listeners are not only numbers: their feelings, 

opinions and reputation are trackable and measurable. They have a say in the content that is 

produced and unlike how traditional radio worked, listeners have become producers of content. 

What remains to be the big question however is whether the advent of new media and the fact 

that listeners are heavy content producers has enhanced content that benefits the society and 

community or is it the next level of clamour for listenership and therefore more business for the 

radio station? 

The gap that this study intended to fill was the scant conversation and research around the 

influence of radio for social change and development and especially for commercial stations. 

This is key because the content a radio station disseminates can make or break a society. The 

information it gives can build or destroy a society. It was therefore important that the researcher 

does a specific study to find out the influence of radio as a tool for social change in Kenya.  

 

Significance of the Study 

The findings of this study would benefit the scholars who are pursuing research and 

studies in communication generally, development communication and radio to be more precise. 

Media owners, Programmers, the Communications Authority of Kenya (CAK) and Radio 

Maisha would greatly benefit through the documented perceptions of the influence of radio in 

bringing about social change. The listeners would benefit from the proposed change in content 

based on the data collected. Overally, this study would make attempts in contributing to the 

growing knowledge of the role of radio in social change and development. 
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Assumptions of the Study 

The assumptions of this study were: 

1. That the researcher would gain access to the given selected organizations and will get 

permission to carry out this study. 

2. That the informants would be available, co-operative and supply the researcher with their 

honest and sufficient information. 

Scope of the Study 

This research was carried out on Radio Maisha’s mid-morning program (Staarabika) that 

runs between 10am – 1pm. The research was conducted for 10 days where data was collected 

before being analyzed and a focus group discussion conducted within that period. 

Limitations and Delimitations of the Study 

Some respondents had reservations to the study suspecting that the researcher was spying 

for the government or another organization like the CAK. The researcher countered the same by 

demonstrating that the study was purely for academic purposes.  

Getting all the members of the Focus group Discussion to be at the same venue, at the 

same time posed a logistical challenge and therefore it had to be planned thoroughly and 

executed properly. The researcher had to have more numbers in the database so that if some 

respondents did not confirm availability, he could always go to another person in the database 

and ask for their participation.  
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Definition of Terms 

Living Standard measure (LSM) - Refers to ones’ level of comfort, material goods and 

necessities that are available to a certain socioeconomic class in a given geographic area. 

Peri-urban - Also called urban space, outskirts or the hinterland is defined by the structure 

resulting from the process of peri- urbanisation. It is the landscape interface between town and 

country, or also as the rural—urban transition zone where urban and rural uses mix and often 

clash. 

Social Change – It is a change in overall societal structure and relationship of a society. It is the 

alteration or modification that takes place in a social structure or function of a society.  

According to Horton and Hunt, (1980) it is the change in the way a people live both materially 

and non-materially. 

Target Audience – This means the types of listeners that you are trying to reach: not just the 

listeners you already have, but also the listeners you should have, if only they can discover your 

station and realize what great programming it has. They are usually described in demographic 

terms, for example age group, sex, education, occupation, and so on. 

Mass Market – It refers to a large, undifferentiated market of consumers with widely varied 

backgrounds. Products and services needed by almost every member of society are suited for the 

mass market. 
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Summary 

This chapter gave an overview of what the whole research was about. It explained the 

purpose of the study, the objectives, the significance, the assumptions of the study, the scope, the 

limitations and delimitations, and defined the terms used. The next chapter presents a review of 

the literature and theoretical framework that was used to give more insight on the power of radio 

and the role of radio in social change.   
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

This chapter presents a review of literature in line with the objectives of the study. The 

literature herein includes published materials from various sources that discuss the significance 

of radio as a source of social change. It also looks at the processes underlying social change in 

regards to the operations of radio. This chapter reviews literature relevant to radio, social change 

and the Staarabika program. The scope of literature is focused on understanding what social 

change in Radio entails. The chapter contains the theoretical framework, literature, discussion, 

conceptual framework and summary. The literature provides a framework that will assist in the 

analysis, interpretation and discussion of the findings that will emerge from the fieldwork.   

Theoretical Framework 

 The study of the influence of radio on social change can be approached from 

different theoretical underpinnings. Some of the theories include the social learning theory as 

propagated by Albert Bandura, which depicts behavior as impelled by inner forces in the forms 

of needs, drives and impulses often operating below the level of consciousness. Communication 

for social change approaches and more specifically the social marketing approach is another 

theory that is important when dealing with radio and behavior or social change and the social 

marketing theory, all which deal with behavior changes among others. (Myers, 2008)   

This research focuses largely on what happens beyond the influence of radio, the decision 

to change and adopt one particular change and not another. It therefore heavily borrowed from 

the uses and gratifications approach, which emphasizes on choices or reasons behind any social 

change. (Rosengren et al. 1985, P. 225). 
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The Uses and Gratifications Theory was a product of Research that sought to explain why 

some media contents were more appealing to consumers than others. According to McQuail 

(1983), the main question was to explain why people use the media and what they use them for. 

This approach assumed that media consumers know the content being given by the media and 

what they use them for. This approach assumed that media consumers know the content being 

given by the media and which media will meet their needs. 

The Uses and Gratifications Theory was therefore used for this research because it relies 

heavily on media choices and the needs of the consumers, implying that it is the consumers’ 

needs that influence their media choice, how they use it, and what gratifications they get from it. 

This implies that media consumers are active searchers of media content and not passive 

receivers. This is different from the traditional media effects theory, which focuses on what 

media does to people. Uses and Gratifications Theory, therefore, is more concerned with what 

people do with media, Katz, (1959).  

Uses and Gratifications approach also suggests that the media compete with each other as 

well as other information sources to satisfy the consumers need (Blumer & Katz, 1974). This 

approach emphasizes consumers’ choice by assessing their reasons for using certain media and 

disregarding others, as well as the various gratifications obtained from it based on individual 

social and psychological requirements (Severing & Tankard, 1979).  

Uses and gratifications theory takes a more humanistic approach to looking at media use.  

Blumler and Katz (1974) believe that there is not merely one way that the populace uses media.  

Instead, they believe there are as many reasons for using the media, as there are media users.  

According to the theory, media consumers have a free will to decide how they will use the media 

and how it will affect them. Uses and gratification is the optimist’s view of the media.  The 
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theory takes out the possibility that the media can have an unconscious influence over our lives 

and how we view the world. 

Of importance to this research is the effect and the impact that the media and in this case 

Radio Maisha’s Staarabika has brought to the lives of the listeners. I delved into what 

gratifications they have been able to draw from the content and how that has translated into 

social change both in their lives and the community as a whole. 

General Literature Review 

Radio and Social Change 

Radio like all media can be a double-edged sword, and has the power to inspire and 

educate, power to trivialize and 'dumb-down', and also tell lies or propagate the truth (Lule, 

2007).Additionally, Myers (2008) says that through its presenters. Radio can promote peace, but 

it can also propagate war and hatred. What people listen to and see everyday creates a pervasive 

impact on what they regard as acceptable or normal (Buckley et.al. 2008).  

When discussing what radio has been able to achieve in the world and especially in 

Africa, the negative one of Rwanda comes to mind, and more so the role that was played by 

Radio Television Libre Mille Collines (RTLM) in the genocide that happened in 1994 against 

Tutsis and moderate Hutus. What was clear was that the Hutu-controlled radio station called for 

the elimination of the 'cockroaches' and 'snakes' that seemed to have an agenda of eradicating the 

Hutu population. The radio station played a key role in encouraging and supporting the work of 

the militias who ended up killing hundreds of thousands of Tutsis. RTLM went further to 

broadcast the names and addresses of those who were labeled the 'enemy within' which resulted 

in the death of approximately one million Tutsis and moderate Hutus (Frère, 2007). 
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Subsequently, the owners and directors of the station were arrested on charges of war crimes, 

and, in some cases, received life sentences in prison (Myers, 2008b).  

Rwanda is not the only case of 'hate radio' in Africa. Radio, in the past and even today 

has been used for purposes of propaganda, incitement to ethnic violence, witch-hunts and to 

support violent coups d'etat. Indeed, in Kenya, the specter of Rwanda arose again, as local 

vernacular radio stations started broadcasting ethnic abuse and invective in the post-election 

violence of January 2008 (Abdi and Deane, 2008) - good example of negative effects of Radio 

programming. Does it therefore mean that radio can potentially do more harm than good? 

According to Myers (2008) this is a continuing subject of debate amongst government regulators, 

sensors and other stakeholders who strongly argue against allowing vernacular and community 

radios, suspecting that they are in the forefront of encouraging tribalism and separatist 

movements. 

However, it’s important to note that with the advent of social media, change is no longer 

conceived as uniform because the audiences are constantly interacting with different kinds of 

content and making sense of it. Unlike the traditional radio where presenters or producers would 

always feed the listener, today a lot of content is generated from the listeners/audiences. 

According to Bonini (2014) radio presenters do not have to go out of their way to look for 

content that will be beneficial to the listener, as was the case in the twentieth century. Today, 

contents easily follow them through social media and their work is simply to take the content. 

The producer/presenters job has been simplified from seeking to selecting. They only need to be 

sensitive by keeping an eye for interesting information and therefore deciding what to use and 

what to discard. Listeners contribute online, as the radio presenter re–interprets and re–elaborates 

them, providing the listeners with a properly constructed listening experience. The listeners then 
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feedback and supply new material to the community of listeners/producers so that the process 

can start again. It is the prerogative of the producer to select content that can build and mend in 

the face of war and destruction. The audience is always furnishing the producer with this 

information.  

Myers (2008) debates that there is a possibility of bringing out some basic 'knowns' about 

radio and the power it holds to impact human behaviour. Firstly, it is important to note that on its 

own, radio can rarely influence and sustain behaviour-change. A successful radio initiative or 

program will have additional influence of field workers, teachers, clubs and groups helping the 

process along, and in many cases involve a mix of media like visual support to radio messages 

through posters, newsletters and the like (AFRRI, 2008).  

Secondly, radio seems to have less direct influence thus the more media-rich the context, 

the more sophisticated and media-literate the audience. To take example of Rwanda; it is 

generally agreed that RTLM, the extremist-Hutu hate radio, had the influence it did partly 

because there were very few alternatives to that station at the time: all telephone lines were 

down, and there were no other sources of information apart from RTLM and the government-

controlled station, ORINFOR also Hutu-power controlled. (Frère, 2008 p.64) 

Thirdly, when the content or radio is interactive, entertaining, compelling and more 

engaging, there is a high chance of better impact because it encourages interpersonal dialogue 

(Scheepers, Van Werven, Seebregts, Poort, Nooij, Baarsma, 2004). Now that listeners can 

generate their own content through social media and other technological advancements as well as 

engage more in radio programs, the potential for empowerment and enrichment of radio as a tool 

for social change is greater. Regular listening that is sustained seems to be more important for 

behaviour change than exposure to a specific radio campaign (AFRRI, 2008).  
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Finally, if the radio station and the presenter/producer are not trusted, chances are that the 

message being communicated, however compelling will not have much impact. Listeners have to 

trust the tool and person sending the message before trusting the message itself. Genuinely 

serious radio stations guard their reputations against impartiality, because they know too well 

that if they lose it, they lose the audience and in the process revenue. In the same way, a local 

radio station will be deemed credible if it sincerely interacts with its listeners and is inclusive at 

all times. It will be judged accordingly by its local audience who will not abandon it (Myers, 

2004). 

General Studies on Radio 

 Radio as a medium of communication has come up a long way since its invention 

by Italian Guglielmo Marconi in 1901. So powerful has the radio become that some governments 

in Africa have controlled broadcasting in their countries. In Kenya, it was only in the last 19 

years when the government fully relaxed its controls on radio broadcasting and allowed privately 

owned broadcasting stations. But even then, the government of the day remained uncomfortable 

about the decision fearing that stations would promote negative ethnicity, which would be 

detrimental to national unity.  

When Kenya became independent in 1963, the new African government took control of 

the broadcasting industry and for many years thereafter the government owned Voice of Kenya 

(VoK). VoK took total control of the radio programs that were broadcast in Kenya and there was 

little feedback from the audience (Situma & Ndeta, 2010). 

Radio became an unstoppable movement in Germany when the Nazi party came to power 

in 1933. Radio was claimed to have shaped opinion and setting the agenda especially in forming, 

pushing and stamping the Nazi ideology. 
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Growth of Swahili Radio in Kenya 

As stated earlier, the 90’s marked the emergence of FM stations that experienced liberty 

in the choice of content and music hence leading to a tremendous growth of local FM stations in 

Kenya from two in the 90’s to more than 100 currently. Before this time, there was only one 

government owned radio station, the Kenya Broadcasting Corporation (KBC). After 1996, the 

frequency modulation (FM) stations emerged. This included Metro 101.9 FM and Capital 98.4. 

The liberalization of the airwaves changed the game in Radio listenership in Kenya.  A robust 

entertainment campaign took over from the Radio drama and educative programs.  With more 

FM stations coming on board, the listenership witnessed radio that broadcast contemporary 

stereo music, radio pranks, hook-ups, loose sex talk, heavy listener interactions and politically 

heated debates.  

Programming 

The impact of radio broadcasting on the audience in Kenya and elsewhere in the world is 

largely determined by programming. This calls for a thorough understanding of the audiences 

seeking information and entertainment (Eastman and Ferguson, 2001). Media researchers 

studying audience behavior have found that audiences seek different things from their favorite 

stations. There are those who seek news, sports, music, comedy, cultural education and general 

career education such as farming and business.  

 Radio programmers generally want to know how long their audiences listen to 

their stations, simply called Time-Spent on Listening (TSL) or share. However what matters is 

the accumulated time spent as it is not possible to listen to the radio throughout. This is 

applicable to Kenya as it is to the rest of the world because accumulated listenership contributes 

to an intended change.  
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In Kenya, most radio stations provide a mix of programs in an effort to serve a wide 

audience as possible. These programs are either in English, Swahili or vernacular. As earlier 

indicated, Swahili and vernacular stations enjoy greater numbers in terms of listenership. This is 

evident according to IPSOS media intelligence (Q4, 2014). 

Most Swahili stations tend to enjoy listenership amongst the rural and peri-urban folk by 

offering local and regional music and hours of call-in sessions where the listeners can participate 

in the topics of discussion. They also air sponsored programs which contain educational 

materials produced by advertisers but tailored to suit their advertising needs. For example, 

advertisers produce programs on agriculture, health, politics, which are useful to the targeted 

audiences despite being commercial.  

Fardon et al. (2000) argued that if radio has to improve relations between people and 

create understanding, then the broadcasters have to learn to listen to their audiences, get to know 

them and use their language. Radio Maisha’s Staarabika has endeavored to do exactly this. 

Staarabika is a program that runs on Radio Maisha every Monday – Friday between 10am – 

1pm. The program addresses health, environmental, women empowerment, economic and social 

empowerment issues.  

Empirical Literature Review 

Pro-Mass Media and Pro- literacy Biases 

Klapper (1960) examines two biases: the pro-mass media bias and its concomitant, the 

pro-literacy bias to help multiply the effects of change-agency communication. Under this 

model, the mass media would be responsible for creating widespread awareness of, and interest 

in, the innovations espoused by change agencies. Contained in their messages would be 

persuasive components which, by some alchemy of the bullet theory of communication would 
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produce a climate of acceptance. Change agents would then furnish targeted segments to 

adopters with the details of information and the skills necessary to make adoption of the 

innovations feasible. Early adopters would then presumably constitute role models for others in 

their social system to emulate. By these demonstration effects, the innovations would trickle 

down to the rest of the community. Overtime, therefore, the innovations would diffuse across 

whole social systems. 

Klapper (1960) noted that the mass communication did not ordinarily serve as a 

necessary and sufficient cause of audience effects but rather functioned as a ‘nexus of mediating 

factors’ rendering mass communication as a contributory agent not the sole cause in a process of 

reinforcing the existing conditions. The mediating factors included selective perceptions, 

selective exposure and selective retention, group norms and opinion leaders.  

Blumler and McQuail (1969) argued that people turn to mass media to reinforce what 

they already either knew or believed in and may not be very successful in telling people what to 

think but it is successful in telling the audience what to think about. The media has powerful 

effects on the audience, particularly when used in carefully prepared campaigns. But it takes 

repeated messages over a period of time to cause an effect rather than a single message. It is also 

vital to know and identify the audience so that the objectives of the campaign can be tailored 

towards their needs. 

Noelle – Neumann (1973) argues that mass media do have powerful effects on public 

opinion but these effects have been undetected in past research. All this attests to the fact that 

mass media do have an effect on the audience and information broadcast on radio will have an 

effect on the audience. These and many other theories attest to the fact that the mass media has 

great impact on the listeners in various ways including on Development and social change.  
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Role of Mass Media in Social Change 

The powerful role of the Mass Media in development was thus clearly implied in 

Lerner’s and Rao’s (1958) research and many other studies in the fifties and sixties. These 

studies complemented the postulates of the dominant paradigm of development. The mass media 

were the vehicles for transferring new ideas and models from the urban areas to the rural 

countryside. Schramm (1964) echoed the dominant thinking during this historical period in his 

influential book, Mass Media and National Development. He noted that in the third world, 

“…villages are drowsing in their traditional patterns of life…the urge to develop economically 

and socially usually comes from seeing how the well-developed countries or the more fortunate 

people live” (Schramm, 1964 p. 41-42). The mass media thus functioned as a ‘bridge to a wider 

world.’ (Schramm, 1964). Importantly, they were entrusted with the task of preparing individuals 

in developing nations for rapid social change by establishing a ‘climate of modernization.’ 

(Rogers 1976). Lerner posited that the process of modernization began when something 

“stimulates the peasant to want to be a free holding farmer, the farmer’s son to want to learn 

reading so he can work in town, the farmer’s wife to stop bearing children, the farmer’s daughter 

to want to wear a dress and do her hair” (Lerner, 1963 p. 348). On a macro level, the modern 

mass media were very important for development. They were used in one way and top-down 

communication by leaders to disseminate modern innovations to the public. Schramm 

recommended that  ‘the task of the mass media of information and the new media of education is 

to speed and ease the long, slow social transformation required for economic development, and 

in particular, to speed and smooth the task of mobilizing human resources behind the national 

effort” (Schramm, 1964 p.27).  
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According to Gumucio- Dragon & (2003) the mass media and in this case radio has a 

major role to play in bringing about social change and development. Considering media as a 

watchman, people who live in societies where the mass media is common forget how much they 

learn from the media. Indeed whole generations of people have formed their ideas of the non-

local world largely on what they have learned from the mass media. ‘All our experiences with 

the mass media illustrates how easy it is, voluntarily or involuntarily to learn from them.’ 

(Gumucio- Dragon &, 2003 p. 29). Because the media have this ability to report and inform so 

effectively, we can say with great confidence that they can perform certain essential services for 

a community and a developing country. 

They are magic, because they can take a man up to a hill higher than any we can see on 

the horizon and let him look beyond.  They are magic because they can let a man see and hear 

where he has never been and know people he has never met. (Gumucio- Dragon &, 2003 p. 29). 

Mass media is a liberating force because it can break the bonds of distance and isolation and 

transport people from a traditional society to a greater society where all eyes are on the future 

and the faraway. By bringing what is distant near and making what is strange understandable 

helps bridge the transition between traditional and modern society. 

The mass media can set the agenda. In modern society, much of our picture of distant 

environment comes from the mass media.  According to Gumucio- Dragon & Tufte, (2003) as 

traditional society moves towards modernity, it too begins to depend on the mass media. 

Consequently, a large share of the ideas as to who is important, who is dangerous, what is 

interesting and so forth necessarily derives from the media. Radio, serving, as a watchman on the 

hill must decide what to report back. This act of choice – choosing whom to quote, what events 

to record- determines in large degree what people know and talk about. Where political 
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campaigns have been studied intensively, the general conclusion is that the media do not directly 

change the voting decisions of any large proportion of the electorate, but do have a lot to do with 

what issues or individuals are talked about during the campaign. According to Gumucio- Dragon 

& Tufte (2003) from time to time, interest can be directed to a new custom, a new behavior, a 

new health or agricultural practice, a reward to be gained by modernizing or something that 

needs to be changed. 

The mass media can raise aspirations. The history of advertising encourages us to believe 

that the mass media may be able to raise their audiences’ aspirations in developing cultures, as 

well as in highly developed ones. This is a matter of great importance in communities in 

developing countries. They face the need to rouse the people from fatalism and a fear of change. 

There is a need to encourage both personal and national aspirations. Individuals must come to 

desire a better life than they have and to be willing to work for it. As citizens they must aspire to 

national strength and greatness.  

The mass media can contribute substantially to the amount and kinds of information 

available to the people of a developing country. They can widen horizons and thus help to 

build empathy; they can focus attention on problems and goals of development. This 

amounts to creating an informational “climate” in which development is stimulated. 

(Gumucio- Dragon & Tufte, 2003 p. 31). 

 

By showing modern equipment and life in economically well-developed societies, by 

disseminating news of development from far away, by carrying political, economic, social, 

cultural reports from elsewhere in the society, community and country, the media can create an 

intellectual climate which stimulates people to take another look at their own current practices 

and future perspectives.  

The mass media can help only indirectly to change strongly held attitudes or valued 

practices. Mass communication has never proved very effective in attacking attitudes, values or 
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social customs that are deep set or strongly held. One reason why they are strongly held is that 

for a very long time they have been found rewarding. Furthermore, they are usually anchored in 

approval by family or other groups that are important to the individual. To go against such 

attitudes means that the individual must go against the groups in which he values membership. 

According to Hono Gumucio- Dragon & Tufte (2003) the individual usually feels personally 

involved in such attitudes and customs; to change them, would cause personal anguish and 

alienation from the life and companions he has become used to. Therefore, such positions are 

strongly defended. If this individual comes into contact with mass media information 

unfavorable to their strong beliefs, they often misread or distort it. However it’s important to 

note that the mass media can feed the interpersonal channels in the case where influential 

persons whose advice and viewpoints in the interpersonal decision process of society is typically 

heavy are users of mass media. 

When agricultural information is carried in the mass media, there is a very high chance 

that this same information will be picked up and repeated by the agricultural influential. 

When information on childcare is carried, there is a good chance that women whose 

advice on childcare is important will pick the information up and repeat it. (Hono 

Gumucio- Dragon & Tufte, 2003 p. 32) 

 

In some cases, radio is the most effective way of conducting point to point 

communication. For example there is the problem of reaching, informing and updating 

community or extension workers in a given community, be it in the agricultural, health or 

community development field. In cases where there has not been adequate time to train them and 

there is still a need to give them more information and assistance, radio can be used to upgrade 

and update them and in many instances both the worker and the public get the information.  

The extension agent can listen, so to speak, over the shoulders of the villager, and which 

he can then help the villager understand and apply. The same tactics have been used in 

assisting and upgrading teachers.” (Hono Gumucio- Dragon & Tufte, 2003 p. 33) 
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The use of radio can enforce social norms. In the modern society the job of carrying the 

public announcements has been given, in large part, by the mass media.  Their job is to make 

serious derivations known. If the norms are not universally known then part of the job of the 

media is to publicize the norms. Thus it is possible through the media to establish in the public 

mind norms for development behavior and to police deviations from those norms.  

 

In a sense, his is the other side of the status-conferral coin. Just as some developing 

countries have conferred status on their best famers, and labourers, so also they have not 

hesitated to denounce laziness, inefficiency and corruption. Once out in the open, these 

derivations can be socially punished, and individuals warned away from them.  

(Hono Gumucio- Dragon & Tufte, 2003 p. 34)  

Within limits, people learn what to like through what they hear and see. This is true 

notably in the area of music and art. The mass media therefore can help form tastes. According 

to Hono Gumucio- Dragon & Tufte (2003) in some highly developed countries, the success of 

popular songs and dances depends largely on their being introduced and made familiar by the 

mass media. Throughout history, there have been repeated instances when new music or new 

paintings have been rejected because they were unfamiliar, although later they have become 

classics The particular power of the mass media is to speed up this familiarization process and 

thus to have an effect on the forming of taste. Culture is one of the best bridges between peoples. 

If people A like the music, dance or the graphic art of people B, they are predisposed to like 

people B. If people A and B like each other’s art, they are predisposed to feel a bond between 

them and to understand each other better. Communities can use this powerful mechanism to 

build a sense of unity and in the process enhance business and development amongst the 

communities. 

The mass media can affect attitudes lightly held and canalize stronger attitudes (Hono 

Gumucio- Dragon & Tufte, 2003). They further the argument by indicating that it is clear that the 
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mass media can be of great use in the decision making that must accompany economic and social 

development. But their usefulness does not lie in frontal attacks on strongly held attitudes or 

long-valued customs. These strongly held positions are in the domain of personal influence and 

group norms. If changes are made in stoutly defended customs and beliefs, interpersonal 

communication is usually required, and group change is usually involved. According to Hono 

Gumucio- Dragon & Tufte (2003) in such major decisions, the mass media can feed information 

into the channels of interpersonal influence. They can confer status and enforce norms. They can 

broaden the policy dialogue. They can help form tastes. Where there are no strong attitudes, or 

where the only change desired is a slight canalization of an existing attitude, they can be directly 

effective. But for the most part, in the area of entrenched belief and behavior, they can only help.  

Conceptual Framework 

Mugenda (2008) refers to a conceptual framework as a concise description of the 

phenomenon under study accompanied by graphic or visual depiction of the major variables of 

the study. The description of the conceptual framework emphasizes the researcher’s overarching 

view on how the variables interact or could be made to interact under manipulatable conditions. 

Meanwhile according to Miles and Huberman (1994) conceptual framework explains either 

graphically or in a narrative form the main things to be studied. These are key factors, constructs 

or variables and the assumed relationship among them. The conceptual framework is therefore 

the set of broad ideas used to explain the relationship between the independent variables (factors) 

and the dependent variables (outcomes). It identifies the variables that when put together explain 

the issue of concern. The Independent variable for the study is the Staarabika programming 

while the dependent variable is the social change. The conceptual framework is presented 

schematic interpretation as shown in the figure 2: 

Daystar University Repository

Archives Copy



 

 

29 

 

 

Figure 2: Conceptual Framework 

               Source: Author (2018) 

 

Discussion 

 Mugenda (2008) refers to a conceptual framework as a concise description of the 

phenomenon under study accompanied by graphic or visual depiction of the major variables of 

the study. The description of the conceptual framework emphasizes the researcher’s overarching 

view on how the variables interact or could be made to interact under manipulatable conditions. 

Meanwhile according to Miles and Huberman (1994) conceptual framework explains either 

graphically or in a narrative form the main things to be studied. These are key factors, constructs 

or variables and the assumed relationship among them. The conceptual framework identifies the 

variables that when put together explain the issue of concern. The key variable otherwise known 

as the Independent variable for the study is listening to Staarabika. Listening to the program 

forms the basis of the engagement. Without listening to the program we cannot discuss content 

and in the process social change. The researcher used loyal listeners who understand the product 

and content of Staarabika very well so that there could be meaningful and constructive 

discussion on social change.  
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 The Intervening variables included the presenter since he/she determines the content to be 

disseminated and the manner in which it will be disseminated. Programming also plays a key 

role in facilitating social change. When the content is deliberately scheduled in the programming 

to speak in a specific way, it will have influence. The timing of the program is also key as an 

intervening variable because it determines who is listening. Programming and timing works 

together. You can only schedule specific content directed to a specific target audience at a 

specific time when they are listening. The dependent variable refers to the social change that the 

study was investigating both at a personal and community level.  

Summary 

Chapter two reviewed the existing literature related to the study. The literature review 

was based on the academic material from the available academic journals, books and reports. 

The theoretical framework and conceptual framework were also discussed in chapter two. 

 

  

Daystar University Repository

Archives Copy



 

 

31 

 

CHAPTER 3 

RESEARCH METHOLOGY 

Introduction 

 The researcher used mixed methods design to collect, analyze and present data for 

both the qualitative and quantitative research. The main instrument for the quantitative survey 

was a questionnaire whereas the data collection technique for the qualitative survey was a focus 

group. What has come to be known as uses and gratifications research is thus virtually 

synonymous with questionnaire surveys: or in other words asking consumers of the media to 

explain their choices. The bracket of the sample to be studied include male and female Radio 

Maisha listeners from the rural, urban and peri-urban specified areas in Kenya who are capable 

of making important decisions on their own regarding their lives, community and country.   

Research Design 

Research into media uses and gratifications heavily relies on the survey technique where 

the questionnaire and a focus group discussion was used for collecting both quantitative and 

qualitative data. Some of the examples include media consuming habits, how media affects 

lifestyle and media buy. The consumer in many occasions is asked to explain his/her choice.  

The study design therefore was cross-sectional using survey approach. According to 

Mugenda (2008, p. 71) “in scientific research, surveys are designed to collect information that 

describe, explore and help the investigator understand social life. Surveys attempt to quantify 

social phenomena particularly issues, conditions and problems that are prevalent in society.”  
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Population 

According to a report by Synovate (Q3, 2015), Radio Maisha reached a population of 6 

million listeners. Out of the 6 million listeners, Staarabika reached an audience of 1.5 million 

listeners. From the 1.5 million listeners of Staarabika, the researcher used 1,000 loyal listeners 

who tune in to that program for this study. This is the population which the findings of this study 

was generalized. The study was conducted nationally. 

Target Population 

This research targeted 100 Radio Maisha loyal listeners who participate heavily through 

texting and calling the Staarabika program. These are also the listeners who call themselves 

‘mabalozi,’ meaning the ambassadors of the different localities and who send at least 3 messages 

every day during the Staarabika broadcast. The listeners were made up of a good mix of male 

and female, rural, urban and peri-urban of Living Standard measure (LSM) 4-9 and LSM 9-12.  

 

Sample Size 

Schwarz (2010), states that a researcher needs to decide, beforehand, the approximate 

sample size required for a study to give the needed precision. To this end the researcher needed 

to know the study’s required precision expressed as a margin of error based on Schwarz’s 

statistical methods. Secondly, the researcher needed to establish the confidence that the study 

required which was a percentage of up to 99% and lastly the variability in the population, which 

is 10% of the sample. Depending on the level of confidence a researcher opts for, there is a 

corresponding table value.  Table 2 was extracted from Schwarz (2010) and it summarizes the 

calculations for sample sizes for survey research, assuming the probability of 50/50 on a 

dichotomous question and no sub-population. 
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Table 2: Criteria for Selecting Sample Size 

 

 

 

 

Accuracy (+/-)  (Margin of error) 

 

 

Confidence Level 

 

90% 

 

95% 

 

98% 

1 6765 9604 16576 

2 1691 2401 4144 

3 752 1067 1848 

4 413 600 1036 

5 271 384 663 

10 68 96 166 

20 17 24 41 

 

 

Schwarz (2010) further recommends the following formula for sample size 

determination: 

n= p (1-p)   

n = sample size 

z = the table value for the level of confidence. For instance, 95% level of confidence = 

1.96, 90% level of confidence = 1.645. 

d = margin of error 

p = proportion to be estimated. Schwarz (2010) recommends that if you do not know the 

value of p, then you should estimate p = 0.5 

Therefore, sample size for this study was calculated as follows: 

100 = 0.5 (1-0.5)  
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The margin of error of 0.1 is arrived at after settling for the level of confidence of 95%. 

The samples were picked from the Staarabika SMS database of 1,000 loyal listeners. These are 

listeners who have texted at least once during the program. From the 1,000 SMS’s, the researcher 

picked 130 listeners who also call themselves ‘mabalozi’ or ambassadors. These are listeners 

who have texted at least 3 times a day. 

Sampling Method 

The accessible population for this study comprised of listeners who listen to Radio 

Maisha and specifically to Staarabika in their homes or work places. The researcher’s focus was 

national. This is because Radio Maisha is a national station and according to the survey by Geo-

poll (July- September 2015), it draws listeners from across Kenya.  

From a list of 1,000 listeners that was obtained from Radio Maisha SMS database, the 

researcher chose 130 loyal Staarabika listeners. These were listeners who called themselves ‘ 

mabalozi,’ meaning the ambassadors of the different localities. The listeners were made up of a 

good mix of male and female, rural, urban and peri-urban of Living Standard measure (LSM) 4-9 

and LSM 9-12. The top 130 most active listeners via SMS were contacted via a phone call. 

These are listeners who send at least 3 short messages a day. The researcher eventually used 106 

out of them for purposes of filling the questionnaire since not all of them were available when 

they were called. The researcher got 15 people from Nairobi to participate in a focus group 

discussion. The Focus Group discussion was accessed through one of the Radio Maisha fan clubs 

that is coordinated through a Whatsapp group named “Radio Maisha Kubwa Zaidi.” The group 

has 57 members and has officials who control the activities of the group. 
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Data Collection Instruments 

A questionnaire and focus group discussion were used to conduct the survey. The 

questionnaire captured the demographic and general information about the respondents with 

regard to Radio listenership. It also solicited information about the respondents’ motives for 

listening to the Staarabika program. It sought information about the gratifications these listeners 

derived from listening to the program and if their lives had been changed in any way as a result 

of listening. The focus group discussion focused on the uses and gratifications of listening to 

Staarabika and in the process gathered quantitative data.  

Data Collection Procedure 

With the help of research assistants, 106listeners were called and the questionnaire filled 

through the phone conversation. The choice of phone interviews was made since the data that 

was made available by Radio Maisha had no indication of the location of the listeners who had 

contacted the station. There was therefore no other way of reaching the respondents that was cost 

effective. Phone interviews also prevented any bias because if the respondents sat together and 

knew each other as Radio Maisha listeners, they would consult when answering the questions 

and in the process bringing about inconsistencies and bias in the answers. A focus group 

discussion was also conducted in Kibera from among a known Radio Maisha- Staarabika fans 

club that has been in existence for three years and four months. The focus group discussion was 

meant to help verify the data collected through the phone interviews.  

Research Assistants and Duration 

The research assistants were trained by the researcher and a statistician on how to 

conduct the research to ensure that they understand the questionnaire and what was expected of 

them during the actual survey. This training was done in Nairobi before the research assistants 
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started making the phone calls. The actual survey took 10 days during which the questionnaires 

were returned to the researcher by the assistants for interpretation.  

Pretesting 

Mugenda and Mugenda (2003) stated that pretesting is important for any research as it is 

a tool that assists the researcher to assess the efficiency of the instruments being carried out in 

the research. A pretest sample should range from 1% to 10% depending on the sample size. A 

pretesting exercise was conducted with three listeners. The purpose of the pretesting was to find 

out whether the questionnaire was clear to the respondents and whether they were able to 

respond satisfactorily to it. Some of the questions were then simplified in language to make them 

easy to understand over the phone. The pretesting exercise also made it possible to determine 

that each interview would take about 10 minutes, hence making it possible to plan for the 

interviews better.  

Data Analysis Plan 

The qualitative analysis in the study measured the patterns of behavior, attitudes, trends 

and influence of the various variables involved in the study and the information gathered during 

the field survey. The social changes the researcher observed which were not quantified were 

captured in the qualitative analysis. The results and interpretations in descriptive form were 

incorporated in the final report to support the quantitative data.  

In the quantitative analysis, the data was analyzed and summarized in descriptive 

statistics such as the mean, mode and the median. From these percentages, histograms and 

graphs, the researcher established the relationships of the variables in the study. In this study, 

percentages were used more exhaustively to describe the results of the analysis, as they are easily 

understood by general readers. Since the percentages define the proportion of a sub-group to the 
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sample under study ranging 0-100, it was important to identify who among the sample responded 

in a certain way when answering a particular question. The percentages were easily generated 

with Microsoft Excel and together with the thematic findings of the focus group combined to 

build an argument for meeting the objectives and answers to the research questions for this 

research.  

Ethical Considerations 

All participants were informed of the purpose of the study and the researcher obtained 

consent from all participants before filling in the questionnaires. Therefore, all respondents 

participated voluntarily and their responses treated with confidence. The researcher also sought 

permission from National Commission for Science, Technology and Innovation (NACOSTI), 

Radio Maisha and Daystar University to carry out the study and at the same time communicated 

to the respondents with the assurance that they would access the study findings from the Daystar 

University library. The researcher also sought ethical clearance from Daystar ethics review board 

Summary 

This chapter has highlighted the survey design that this study used to establish the role of 

Radio Maisha’s Staarabika program in facilitating social change in Kenya. In a nutshell, it has 

reviewed the population and the target population of the study, the sampling method employed 

the data collection tools and the procedure for data analysis. It has also dealt with the ethical 

considerations that the researcher adhered to while carrying out the research. The next chapter 

presents the research findings, analysis of data, presentation and interpretation of the findings.   
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

This chapter presents the data, its findings and interpretation as was collected in the 

month of March, 2018 and offers its interpretation that was made as a result of the analysis of the 

data collection exercise as described in chapter 3. The chapter contains a description of the 

demographic characteristics of the study sample arising from questionnaires and a Focus Group 

Discussion (FGD), a presentation of the findings made organized according to each objective, 

presentation of the key findings, and then closes with a summary of the main issues discussed in 

the chapter.  

Demographic Characteristics of the Sample 

The study sought to obtain a sample (n) of 100 respondents drawn from active listeners to 

Radio Maisha, and Staarabika in particular. To obtain this response rate, 130 potential 

respondents were drafted. A response rate of 106% was achieved, exceeding the targeted (n). 

The high response rate can be attributed to under estimation of the projected response rate by the 

respondents. Response rates for telephone interviews are typically in the range of 10-50%, hence 

a sample of up to 300 respondents may have been required (Blumberg, Cooper, & Schindler, 

2005). The 130 potential respondents were the initial group of contacts availed by Radio Maisha 

as the time of the data collection. That said, not all respondents responded to all the questions but 

the value of n was still high for most questions.  

Five demographic markers were used in the study. These were gender, age, marital status, 

highest education level attained, and occupation. The demographic characteristics obtained for 

the respondents were as follows.  
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First there were 62% male respondents and 38% female respondents in the sample 

obtained. It should be noted that the sample was drawn from listeners who had either called-in or 

sent a text message to the station during the hours when the Staarabika show is in progress. The 

gender proportions should then be understood to mean that more male listeners are likely to call 

or send a text message to the station as compared to female listeners. As such it should not be 

taken to mean that the station has more male listeners than female, just that the males are more 

likely to contact the station. This may be attributed to the programming being more engaging to 

male listeners hence their higher levels of engagement. In addition, it may indicate that men are 

more likely to listen to radio using their mobile phone compared to women, and hence have the 

means to engage with the program in real time. On marital status, 61% of the respondents 

indicated that they were single while 39% of them indicated that they were married. Single 

respondents must be using the radio for company, hence the larger representation in the 

respondents pool.  

Age 

The demographic information obtained indicates that there were two modal age brackets. 

The 26-33 years old group matched the 18-25 years group, each with a 37% representation in the 

data collected. The 33-40 age bracket had a representation of 21% while respondents aged over 

41 represented 5% of the sample. This indicates that a large number of Radio Maisha listeners 

who contact the station are young with 74% being between 18-32 years. When the age groups 

included respondents from 18-40 years, 95% of all the listeners were accounted for. This finding 

further demonstrates that most of the listeners are young. It also indicates that younger listeners 

have a higher propensity to interact with radio shows, and may also be an indication that radio 

appeals to a young audience. These findings are presented in figure 3.  
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Figure 3: Age of the Respondents 

Occupation 

The data was then analyzed by occupation. Occupation is a factor in the listening habits 

of Staarabika fans because Staarabika runs during typical office hours. Sixty two percent of 

respondents indicated that they were employed and a further 15% indicated that they were self-

employed. Those who indicated that they were unemployed or were students formed 13% and 

10% of the sample respectively. This indicated that a large portion (77%) of all respondents are 

gainfully engaged in economic activities. The findings indicate that listening to radio is a part of 

the working habitsof staaabika listeners. It can be inferred that the use of phones as FM receivers 

and live streaming of radio channels is at play. This assertion was also raised in the focus group 

discussion. These results are presented in figure 4. 
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Figure 4: Occupation of Respondents 

Highest Education Level Attained 

The final element in the demographic elements of the respondents was the highest level 

of education attained. The respondents were asked to indicate their highest level of education 

attained. In this respect, the level was considered to have been attained if the respodent had 

actually completed studies at that level. In that regard, anyone who either never went to school at 

all, or dropped out before sitting for their KCSE exam were considered not to have attained 

KCPE level of education. The results indicate that most of the respondents sampled had attained 

KSCE level of education (35%). This was followed by those who had a university degree and 

those who had a college diploma at 32% and 23% respectively. Those who had done KCPE 

composed 8% of the sample while those who had not attained KCPE level formed 2% of the 

sample. These results are tabulated in figure 5.  
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Figure 5: Highest Level of Education Attained 

 

This indicates that the sample consisted of well educated respondents, since over 55% of 

the respondents had a either a college diploma or a university degree. If those who had attained 

at least KCSE level are included, then the number becomes 90% of the respondents.  

Demographic Characteristics of the FGD Participants 

The Focus Groups Discussion was accessed through one of the Radio Maisha fun clubs 

that is coordinated through a Whatsapp group named “Radio Maisha Kubwa Zaidi.” The group 

has 57 members and has officials who control the activities of the group. The Focus Group 

discussion had a random sample of members selected from the Whatsapp group and the meeting 

held in the residence of one of the members in Kibera. The membership of the Whatsapp group   

is diverse with members from all parts of the country. In addition to listening and discussing 

matters as they occur on radio, the group also conducts regular social activities including fun 

days, social visits among members and also handles some welfare matters such as contributing to 

costs associated with bereavement, and contributing towards those who get children. The group 

does not have any Radio Maisha presenters as members, as some other fan clubs do for the 

KCSE 

35% 

University 

Degree 

32% 

Certificate/Dipl

oma 

23% 

KCPE 

8% 

None 

2% 

Daystar University Repository

Archives Copy



 

 

43 

 

simple reason of being autonomous. The group operates independently of the management and 

handles issues of membership without any direct patronage from the Radio Maisha’s 

management. Those who made it for the focus group discussion were aged between 20 and 49, 

with the majority being in the twenties and early thirties.  

General Listening Habits 

The listening habits of the respondents were analyzed based on three parameters. These 

were how often they listened to Radio Maisha per week, their listening habits in terms of 

programs, and finally their listening company.  

The respondents were asked to indicate how often they listened to Radio Maisha in a 

week. The results were analyzed and are presented in figure 6. 

 

Figure 6: Week based Listening Habits 

 

Three spikes in listening can be observed in the data. These are listening for three days a 

week, five days a week and seven days a week. A possible explanation for these spikes is that 

there are those who listen to Radio Maisha during the weekend, Friday included. Secondly, some 
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respondents listen to Radio Maisha during the weekdays (the spike on five days), and finally 

those who listen to Radio Maisha on a daily basis. The results are clearly skewed to the right 

indicating that a vast majority of the respondents listen to Radio Maisha on a daily basis.  

The second parameter relating to the listening habits of the respondents was their 

listening habits in regards to their favorite programs on Radio Maisha. Radio Maisha has five 

main programs each running for three hours from 6am to 10pm. The respondents were asked to 

indicate which of these programs they listen to, with the option to tick as many as applied. The 

results are presented in figure 7. 

 

Figure 7: Listening Habits by Favorite Program 

 

The program with the highest number of listeners was Staarabika with 97 responses 

followed by Maisha Asubuhi (6am-10am) with 90 responses. The rest of the programs had 

between 72 and 74 listeners from the sample pool. These responses should be understood to 

mean that there was a high success rate in attracting Staarabika listeners to the sample pool. The 

figures are not a ranking of the most popular shows. The sampling process and the research 
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design targeted these listeners in particular and is therefore a success for the study in as far as 

sampling goes.  

The data suggests that a large number of those who listen to Staarabika were tuned in to 

Radio Maisha for Maisha Asubuhi (6am-10am), with about 6% of new listeners tuning in when 

Staarabika starts. The numbers then drop immediately after Staarabika, indicating that not all 

Staarabika listeners transit to Konnect (1pm-4pm). The study did not find out the reasons that 

explain the drop since the study was limited to the Staarabika show.  

The respondents were asked to indicate who they listened to Radio Maisha with. The 

options they were given included whether the listened to Radio Maisha alone exclusively, alone 

and with company (family, friends and colleagues), or whether they listened only with some 

company. The results were analyzed and are presented in Figure 8.  

 

Figure 8: Radio Maisha Listening Company 

 

It is clear from the results that 30 out of 106 (28%) respondents listen to Radio Maisha 

alone exclusively, while 47 out of 106 (44%) respondents listen to Radio Maisha exclusively 

with some company. The number of those who listen to Radio Maisha either alone or with 
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company were 29 out of 106 (27%). These results indicate that for most of the respondents in 

this study, the most common radio listening habit was with some company.  

Listening habits from the point of view of the FDG were dictated by various factors. It 

emerged that a majority of those who listened to Staarabika using their phones while they were 

on the move, and while in their places of work with the aid of headphones. This served to explain 

how a large number of the respondents are ardent fans of Staarabika which takes place between 

10am to 1pm during weekdays. Those who listen to the Radio Maisha at home either use their 

phones or larger radios available to them at home. Those that use radios helped explain why 

some listeners listened to Radio Maisha either alone or with company as indicated in the 

quantitative results. An interesting component of the listening habits that the FDG reported was 

that its members actively discuss the same issues under discussion on live in their Whatsapp 

group. 

Edutainment Programs on Radio Maisha’s Staarabika 

The study sought to find out what the edutainment programs on Radio Maisha. This 

objective was met by asking the respondents to indicate how much they enjoyed each of the 

programs on Staarabika. The assumption here was that the level of enjoyment would be an 

indirect indicator of the relative significance of the property in bringing about social change. The 

results obtained were as follows.  

Enjoyment levels of Staarabika Programs 

The segment dubbed “Msamaha” received the highest ratings (Great Enjoyment) from 

the respondents with on a five point Likert scale with  68% followed closely by “Afya na Doctor 

Kulova” with 67%. Msamaha provides a forum for a specific listener to ask for forgiveness while 

on air from someone they believe they hurt. The results are usually mixed, with some of the 
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victims choosing to forgive and others withholding it. The depth of emotion expressed in 

Msamaha seem to hold a high level of attraction for the listeners. Afya Na Doctor Kulova 

usually provides general health information and the listeners get the opportunity to seek counsel 

on air from Doctor Kulova. Each episode handles a different medical condition. When the results 

of the inquiry were analyzed, the graph in figure 9 was obtained.  

 

Figure 9: Enjoyment Scores for Staarabika elements 

The Role of Staarabika Edutainment Properties in Bringing about Social Change 

One of the objectives study was to assess how Staarabika’s edutainment properties in 

bringing about social change. Based on the uses-gratifications theory, the study assumed that any 

social change that can be attributed to Staarabika would be channeled through the presenter’s 

sheer personality, the topics of discussion in the show, listener’s motivation for listening to the 

show, and how the listeners use the show to gratify themselves. These four elements were used 

to develop a set of questions and the findings related to these questions are presented in this 

subsection. 

0%

10%

20%

30%

40%

50%

60%

70%

80%

Msumari

Moto

Ustaarabu

na babu

Staarabika

Biashara

Afya na

Doctor

Kulova

Msamaha Twende

Jikoni

1

No Enjoyment

2

3

4

5

Great Enjoyment

Daystar University Repository

Archives Copy



 

 

48 

 

Likeability of the Music, Presenter, and Topics of Discussion 

The respondents were asked to indicate how much they liked the presenter, the topics of 

discussion and the music played during Staarabika on a five point Likert scale. The responses 

ranged from “don’t like at all” with a value of 1 to “like very much” with a value of 5. The 

results were analysed and the results tabulated as shown in table 4 

Table 3: Likeability Levels of Staarabika Presenter, Music and Discussion Topics 
 Strongly 

Dislike 

(1) 

Dislike 

 

(2) 

Neutral 

 

(3) 

Like 

 

(4) 

Strongly 

Like 

(5) 

Average Sum 

of 

Scores 

Music 2 3 1 9 61 4.35849 462 

Presenter 1 3 5 0 75 4.58654 477 

Discussion Topics 0 3 9 9 62 4.45631 459 

These results were then used to develop the bar graph shown in figure 11. 

 

Figure 10:Comparison of Likeability Levels of Music, Presenter, and Discussion Topics on 

Staarabika 

 

These results indicate that the presenter played a major role in the satisfaction the users 

derived from the show. When an average of the scores was taken, the presenter had an average 

rating of 4.59, out of a possible maximum score of 5. Discussion topics had a score of 4.46, 

while the music had a score of 4.36.  When a sum of all the scores attributed to each of these 
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questions was taken, the presenter had a score of 477, the discussions 462, and the music 459, 

out of a possible maximum score of 530.  

These results show that the presenter has the largest opportunity to catalyze social 

change, followed by the discussion topics and finally, music. The scores are quite high for all 

these categories so this ranking is only relative. The attachment of listeners to a radio presenter is 

a well-known phenomenon. These results indicate that a radio presenter’s sheer personality is an 

important element of the social impact of the shows that they host.  

Further insights on this matter gleaned from the FDG in regards to personal social change 

were as follows. While a few participants indicated high levels of satisfaction with the music 

played on the show, some reported various levels of satisfaction with the flavor of music played 

on Staarabika, and it did not seem to be a particular differentiator of the show. What seemed to 

appeal to them from the music was the variety of music, which seemed to cater for the varying 

tastes of the diverse audience. Secondly, while the study was not designed to measure organized 

social activity that can be attributed to radio, the researcher nonetheless found that this specific 

group has emerged as a social unit because of its common interest in the themes raised on Radio 

Maisha and Staarabika in particular. The group now carries out various social functions for its 

members, quite apart from any leadership or direction from Radio Maisha or the Staarabika 

presenter. The third key point relates to the presenter. The participants in the FGD reported high 

levels of fondness for the Main presenter of the show. They characterized her as one with a nice 

voice, highly likeable, loved people (a respondent said of the presenter, “ako na roho safi”, to 

describe her ease of interaction and her likable personality). They also used phrases like “down 

to earth”, “humble”, “educative” especially in regards to family issues, and had a “good taste of 
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music”. These elements indicate that the presenter is indeed a considerable source of social 

influence by her sheer personality.  

Importance of Staarabika’s Edutainment Properties 

The respondents were then asked to indicate on a five point Likert Scale the level of 

importance that they attached to three elements of Staarabika as a measure of its edutainment 

qualities. The three elements were entertainment, information (news on current affairs) and 

educative components (new ideas). The results were analysed and the scores tabulated as 

presented in Table 4 
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Table4: Importance Attached to the Edutainment Properties of Staarabika by Listeners 

 Entertainment News Education 

 1  

Not Important  

2 5 4 

2 7 7 5 

3 10 12 10 

4 31 18 20 

5 

Very Important  

53 62 65 

    
Average 4.223301 4.2019231 4.3173077 

Sum of Scores 435 437 449 

 

These results were then used to develop the graph presented in figure 11. 

 

Figure 11: Comparison of Edutainment Properties of Staarabika (Entertainment, News and 

Education) 

 

When the mean of the scores found in these three areas was calculated, education had a 

mean of 4.32 followed by entertainment and news with scores of 4.20 and 4.22 respectively. The 

findings indicate that education (acquisition of new ideas) was most highly regarded reason for 

listening to Staarabika. The spread of the scores entertainment and news was not very significant 
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to definitively determine an inherent ranking in the level of significance between these two 

scores. Based on these findings, the social impact of Staarabika seems to arise most from its 

educational elements, but the news and entertainment components have an important 

contribution as well.  

The FDG shed further light on the edutainment properties of Staarabika. The listeners 

credited several Staarabika elements with challenging their views on various matters. Case in 

point was a discussion that centered around the order by the Tanzanian President (Magufuli) that 

girls who conceive should not be allowed back to school. It was clear that the participants of the 

FGD were very empathetic of the girls with some of them clearly stating that should they ever be 

in a situation where their daughters conceive, they would do everything in their power to keep 

them in school during the post-natal stage. This is an example of personal reflections and taking 

of a position by individuals as a result of a discussion on radio. Other examples cited included 

discussions on the impact of a sugar mummy relationship on young men, where the consensus 

was that such relationships put the young men in a bad position and may not be worth it. The 

respondents also listed learning about how to save by listening to the staarabika biashara 

segment with one respondent saying they took the challenge to save from staarabika and have 

since opened a business from these savings. The participants also listed the case of a man who 

called in to the show saying he wanted to kill himself as a result of losing his cows to a bet. A 

listener who also called in narrated how she was able to get out of debt and hence advised the 

man not to give up because there is always a solution despite how bad things may seem. An 

emotive case of a listener who went ahead to commit suicide was also raised in the FGD as an 

example of the social influence of radio. This specific listener had called in and threatened to 

commit suicide. The members of the fan club followed her up and tried to help but eventually, 
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she still chose to commit suicide. On health, a participant in the FGD indicated that she no longer 

suffered from headaches which unbeknown to her were the result of not taking sufficient 

amounts of water. Finally, on the Jikoni segment, a listener learnt how to cook rabbits from the 

show, and it had now become a delicacy in his household. These examples indicate that indeed 

some social changes took place in the lives of individuals as a result of the Staarabika ecosystem.  

How listeners use Staarabika 

The respondents were asked indicate how much help they got from Staarabika on a range 

of issues that included decision support for day to day matters, identifying with others 

(empathetically), relieving tension and dealing with loneliness. The scores for these issues were 

gathered using 5-point Likert scales. The results were analyzed and tabulated as shown in table 5 

Table 5: How Respondents use Staarabika 

 Making Daily 

Decisions 

Identifying with 

others 

Relieving 

Tension 

Dealing with 

Loneliness 

Strongly 

Disagree 

3 1 6 14 

Disagree 7 8 6 2 

Neutral 13 16 14 15 

Agree 32 24 20 18 

Strongly 

Agree 

51 56 58 55 

     
Average 4.1415094 4.2 4.1346154 3.9423077 

Sum of scores 439 441 430 410 

 

Based on these results, a bar chart was developed to visualize the results. This is 

presented in figure 12. 
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Figure 12: Analysis of How Respondents use Staarabika 

 

The data indicates that most of the respondents strongly agreed with the assertions 

presented to them in regards to why they listened to Staarabika. The average scores indicate that 

“identifying with others” was the strongest reason for listening to Staarabika, with a mean score 

of 4.2. The spread of scores for the others was not significantly different with only a small 

disparity in the average scores. The highlight from these questions is that the reasons presented 

resonated with a majority of the listeners in regards to their motivations for listening to 

Staarabika.  

The Role of Staarabika in Social Change at Personal level 

Another research question that this study sought to determine the role Staarabika played 

in bringing about social change at a personal level. The main premise used to answer this 

research questions was as follows. If a respondent ranks the educative and informative properties 

of Staarabika highly, and then credits Staarabika with influencing him to change at a personal 

level, then it can be inferred that listening to Staarabika has a relationship with social change at a 

personal level.   
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The respondents were asked to respond to two set of questions. The first set of questions 

asked them the level of importance they attached to listening to Staarabika especially for its 

educative value and secondly, whether listening to Staarabika influenced how they made their 

day to day decisions. The first set of questions were correlated to a second set of two other 

questions which asked whether the respondents felt challenged in their thinking as a result of 

listening to Staarabika and whether they felt challenged to change as a result of listening to 

Staarabika.  

The Pearson Correlation coefficient (r) for each of the variable pairs was used to measure 

linear correlation between the sets of variables under study. The responses pairs were then used 

to develop a scatter plots, and linear regression line for the data obtained. In addition, a 

frequency table was derived from the data. The results for these analyses are presented below.  

Listening to Staarabika to Get New Ideas Compared to Being Challenged in Thinking 

The responses obtained for the questions relating to listening to Staarabika to get new 

ideas were cross analyzed with the responses relating to being challenged in ones thinking as a 

result of listening to Staarabika. The analysis included Pearson’s correlation (r), linear 

regression, and the use of a frequency table.  

A Pearson correlation coefficient (r) of 0.37 was obtained.  

This indicates that there is a positive but weak relationship between listening to 

Staarabika to get new ideas and being challenged in ones thinking. The slope obtained through 

linear regression was 0.43. A slope of 1 would have also indicated a perfect linear and 

proportional relationship between the two variables because the two scales are based on five 

point Likert scales (similar magnitudes). These results are presented in figure 13.  
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Figure 13: Listening To Staarabika to Get New Ideas Compared to Being Challenged in 

Thinking 

 

To get further insight into the distribution density of the data, a frequency table was 

developed to map the densities of similar responses. The table sought to visually represent the 

response densities for each variable pairs, with a high density 5-5 response being indicative of a 

high correlation between listening to Staarabika and being challenged on one’s thinking.  

Table 6: Frequency Table for Challenge in Thinking versus Listening for New Ideas 
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The frequency table indicated that 47 percent of all respondents gave a 5-5 score for the 

two questions indicating that a strong relationship exists between social change and listening to 

Staarabika. When the other high value pairs of 4-4, 4-5, and 5-4 were included in the analysis, 
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the total number of respondents in this category increased to 67%. This indicates that there is a 

strong relationship between listening to Staarabika and social change at a personal level.  

Listening to Staarabika to Get New Ideas Compared to Being Challenged to Change 

The responses obtained for the questions relating to listening to Staarabika to get new 

ideas were cross analyzed with the responses related to Staarabika as a source of influence 

towards personal change. The analysis carried out included obtaining Pearson’s correlation 

coefficient (r) linear regression, and the development of a frequency table.  

A Pearson correlation (r) of 0.48 was obtained.  

This correlation indicates that there is moderate relationship between listening to 

Staarabika and one being challenged to change as a result of the show. The slope obtained from 

the regression analysis was 0.51, indicating a stronger relationship between the two variables, but 

a somewhat lower value especially when considering that a slope of 1 would have been the ideal 

situation for a perfect relationship between the two sets of variables. These results are presented 

in figure 14 

 

Figure 14:  Listening to Staarabika to Get New Ideas Compared to Being Challenged to Change 
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A further analysis was conducted on the data based on the distribution of the responses. A 

frequency table was developed showing the density of variable pairs, with a 5-5 pairing 

indicating the highest association between the two variables under study. The results are 

presented in table 7 

Table 7: Frequency Table for challenge to Change versus Listening to Get New Ideas 
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  Listening for New Ideas 

 

The results indicate that 46 out of 102 (45 %) of all the respondents had the highest score 

pair of 5-5 indicating a relationship between listening to Staarabika and being challenged to 

change. By including other high value pairs 4-4, 4-5, and 5-4, the total number of respondents 

increased to 69, out of 102 (67%). This analysis shows that most of the respondents had high 

score pairs indicating a relationship between listening to Staarabika and being challenged to 

change.  

Using Staarabika to Make Daily Decisions Compared to Being Challenged in Thinking 

The third analysis carried out to respond to the second research question compared the 

responses arising from the using Staarabika to make daily decisions compared to being 

challenged in ones thinking. The premise was that those who listen to Staarabika would end up 

using the information gathered to make daily decisions, should then have high scores for 

challenge to their thinking, a situation that would indicate that Staarabika is influencing social 

change. The analysis included Pearson’s correlation (r) linear regression, and generation of a 

frequency table.  
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A Pearson correlation coefficient (r) of 0.33 was obtained. 

 

This indicates a positive but weak relationship between using information from 

Staarabika to make daily decisions and being challenged in ones thinking. The slope obtained in 

this case through regression analysis was 0.38, which is also weak considering that a slope of 1 

would have indicated a perfect linear relationship. The results are presented in figure 15. 

Figure 15: Using Staarabika to Make Daily Decisions Compared to Being Challenged in 

Thinking 

The data was further analyzed through the use of a distribution table to infer the strength 

of the correlation between the two variables. A high 5-5 variable pairs would indicate a strong 

relationship between the two variables. The results are presented below.  
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The results indicate that 38 out of 102 (37%) respondents returned the 5-5 pair indicating 

a high frequency of this result. When the high value pairs 4-4, 4-5, and 5-4 were included in the 

analysis the number went to 68 out of 102 responses (67%). This indicates that there a strong 

relationship between listening to Staarabika to make daily decisions and being challenged on 

ones thinking.  

Using Staarabika to Make Daily Decisions Compared to Being Challenged to Change 

The final analysis carried out in response to the objective that sought to find out the 

relationship between using Staarabika to make daily decisions and whether this resulted in the 

challenge to change. The analysis included Pearson’s correlation (r) linear regression, and the 

use of a frequency table.  

A Pearson correlation coefficient (r) of 0.37 was obtained. 

This indicates a positive but weak correlation between the two data sets. The slope 

obtained through linear regression was 0.4. As compared to the perfect slope of 1 that would 

have resulted in a perfect relationship between the two data sets. These results are presented in 

figure 16. 
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Figure 16: Using Staarabika to Make Daily Decisions Compared to being Challenged to Change 

Further analysis was done through the use of a distribution table to help clarify the 

findings. The results are presented in table 10. 

Table 9: Frequency Table for Challenge to ones thinking versus Listening to Make Daily 

Decisions 
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The results indicate that 40 out of 103 (39%) respondents returned the 5-5 pair indicating 

a strong relationship between the two variables. When the other high pairs (4-4, 4-5, 5-4), are 

included, then 69 out of 103 (67%) respondents fall within the high score range for this question.  

The Role of Staarabika in Social Change at Community Level 

The study sought to find out if there are any social changes that are attributable to 

listening to Staarabika. The respondents were asked to answer various questions relating to their 

motivation for listening to Staarabika based on the uses and gratifications theory. The responses 

were then analyzed against responses to questions relating to social change at community level. 

The two questions designed to measure listening impacts asked the respondents to indicate 

whether listening to Staarabika influenced how they made day to day decisions, and secondly, 

whether listening to Staarabika exposed them to new ideas. The responses to these two questions 

were cross analyzed with the responses to three other questions that dealt with social change. The 

first social change question asked the respondents to indicate whether listening to Staarabika 

made them aware of the need for social change in their communities. The second and third 

questions asked them whether listening to Staarabika had an effect on how they related with 
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other people in their community, and whether this led them to see themselves as change agents. 

The questions pairs were subjected to Pearson correlation analysis (r) to find out the strength of 

the linear relationship between the variable pairs. A regression equation was also generated to 

check how close the slope was to 1, with 1 indicating a near perfect relationship between the 

variable pairs, and finally a frequency table was developed to examine the distribution of the 

responses.  

Listening for New Ideas Compared to Feeling the Need for Change in Community 

The first variable pair that was analyzed sought to find out whether there was a 

relationship between listening to Staarabika and social change. A comparison was made to 

determine whether there was a relationship between listening to Staarabika to get new ideas and 

feeling the need for change in the community. Pearson correlation was used to find the 

correlation between the variable pairs.  

A Pearson Correlation Coefficient (r) of 0.38 was obtained 

This indicates that there is a moderate by positive relationship between the variables that 

were under examination. The slope for this variable pair obtained through the regression 

equation was 0.33, also indicating a weak but positive relationship. These results are presented in 

figure 17.  
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Figure 17:Listening to get New Ideas Compared to Feeling the Need for Change in Community 

 

A frequency table was developed to help ascertain the frequencies of each variable pairs. 

The results are presented in table 10 

Table 10: Frequency Table Listening for New Ideas Compared to Feeling the Need for Change 

in Community. 
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The frequency table obtained for the analysis showed that 39 out of 104 (37.5%) 

respondents had the highest 5-5 variable pair, indicating that a high frequency of those who felt 

the need for change in the community also listened to Staarabika to get new ideas. When the 

other high value pairs were included (4-4, 4-5, and 5-4), the number went up to 72 out of 104 
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(69%) responses. These results indicate a high correlation between listening to Staarabika to get 

new ideas and feeling the need for social change.  

Listening for New Ideas Compared to Effect on Interaction in Community 

The second variable pairs analyzed to examine the relationship between listening to 

Staarabika and social change was the responses to questions on listening to Staarabika to get new 

ideas and whether this had an effect on how the respondents interacted with people in their 

community. Pearson correlation was used to find out whether a linear relationship existed 

between the variables being studied 

 A Pearson correlation coefficient (r) of 0.44 was obtained.  

This indicates that a relationship of moderate strength exists between the variable pairs. 

The slope obtained through the regression equation was 0.47, also showing a moderate strength 

between these variable pairs. These results are presented in figure 18. 

 

Figure 18: Listening to get New Ideas Compared to Effect on Interaction with Community 
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A frequency table was used to determine how the data was spread across the variable 

pairs. The results are presented in table 11 

Table 11: Frequency Table for Listening for New Ideas compared to effect on interaction in 

community 
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The results indicated that 50 out of 103 (49%) respondents returned the highest variable 

pairs for these questions indicating a strong relationship between listening to Staarabika for new 

ideas and that habit having an effect in ones interaction with the community members. When the 

high value pairs (4-4, 4-5, 5-4 were included in the analysis, this figure rose to 73 out of 103 

responses (71%).  

Listening for New Ideas Compared to Seeing oneself as Change Agent 

The third variable pairs analyzed to examine the relationship between social change at 

community level and listening to Staarabika included the questions on whether one listened to 

Staarabika for new ideas versus whether a respondent saw himself or herself as a change agent as 

a result of listening to Staarabika. The Pearson correlation coefficient was obtained for the 

variable pairs.  

The Pearson correlation coefficient (r) of 0.44 was obtained 

This indicated a moderate relationship between the two variables. The slope obtained via 

the regression equation was 0.39. A slope of 1 would have indicated a perfect linear relationship 

between the variables under study. The results are presented in figure 19. 
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Figure 19:Listening to get New Ideas Compared to Seeing Oneself as Change Agent 

 

The data was further analyzed through a frequency table to better understand the 

frequency distribution of the variable pairs. These results are presented in table 12 

Table 12: Listening for New Ideas compared to seeing oneself as Change Agent 
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The analysis indicates that 49 out of 102 (48%) of the respondents returned the 5-5 pair 

indicating as strong relationship between the two variables. When the other high value pairs 4-4, 

4-5, and 5-4 are included in the analysis, the number rises to 71 out of 102 (70%) responses. This 

further strengthens the observation that a strong relationship exists between these two variables  

Listening for Day to Day Decisions Compared to Feeling the Need for Change in Community 

The fourth set of variables analyzed came from the questions pair, one asking the 

respondents to indicate whether Staarabika had an impact on their day to day decision making 
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and the other asking whether Staarabika had made them feel the need for change in their 

community. Pearson correlation was used to examine the relationship between the two variables.  

A Pearson correlation coefficient (r) of 0.29 was obtained 

This indicates that there exists a moderate but positive relationship between the two 

variables. The data was then used to develop a regression equation. The slope is 0.26, as 

compared to the perfect situation where the slope would have been 1 for this specific data set. 

The results are presented in table 20. 

 

Figure 20: Listening to Make Day to Day Decisions Compared to Feeling the Need for Change 

in Community 

The data was then used to generate a frequency table to help understand the nature of the 

distribution of the variable pairs. These results are presented in table 13 
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The results indicate that 43 out of the 104 (41%) respondents chose the 5-5 variable pair 

indicating the strongest link between Staarabika having an effect on daily decisions and feeling 

the need for change in the community. When the analysis included all the high value pairs (4-4, 

4-5 and 5-4) then it was found that 71 out of 104 (68%) respondents were included in the highest 

ranked pairs. This indicates that there is a high degree of association between Staarabika having 

an influence on daily decisions and feelings of the need for change in one’s community.  

Listening for Day to Day Decisions Compared to Effect on Interaction in Community 

The fifth variable pairs that were analyzed while looking for the relationship between 

listening to Staarabika and social change in the community were based on the questions asking 

the respondents to indicate how much Staarabika influenced their daily decisions and how much 

listening to Staarabika affected their interaction with community members. The two sets of 

responses were analyzed using the Pearson correlation (r).  

A Pearson correlation coefficient (r) of 0.33 was obtained. 

This indicates that there is a weak but positive relationship between the two variables. 

The slope for this variable pair was obtained as 0.36 as compared to the perfect result of 1 that 

would have been obtained for this data based on the scales used. These results are presented in 

figure 21. 
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Figure 21: Listening to Make Day to Day Decisions Compared to Effect on Interaction with 

Community 

 

The data was then used to generate a frequency table to better assess the distribution of 

the responses. The results were as follows. First, 44 out of 103 (43%) of the response returned 
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other high value pairs (4-4, 4-5 and 5-4) were included in the analysis, 70 out of 104 (67%) 

response were included. This indicates that there is a strong relationship between Staarabika 

having an effect on ones day to day decision and an effect on how one interacts with their 

community.  
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Table 14: Listening For Day to Day Decisions Compared to Effect on Interaction in Community 
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 Listening to make daily decisions 

 

Listening for Day to Day Decisions Compared to Seeing Oneself as Change Agent 

A sixth variable pair was analyzed to determine whether a relationship exists between 

listening to Staarabika and social change in the community.  This pair included the questions 

asking respondents to indicate how much Staarabika influenced their daily decision making as 

compared to whether Staarabika made them feel like change agents in their communities.  The 

Pearson correlation coefficient was used to examine the nature of the linear relationship between 

the two variables.  

A Pearson correlation coefficient (r) of 0.41 was obtained.   

This indicates that there is a moderate but positive relationship between these variables. 

The slope obtained through a regression equation was determined to be 0.38 compared to a 

perfect slope of 1 that would have been the ideal result in this study. These results are presented 

in figure 22.  
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Figure 22: Listening to Make Day to Day Decisions Compared to Seeing Oneself as a Change 

Agent 

The data was then used to develop a frequency table to determine the frequency 

distribution of the data. This revealed that 44 out of 102 (43%)of the respondents retuned the 

high score pair of 5-5 to the two questions. When the other high value pairs (4-4, 4-5 and 5-4) 

are included in the analysis, the result rose to 73 out of 102 (72%) of the responses. This 

indicates a strong relationship between the variables. These results are presented in table 15. 
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Evidence of social change at community level attributable to Staarabika include the 

following. The FDG participants indicated that they are able to empathize and to identify with 

many of the situations that are addressed in Radio Maisha, a fact that informs many of their 

social decisions. The msamaha segment that focuses on forgiveness usually involving a listener 
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asking for help from the presenter to reconcile with someone promotes forgiveness and 

forbearance among listeners. The discussions also create a sense of community around issues, 

which further leads to community level social adjustments. The very existence of a fan group 

(one among many) that involves itself in social matters relating to the members is indeed a big 

indicator of social changes related to radio. These changes are not just resulting from the content 

of the broadcast, but are also arising from the community developed around the radio program.  

Key Findings 

Following the analysis of the data as presented, the following key findings were made to 

this study: 

The study found that more male listeners contact Staarabika whether by text or by calls. 

Sixty one percent of all respondents were male. The study also found that most of the listeners 

who contact the Staarabika are aged between 18-32 years meaning that it appeals to the young 

people more. A majority of those who contact the station are employed (62% of all respondents) 

and the most of the listener who contact the station are well educated with those who have at 

least KCSE qualifications upwards accounting for 90% of the respondents 

The study also found that most of the listeners (64%) listen to Radio Maisha on a daily 

basis. Those who listen to Staarabika do so after listening to Maisha Asubuhi, with some tuning 

in to Radio Maisha at the onset of Staarabika. Most (44%)of the listeners always listen to 

Staarabika with some company. The rest either listen exclusively alone, or listen alone and with 

some company.  

The study sought to determine the influence of Staarabika edutainment programs in 

bringing about social change, the findings were as follows. First, the Staarabika presenter has the 

largest opportunity to bring about social change as compared to music and the discussion topics, 
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based on her sheer personality. Music and discussion topics play a supporting role. The study 

also found that education (new ideas) is the most highly regarded reason for listening to 

Staarabika. Entertainment and gating news play a supporting role. The listeners also listen to 

Staarabika mostly to identify with others, and are also influenced in how they make their daily 

decisions. Relieving tension and dealing with loneliness are not significant reason for listening to 

Staarabika.  

The findings related to the objective which sought to identify the social changes 

attributed to the Staarabika radio program, the findings were as follows. First, the results showed 

that listening to Staarabika to get new ideas has a strong relationship with being challenged to 

change in ones thinking. Secondly, listening to Staarabika to get new ideas has a strong 

relationship with being challenged to change. The third main finding was that using Staarabika to 

make daily decisions has a strong relationship to being challenged in ones thinking. Finally, the 

study found that using Staarabika to make daily decisions has a strong relationship to being 

challenged to change. Table 16 summarizes the quantitative findings related to the role of 

Staarabika in social change at a personal level.  
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Table 16: Summary of Objective 2 Quantitative Findings 

Comparison Pearson Correlation 

Coefficient (r) 

Slope High value 

pairs (%)) 

Listening to Staarabika to get new ideas has a 

strong relationship with being challenged in ones 

thinking 

0.37 0.43 67% 

Listening to Staarabika to get new ideas has a 

strong relationship with being challenged to 

change 

0.48 0.51 68% 

Using Staarabika to make daily decisions has a 

strong relationship to being challenged in ones 

thinking 

0.33 0.38 67% 

Using Staarabika to make daily decisions has a 

strong relationship to being challenged to change 

0.37 0.40 67% 

 

The study sought to investigate the claims of Community social change attributed to the 

Staarabika radio program. The key findings related to the role of Staarabika in social change in 

the community were as follows. First, listening to Staarabika for new ideas has a strong 

relationship with feeling the need for change in the community. Secondly, listening to Staarabika 

for new ideas has a strong relationship with effect on interaction with the community. The third 

main finding was that listening to Staarabika for new ideas has a strong relationship with seeing 

oneself as a change agent. The fourth finding made in the study in regards to the role of 

Staarabika in social change at community level was that listening to Staarabika for day to day 

decisions has a strong relationship with feeling the need for change in the community. The fifth 

finding made in the study was that listening to Staarabika for day to day decisions has a strong 

relationship with interaction with community. The final finding under the third research question 

was that listening to Staarabika for day to day decisions has a strong relationship with seeing 

oneself as a change agent. The quantitative data is summarized in table 17.  
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Table 17: Summary of Objective 3 Quantitative Findings 

Comparison Pearson Correlation 

Coefficient (r) 

Slope High value 

pairs (%) 

Listening to Staarabika for new ideas has a strong 

relationship with feeling the need for change in the 

community 

0.38 0.33 69% 

Listening to Staarabika for new ideas has a strong 

relationship with effect on interaction with 

community 

0.44 0.47 71% 

Listening to Staarabika for new ideas has a strong 

relationship with seeing oneself as a change agent 

0.44 0.39 70% 

Listening to Staarabika for day to day decisions has a 

strong relationship with feeling the need for change 

in the community 

0.29 0.26 68% 

Listening to Staarabika for day to day decisions has a 

strong relationship with effect on interaction with 

community 

0.33 0.36 67% 

Listening to Staarabika for day to day decisions has a 

strong relationship with seeing oneself as a change 

agent 

0.41 0.38 72% 

 

Summary 

The analysis of the data collected in the attempt to answer the research questions indicate 

that strong relationships exist between the variables studied. This results indicate that the 

presenters have the highest level on influence on the audience, and as such they must be central 

the social changes resulting from Staarabika. The study also saw strong relationships between 

listening to Staarabika and social changes at a personal level. It was also the case that listening to 

staarabika had a strong relationship with social change at community level.  
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS 

Introduction 

In this chapter, the study discusses key findings, conclusion drawn and recommendations. 

The conclusions and recommendations drawn were focused on addressing the purpose of the 

study. The study objectives were: 

1. To find out the edutainment programs on Radio Maisha’s Staarabika 

2. To establish the claims of Community social change attributed to the Staarabika 

radio program 

3. To identify the social changes attributed to the Staarabika radio program. 

4. To determine the influence of Staarabika edutainment programs in bringing about 

social change.  

The researcher with the help of the research assistants interviewed 106 Staarabika 

listeners by filling in questionnaires and conducted a focus group discussion of 15 Staarabika 

listeners as follows: 

i. 106 Staarabika listeners - Male 66, Female 40 

           ii. 15 members of the focus group – Male 8, Female 7 
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Discussions of Key Findings 

Discussions of the key findings were based on the objectives of the study. Data gathered 

was compared against literature review and theory covered and sought to address the statement 

of the problem as discussed in the first chapter of the study. 

Objective: To determine the influence of Staarabika edutainment programs in bringing 

about social change. 

Key Findings Related to Demographics and Listening Habits 

The study found that 62% of the respondents were male. The finding that more male listeners are 

likely to contact the radio station either by calls or by sms is important because of its 

implications to social change in the society. The motivation to contact the radio station to 

participate in the activities of the program has a gender component as reported in this study. It 

may also be that the audience for Staarabika is largely male, either by design or as a consequence 

of programming decisions. The role of Staarabika in women empowerment must then be 

questioned if the objectives of the show include women empowerment, as based on the 

assumption that the respondents were a representative sample of the general audience of the 

show. As Hono Gumucio- Dragon & Tufte, (2003) posited, when information relating to women 

is carried on air, women will pick the information. This may not be happening as effectively as it 

should on Staarabika since the number of women interacting with the station is rather low 

proportionately.  

On the matter of the age of the respondents, it is clear that Staarabika’s audience is largely 

composed of youth aged 18-32. While this is expected in Kenya where the youth population 

outnumbers the older population segments, it indicates that the programming decision has 
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attracted a youthful audience, and also that any social influence the Staarabika show has is 

largely felt by the youth.  

The study also found that 64% of the listeners listen to Radio Maisha on a daily basis. Those 

who listen to Staarabika do so after listening to Maisha Asubuhi, with some tuning in to Radio 

Maisha at the onset of Staarabika. The impact of radio is believed to occur as a result of repeated 

messaging hence those who listen to the station on a daily basis must experience the largest 

influence.  

Objective: To identify the social changes attributed to the Staarabika radio program. 

How Staarabika Drives Social Change 

The study looked at how Staarabika drives social change. One of the key findings was that the 

presenter was a key element in this process. The presenter garnered higher likeability scores 

compared to music (entertainment), and discussion topics. This finding agrees with the assertion 

by Myers (2004) that local audiences judge a radio program by its inclusivity and interactivity, 

components that depend highly on the presenter. On the question of empathy, Gumucio- Dragon 

& Tufte, (2003) posited that mass media is a tool for building empathy, which is a key ingredient 

in identifying with other people. The results reported in regards to listening to Staarabika to 

identify with others are thus supported.  

Hono Gumucio- Dragon &Tufte (2003) reported a link between mass media access and 

development of certain tastes such as in music and the arts. This study reported a strong 

likeability score for the discussion topics in Staarabika. It then follows that those who listen to 

Staarabika are having their tastes and preferences influenced by what they listen to. The finding 

that Staarabika has a strong influence in the day-today decision making processes also concurs 
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with the assertion made by Hono Gumucio- Dragon and,( 2003) that mass media can be of great 

use in decision making that accompanies social and economic development.  

Objective: To establish the claims of Community social change attributed to the 

Staarabika radio program. 

Staarabika and Social Change at Personal Level 

The study found strong relationships between listening to Staarabika and social change across 

four variable pairs. Myers (2008) argued that radio on its own may not assert much influence 

especially in a media rich context. This position is also echoed by AFFRI (2008) by stating that 

influences from the radio are invariably mediated by other supporting media. Looking at the 

listening habits of the respondents, most indicated that they listen to Staarabika on a daily basis, 

a fact that indicates that for this group, radio has a disproportionately large influence. It should 

be noted that the respondents for this study were drawn from those who have contacted the 

station at one point or another. This means they have high levels of commitment to Staarabika 

show, higher than other passive listeners who never feel the need to participate actively by 

contacting the station. Therefore, Staarabika’s committed listeners are likely to experience social 

change at a personal level driven by the program.  

Staarabika and Social Change at Community Level 

The findings relating to the high correlation between listening to Staarabika and social change at 

community level agree with findings presented by Lerner (1958) who examined mass media as 

one of the variables in a study that sought to describe modernizing influences. Lerner (1958) 

concluded that the pace of modernization increases rapidly at the interaction of literacy and mass 

media. This is the exact context where Staarabika is currently operating, where its most ardent 
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listeners are also well educated. This then means that Staarabika is well placed to drive social 

change at the community level.  

The findings relating to listener motivations for listening to Staarabika were that getting new 

ideas was the strongest motivator among the variable pairs examined. This finding is at odds 

with the finding by Blumler and McQuail (1969) which stated that audience listen to radio to 

reinforce what they already know, and hence radio cannot really influence them. This element 

was captured when listeners indicated that they listen to Staarabika to identify with others. At the 

very least, Blumler and McQuail (1969) captured a component of the effects of radio, but instead 

made a sweeping statement without regard to other variables involved. It is also possible that the 

philosophy of radio has shifted much since 1969 when they published their findings. Perhaps the 

caution issued by Noelle – Neumann (1973) should be taken into account here, where they 

reported that it is possible that mass media has powerful effect on public opinion, only that such 

effects had not yet been detected.  

This study reported a strong relationship between listening to Staarabika and influence on how 

one interacted with one’s community. While the study was premised on respondents being part 

of a local community, it links well with the assertion by Gumucio- Dragon & (2003) that mass 

media (such as radio) forms a basis for people to develop opinions regarding communities they 

may never have visited, and  thereby informs all their interactions with such communities. In this 

case, Staarabika listeners can learn about remote communities of people who may form part of 

the listener pools for the show. The lessons would form the basis for interacting with members of 

these communities, whether directly, online or through other media intermediaries.  
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Conclusion 

Based on the findings arising from the study, the following conclusions were drawn 

1. The strongest influence for social change through radio is the presenter. A presenters 

personality and listener inclusion choices play a large role in the decisions of the listener 

to participate in the show and hence experience social change 

2. Radio has the ability to bring social change at a personal level. These changes come 

about by reliance on radio for information to be used for day-today decision making, and 

gathering of new ideas.  

3. Radio has the ability to drive social change at community level by helping listeners 

recognize the need for social change, influencing the interaction of listeners with their 

wider communities, and making the listeners see themselves as agents of social change 

Recommendations 

After discussing the findings derived from this study, the researcher makes the following 

recommendations: 

1. The study recommends that radio stations put much effort in matching presenters to the 

objectives of their radio programs because the presenters are the single largest source of 

influence from the radio on their listeners  

2. The study recommends the greater use of radio to drive positive social change. The 

power of radio to drive social change is clearly seen in this study, but the direction of that 

change needs to be set deliberately. This also means that actors who want to driver social 

change should consider radio as one of the effective ways of driving such change 

3. The power of radio to drive change at community level should be exploited to deal with 

issues that require change at community level.  
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Areas for Further Research 

Three important areas are suggested for further research. This study focused on finding these 

relationships and succeeded in finding strong relationships between radio and social change.  

1. The study however, did not look at specific social issues that may be addressed 

through radio. Therefore, further studies need to be conducted to explore further the 

nature of specific changes that can be achieved through radio. Such a study can explore 

what it means to be a social change agent in the context of radio 

2. A study is also required to look at whether the effects established in this study are only 

limited to dedicated listeners as opposed to all listeners. The sampling method used 

targeted those who have made contact with the radio station, an act that marks them as 

active and dedicated listeners. This means that the findings in this study may be limited to 

listeners who fit this profile only 

3. A study that examines the actual potential contribution of radio in a media rich 

environment is also proposed.  
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APPENDIX 

APPENDIX I: QUESTIONNAIRE 

Please take a few minutes to answer this questionnaire for my MA Thesis. Answer the questions 

as honestly as possible. Your responses will be completely confidential. 

Where choices are provided, put a tick in the appropriate box. Where there is no suitable option 

for your response, kindly use the ‘other’ option and specify. Where there are no choices 

provided, feel free to respond in your own words using the space provided. 

Part 1: Demographic Information 

1. Gender  

Male  Female      

2. Age 

18-25  26-32  33-40  41 & Above  

3. Marital Status 

Single  Married  Other     

 

4. Occupation  

Employed  Self Employed  Unemployed  Student  

 

5. Highest level of Education attained 

None     KCPE     KCSE  Certificate 

or Diploma 

 University 

Degree 

 

        

Part 2: Staarabika 

6. How often do you listen to Radio Maisha (Days per week) 

1     2     3     4     5     6     7  

 

7. Which programs do you listen to on Radio Maisha? 

Maisha Asubuhi  Staarabika  Konnect  Maisha Jioni  Rhumba Attention   

(6am-10am)  (10am-1pm)  (1pm-4pm)  (4pm-7pm)  (7pm-10pm)  

 

8. Who do you listen with to the programs?  

Alone  With Family  With Friends  Others(specify)  
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9. Please rate the following elements of Staarabika points on a scale of 1-5 depending on 

how much you like them    

SCALE : 1-I don’t like it at all, 5-I,like it very much) 

Music 1  2  3  4  5  

           

The Presenter 1  2  3  4  5  

           

Topics of Discussion  1  2  3  4  5  

 

10. How important are the following reasons to you for listening to Staarabika? 

SCALE : 1-Not Important, 5-I,Very Important) 

For entertainment 1  2  3  4  5  

           

To get news 1  2  3  4  5  

           

For new ideas 1  2  3  4  5  

 

11. How much does Staarabika help you with the following issues? 

SCALE : 1-Strongly Disagree, 5- Strongly Agree 

Making day to day  1  2  3  4  5  

decisions           

Identifying with 1  2  3  4  5  

others           

Relieving tension 1  2  3  4  5  

           

Dealing with   1  2  3  4  5  

loneliness           
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12. Indicate how much you enjoy the following Staarabika segments 

SCALE : 1-No Enjoyment, 5- Great Enjoyment 

Msumari Moto 1  2  3  4  5  

           

Ustaarabu na Babu 1  2  3  4  5  

           

Staarabika Biashara 1  2  3  4  5  

           

Afya na Doctor Kulova 1  2  3  4  5  

           

Msamaha 1  2  3  4  5  

           

Twende Jikoni 1  2  3  4  5  

 

13. Please indicate your level of agreement with the following statements 

SCALE : 1-Strongly Disagree, 5- Strongly Agree 

a) I find the Staarabika presenter  1  2  3  4  5  

very engaging           

b) I feel challenged in my thinking  1  2  3  4  5  

when I listen to Staarabika           

(c) I am satisfied with the quality of  1  2  3  4  5  

programs aired on Staarabika           

(d) I feel challenged to change when  1  2  3  4  5  

I listen to Staarabika           

(e) I feel the need for change in my  1  2  3  4  5  

community when I listen to Staarabika           

(f) Staarabika has affected how I  1  2  3  4  5  

interact with people in my community           

(g) Staarabika has made me see  1  2  3  4  5  

myself as a change agent in my 

community 

          

 

 

Well, you did it! Congratulations! You finished answering all the questions. 

Thank you for sparing your time to complete this questionnaire.  
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APPENDIX II: FOCUS GROUP DISCUSSION GUIDE 

Good day! My name is Anthony Ndiema. I am a master’s student undertaking 

communication in Daystar University. I’m currently writing a thesis Radio as a tool for social 

change in Kenya; Case of Radio Maisha’s mid-morning program (Staarabika). This focus group 

is meant to help me get your views on the stated topic. I urge you to be free to actively 

participate in the discussion. Your opinion and time is much appreciated. Thank you.  

Composition of the group: 

Date:  

Venue: 

Start time: 

Finish time:  

Instructions 

Introduce the moderator, assistants and the reason for the meeting.  

Fill in the demographic details as the participants introduce themselves.  

Offer refreshments as the discussions proceed.  

Question Schedule: 

1. Why do you like listening to Staarabika on Radio Maisha? 

2. Which of Staarabika’s properties/ segments do you like most and why? 

3. Does the presenter of Staarabika involve you through call-in sessions, texting or social 

media? 

4. What is your contribution when feed backing to studio? 

5. Are you satisfied with the quality of the content on Staarabika? 

6. Has listening to Staarabika helped you identify areas that need improvement in your life?  
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7. After identifying those areas that need change in your life, what steps have you taken to 

better the situation?  

8. Has listening to Staarabika helped you identify areas that need improvement in your 

community? 

9. After identifying those areas that need change in your community, what steps have you 

taken to better the situation?  

10. In what ways has Staarabika helped you become a change agent in the community? 

11. What are some of the practical things you have done in your community as a result of 

listening to Staarabika?  
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APPENDIX III: ETHICS CLEARANCE 
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APPENDIX IV: NACOSTI RESEARCH AUTHORIZATION 
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APPENDIX V: NACOSTI RESEARCH PERMIT 
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APPENDIX VI: ANTI - PLAGIARISM REPORT 
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