THE SOCIOLOGICAL APPRAISAL OF THE IMPACT OF PHONE-IN PROGRAMMES IN MEDIA BRODCASTING

ABSTRACT

This study focused on the impact of phone-in programmes using “Soul Mender” on Grace FM  Lokoja in Kogi Stat as case Study. Survey design was employed for the study with the  of aid of convenience sampling method, 147 participant was selected in Lokoja Local Government Area of Kogi State for the study. Well structure questionnaire was issued to the enrolled participants of which 141 of the instrument were retrieved and validated for the study. Data was analyzed in simple percentage using frequencies and tables. Hypothesis test was conducted using Chi-Square Statistical Package For Social Sciences (SPSS v.23). Findings of the study revealed that; the phone-in programme “Soul Mender” on Grace FM to an extent provides the expected feedback required of the target audience, a phone-in programme is important in the programme planning on Grace FM and Soul Mender” on Grace FM is truly interactive. Obviously, this showcased the potentiality in the participatory communication to reinforce the normative responsibility of the media of being accountable to the yearnings and aspiration of the people. The study therefore recommends that Grace FM radio should be more strategic in developing phone-in programmes in such a way that will be listeners delight and captivating as this will make the station more acceptable to its audience. More so, Feedback mechanism should be given consideration as it provide a template for producers on the best approach in determining and designing phone-in programmes.
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CHAPTER ONE

INTRODUCTION
1.1 BACKGROUND OF THE STUDY

Communication is said to be the life blood of every society. There is therefore a need to know what communication is all about. Communication as a discipline has continued to attract new definitions from time to time so that no single definition is accepted by scholars interested in the field. Communication as an academic discipline, sometimes called “communicology” relates to all the ways we communicate, so it embraces a large body of study and knowledge. Although, there is such a thing as one-way communication, communication can be better described as a two way process in which there is an exchange of ideas, thoughts, feelings towards a mutually accepted goal or direction.

Hence, the process of a phone-in-programme. Mass media are important communication strategy to generate awareness and disseminate information. In most developing countries, Nigeria inclusive, radio is an effective medium to reach the general population. Unlike TV and print , radio phone-in-programmes are popular platforms for direct audience participation to exchange views and voice concerns on issues to increase knowledge, encourage open discussion on health and other socially relevant issues and promote sustained behavioural change.

In broadcasting, a phone-in is a programme format in which listeners are invited to air their live comments by telephone, usually in respect of a specific topic selected for discussion on the day of broadcast. According to research, BBC radio Nottingham is credited with having aired the first phone-in on February 4 1968, a programme called “What Are They Up To Now”?

Speech-based Talk Radio UK was launched in 1995, with much of its programming featuring phone-in-programmes. Ian Hutchby researched poor relations in phone-in-programmes looking at arguments and confrontations. Using conversation analysis, he describes how the host retains power through devices such as “the second position” - the concept of going second in a discussion, giving the host time to formulate a response.

Similarly, the last word is always the broadcasting word. The audience can choose to end the conversation, but they are doing so by withdrawing from the interactional arena. Hutchby (1996) Talbot et al. though it cannot be stated in actual fact the date phone-in-programme began in Nigeria. According to research, it started before the advent of global system for mobile telecommunications (GSM) putting it in the 1980s. However, since the introduction of GSM in 2000 there has been an increase in audience participation in phone-in-programmes.

1.2STATEMENT OF THE RESEARCH PROBLEM

This research work is informed by this innovation in broadcasting especially the introduction of phone-in segment in almost every programme being aired on both public and private radio stations across the country. One of the problems is the implication of having a wrong audience choice which is better imagined. This would make the presenter have negative feedback. This is because there are some audience members who participate in discussions that are not meant for them. There is no gainsaying the fact that radio stations are out to perform the basic role of informing, educating and entertaining the target audience. However, another problem is the lure of including phone-in segments in most of the programmes which are capable of rendering them elitist, taking into consideration the number of people that can afford to buy a mobile phone.

Yet another problem is the fact that phone-in programmes are equally seen as an escapist approach of getting people to participate in programmes when they are not adequately informed about the issues involved.

1.3 OBJECTIVES OF THE STUDY

It is noticed that the idea of phone-in is now prevalent among radio stations. This study is on radio broadcasting. This decision is made from the fact that the medium appears the cheapest and most accessible to the common man as the radio set is portable and can easily pick up signals from far distances. The advent of phone-in programmes on radio has increased the pace of audience participation in radio programmes.

This research work takes a critical look at “Soul Mender” as a phone-in programme introduced to enable the public make meaningful contributions to issues under discussion which are considered as having direct effect on them both individually and collectively.

The aim of this research work is to find out if the programme justifies its existence. This research work is carried out towards formulating a guiding principle that could help regulate audience participation on radio with a view to having a standard format that could enhance more qualitative programming

1.4 SIGNIFICANCE OF THE STUDY

A phone-in programme could be an instantaneous way of having feedback on any given idea, policy or measure about to be introduced either by a corporate organization, an individual or government of the day. It is obviously the best form of testing the acceptability of new ideas, opinions and policies. This study is therefore significant because it is capable of enabling the sampling of opinion without necessarily undergoing the tedious voting process. This would make the listeners part and parcel (active) of decision making or policy formulation.

The participatory nature of phone-in programme is expected to give an individual radio listener a sense of belonging and not make him an inactive receiver of information and ideas passed across by the radio.

It is therefore the opinion of this researcher that the appraisal of this phone-in programme will go a long way to enhancing quality production and presentation, as well as making it truely audience participatory.

15 RESEARCH QUESTIONS
what extent has the phone-in programme “Soul Mender” on Grace FM provided the expected feedback required of the target audience?

When does a phone-in programme become important in the programmes planning of Grace FM?

How truely interactive is “Soul Mender” on Grace FM?

1.6 RESEARCH HYPOTHESES
HYPOTHESIS 1
H1: the phone-in programme “Soul Mender” on Grace FM to an extent provides the expected feedback required of the target audience.

H0: The phone-in programme “Soul Mender” on Grace FM to an extent does not provide the expected feedback required of the target audience.

HYPOTHESIS 2
H1: A phone-in programme is important in the programme planning on Grace FM.

H0: A phone-in programme is not important in the programme planning on Grace FM.

HYPOTHESIS 3
 H1: “Soul Mender” on Grace FM is truly interactive.

H0: “Soul Mender” on Grace FM is not truly interactive.

1.7 CONCEPTUAL AND OPERATIONAL DEFINITION OF TERMS
IMPACT: According to oxford advanced learners’ dictionary, it is to have an immediate and strong effect on something or somebody. It is the influence a phone-in programme has on the listening audience as well as the impression they are left with about the programme even after it is brought to conclusion.

PHONE-IN: According to Encarta dictionaries, it is a radio or television programme in which audience members can participate by telephone and ask questions, make contributions or take part in discussions about a particular subject with the host and any quests. It is a segment in a radio programming schedule in which topical and important issues are tabled for discussion. This enables audience participation and allows the media body or outfit elicit feedback from its audience who are interested in the topic of discussion.

PROGRAMME: According to oxford advanced learners dictionary, it is a film, play, activity etc that is broadcast on television for people to watch or on radio for them to listen to. It is a schedule of activities to be carried out and aired in a media house, be it radio or television.

1.8 ASSUMPTIONS OF THE STUDY
Phone-in programme is now prevalent among radio stations as it serves as an instantaneous way of having feedback on any policy or topical issue from the audience. The researcher therefore assumes that the study will throw up the importance of the chosen phone-in programme to the audience and media house, as this will shed more and better light on the act of audience participation in radio discussions through phone-in programmes.

The researcher also assumes that the study will create an understanding in the contributions of phone-in programme to the technicalities that make up the act of communication as a whole.

1.9  LIMITATIONS OF THE STUDY
In Nigeria, there are various radio stations that air phone-in programmes either as a segment in a programme or as a whole phone-in programme. It is therefore impossible to study the whole radio houses in Nigeria. Therefore the researcher decided to study Grace 95.5 FM in Lokoja, Kogi state.

The said station airs five phone-in programmes. The researcher in her discretion picked “Soul Mender”, a phone-in programme aired every Wednesday between the hours of 10pm-12 midnight which tackles relationship problems as it affects everyday living. This will be the limit of this research work.
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CHAPTER TWO

LITERATURE REVIEW
2.0 INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

2.1 CONCEPTUAL FRAMEWORK

MASS MEDIA 

Mass media is a channel, medium, utility, device, or instrument used in the mass communication process. The mass media also includes, printed media, electronic media and Cyber media. Printed media such as newspapers, magazines, books, pamphlets, billboards and other technical tools that bring out the message by touching the senses of sight. Electronic media such as radio and recorded programs use the senses of hearing and television programs, motion picture and video recording covering both senses which is hearing and vision (Ray 2019). Meanwhile the online media (online media, cybermedia) is the internet-based mass media. Mass media is happen to be the suggestions for cultural development, not just culture in the sense of art and symbol but also in the sense of the development of settings, fashion, lifestyle and norms (Pate, & Abubakar,2013).

The Mass Media definitions have therefore been going through dynamic changes on a daily basis. As digital technology develops, mass media, advertising and marketing communications are experiencing new dimensions. Mass media has been described in different ways depending on the context from which the subject is being perceived. Ruben (1984) cited Ray (2019) defined mass media as the communication of behavior-related information. Bozzi, (2013), in his own view, sees it as the sharing of ideas and feelings in a mood of mutuality.

Other definitions place emphasis on the importance of signs and symbols, as well as the transmission of cultural information, ideas, attitudes, or emotions from one person or a group to another. This branch of mass media involves in some ways the aspects of theater, music, dance, folklore, and other complementary traditional communication media. These definitions tend to capture the general idea of the sociological impact of the media on one hand, and the variances in individual perspectives of the media approach on the other hand. From whatever angle we look at it, these definitions may fit well into specific aspects of human development, from philosophy to psychology, from sociology to education, etc. Media in todays world has been described as a combination of content, comprising the scientific and artistic ensemble of music, film, TV, radio, publishing, advertising, and electronic games (Bazley, 2016).

Thus, the mass media is any medium used to transmit mass information. The categorical classifications of what could be termed as mass media forms comprise the eight industries of the mass media industries; books, newspapers, magazines, and recordings, radio, movies, television, and the Internet. Mass media has attained rapid and remarkable expansion, resulting in proliferated dynamism over its content, platforms, and devices, following technological innovations over a long period of years. These developments have provided some dimensions of influence over various industries and social institutions. One major element of the media is the nature of its audience, which refers to its relatively large audience. Mass media is any medium which is intended for a large audience (Smith., 2003). It either takes broadcast or print media form. The broadcast form of media is also referred to as electronic media and is peculiar to radio and television technology. Print media, on the other hand, operates in the form of newspapers, magazines, journals and other print media.

ROLE OF MASS MEDIA

The existence of society depends to a large extent on the meeting of certain communication needs. These needs existed long before Johann Gutenberg’s printing press and Samuel Morse’s electric telegraph. Cases exist, however, where mass communication’s functions are undesirable from society’s or the individual’s point of view. Called dysfunctions, these harmful effects will be treated later. For society, mass communication performs the functions of surveillance; interpretation; linkage; transmission of values; socialization and entertainment (Baran,  and Davis, 2012).

The surveillance function is popularly regarded as the information and news role of the media. In Nigeria, several millions expose themselves to mass-mediated news daily on local radio and television and also on the networks. Surveillance can be ‘warning or beware’ surveillance or‘mental’ surveillance. In warning surveillance, the media informs us about threats, while in mental surveillance they transmit useful and helpful information about everyday life. It is noteworthy that in the world, people rely on others for news on different matters. For this to happen, trust, otherwise called credibility, must exist for the media to be chosen as the source of believable news. Closely linked with surveillance is the interpretation function (Huwiler,  2015).

The mass media provide information on the meaning and significance of events. It is not possible to report everything that happens in the news or in the papers. So, whatever news that makes it into the paper or onto radio and television newscasts must have been adjudged by gatekeepers as important. Many elements of society that are not directly connected are linked by the mass media. Advertising, for instance, links buyers to sellers; legislators keep in touch with their constituents by reading local papers; and so on. Sadly, some linkage sites have been known to have harmful consequences. ‘Hate’ sites are now on the Internet. They can be used by terrorists to spread pernicious propaganda and to recruit new members. Subtle but nonetheless important, transmission of values is another function of the mass media.Mass media enhances cultural socialization. Madamombe,  (2015) writes that it refers to "the way an individual comes to adopt the behaviour and values of a group.

The mass media portrays our society and what values are important". In the area of socialization, there are countless examples of values and behaviour socialized through the media. The media sometimes consciously tries to instill values and behaviour in the audience. Smoking cigarettes is an example. Fastening of seat belts is another. But it must be noted that not every attempt by the media to enforce social norms succeeds. Mass media plays the role of entertainment. Pate,  & Abubakar, (2013), is another media function. Motion pictures and sound recordings, and some books, magazines, and newspapers are devoted to entertainment. In the past, troubadours, storytellers, court jesters, and magicians performed the entertainment function which has now been taken over by mass communication. Critics of the use of mass media for entertainment are disturbed that soon people will become ‘watchers’ and ‘listeners’ instead of ‘doers’. This is because, instead of playing football, they will entertain themselves by watching others play; instead of learning to play the guitar, they will simply listen to a tape of someone else playing. For the individual, Pate  et’al (2013) writes that the functions of mass communication will focus on how the individual uses mass communication, i.e., uses and gratification model. This model posits that "audience members have certain needs or drives that are satisfied by using both non-media and media sources". Uses and gratifications are classified into cognition (getting to know something); diversion (e.g. stimulation, seeking relief from boredom, relaxation, or emotional release); social utility (need to affiliate with others); and withdrawal (using mass media to create a barrier with others). It is noteworthy that audience usage is not determined by media content only. The social context also contributes to the use of the mass media by the audience. For example, those who go to movies may value socialization much more than any aspect of the film. Also, soap operas provide more opportunities for escape than anything else for many.

Wogu, Chukwu,  Nwafor,  Ugwuoke, , & Ugwulor. (2020) noted that mass communication functions for the benefit of the individual as a member of society. She labeled some functions, like education and information, as "serious," while she called the entertainment function the "lighter" function. The functions are:

Information: This is the most fundamental function of mass communication. It means' to give knowledge to’. The information function is regarded as the most important function of mass communication.

Entertainment: Entertainment is a big industry worldwide, especially on television. They believe that the "entertainment function is compelling". People are glued to their television sets or to their radio sets for hours for the sake of entertainment or enjoyment. This is to escape life’s harsh realities and get some relief. They believe that the mass media are best appreciated for their entertainment functions.

Education, which comprises intellectual development, acquisition of skills, and the formation of character, is acquired through the mass media. Wogu  et’al (2020) continues by saying that: skills and knowledge could be acquired from reading, watching, or listening to entertainment mass media content, even though more such skills and knowledge would be gained from watching or listening to an educational programme in the ‘Schools Broadcast’ series, for example, or from reading a textbook.

In advertising, the mass media brings together buyers and sellers of goods, services, and ideas. This has become an increasingly important function of the mass media. An advertisement, according to the Advertising Professionals Council of Nigeria (APCON) cited by Wogu et’al (2020), is "a communication in the media paid for by an identifiable sponsor and directed at a target audience with the aim of imparting information about a product, service idea, or cause." The mass media also serves as a forum for public debate and discussion on issues that are considered important in society. In this way, the mass media help in the formation of public opinion. Public opinion is the thinking of the majority of people in society about important issues. According to Wogu et’al (2020), "the mass media make it possible for people to know what others are thinking and saying about the issues that are considered important". The promotion of cultural values is another function of the mass media. The media disseminate information about the cultural and artistic heritage of the people. This led to the production of cultural artifacts. Similarly, the mass media work with other agents of socialization, such as the family, church, school, and peer groups, to produce socialization of the group or individual. Socialization enables the individual to learn and adopt the values, norms, and behaviour patterns of society. Motivation and mobilization are other functions of the mass media. This involves encouraging and motivating people to achieve society’s aims or goals. When the media promotes these goals, individual or community aspirations are stimulated, leading to higher achievement.

Ikenwa,  (2020) submits that in every society, the disadvantaged, marginalized, and powerless groups require mobilization for action. The integration function of the mass media is considered particularly important in today’s modern world where ethnic, religious, and political differences divide people locally, nationally, and internationally. The mass media provide information that people require to understand and appreciate their neighbors. Among the social institutions that the mass media has to deal with are: educational, cultural, political, family and kinship. Looking at political institutions, the mass media’s link with this institution is most noteworthy. The media provides people with the information they require for political decisions. In addition to this, the mass media confers status and legitimacy on political leaders. The status-conferral function of the mass media makes political leaders "appear important and right. Also, the mass media sets the political agenda for society by deciding what political topics people talk about. This function of agenda setting is an important factor in the linkage between mass communication and political institutions. Another institutional linkage is that between mass communication and cultural institutions. Unarguably, the mass media are very useful in the transmission of culture. The MacBride Commission found that mass communication is a major carrier of culture. The mass media themselves are cultural instruments which shape the cultural experience of millions of people all over the world.

RADIO

Radio is an audio device for passing messages to a large audience. Radio involves the process by which messages are sent through electrical waves. In other words, the sound could be sent and received through these waves (Adelana,2020). According to Ajibade,  & Alabi,   (2017), the word radio is defined as the process of sending and receiving messages through the air using electromagnetic waves. It is also about the activity of broadcasting programmes for people to listen to the programmes being broadcast. According to Akingbulu, (2017), radio as a word has its origin in the Latin instrument through which signals are beamed out via electromagnetic process and distributed via a transmitter to a scattered audience who receive them via an antenna on a receiving set. Akingbulu,  (2017) adds that radio involves the process by which messages are sent through electrical waves. Radio can also be seen as a medium used for sending and receiving messages through the air using electronic waves. It is also about the activity of broadcasting programmes for people to listen to the programmes being broadcast. It can also be defined as the broadcasting of programmes for the public to listen to. It is the system for sending sound over a distance by transmitting electrical signals (BBC English Dictionary, 2019).According to Ajibade,  et’al (2017), radio is one of the most important means of communication. Through radio, people send spoken words, music, and other communication signals through the air to any part of the world. Radio broadcasts now feature music, news, discussion, interviews, descriptions of sports events and advertising. People drive to their jobs listening to their car radios and spend leisure hours hearing their favorite programs on the radio. Radio also has a wide variety of news. In addition to broadcasting, airplane pilots, astronauts, construction workers, policemen, sailors, and others who do many kinds of jobs use radio for quick communication. Scientists send radio waves into the sky to learn about weather. Telephone companies send messages by radio as well as by telephone.

CHARACTERISTICS OF RADIO 
As a medium of mass communication, radio has the following characteristics, according to Ajibade,  & Alabi,  (2017).

Portability: A radio is a very portable device that can be carried about with ease. The portability of the radio makes it possible for people to listen to it wherever they are. With the coming of ICT, we now have radio sets that are as small as handsets.

It is a mass medium: Radio messages can reach people in different localities. The mass media makes it possible for the message to reach beyond the immediate proximity of the sender. Radio, as a mass medium, has the ability to send a message globally.

Transient messages: Radio messages are perishable. They are constantly on the move. The audience can not ask for a repeat of what was not clearly heard because the messages are on the move. That is why most people say the radio does not talk twice.

Audio medium: Radio is a one-sided medium that can only be heard and not be seen. This makes it a limited sensory; it only appeals to the sense of hearing. On radio, words are the only thing used to create pictures in the minds of the audience. Other things like sound can also be used to create a mental picture in the mind of the listener.

Cheap: Radio sets are affordable. We have radio sets that are as cheap as N 2500 naira.

It requires talent: Radio operation requires talent to operate. It needs the blending of different talents in order to function well. It is not one sided in operations. It requires reporters, sound engineers, etc., to operate.

It is competitive: With the advent of many radio stations, it could be said that radio is a highly competitive business as it requires putting up catchy programmes in order to outshine other stations.

EVOLUTION OF RADIO
Radio as a mass medium employs electromagnetic radio waves through transmitters and antennas to disseminate information, education, and entertainment to listeners. Attributed to the Italian inventor Guglielmo Marconi (1874-1937) and several other inventors in Europe and the USA, radio has developed since the 1890s to become one of the most widely used mass media in the world. It is argued that, despite the immense popularity of television and the internet, radio remains the mass medium that reaches the widest audience in the quickest possible time (Huwiler, E. 2015). Statistics show that radio reaches over 5 billion people, representing 70 percent of the total world population. There are over 44,000 functional radio stations worldwide. Predictions based on research findings by Nielsen and Deloitte show that people aged between 18 and 34 will most likely spend more time listening to radio than watching television by 2025. The portability, convenience, low cost, and availability of free signals make radio a very popular medium in both developed and developing countries. In Europe and North America, radio is well established and has become a viable industry that generates billions of dollars annually. Within developing countries, especially in Sub-Saharan Africa, radio is still maturing with untapped potential. There are both state-run and private-run radio stations in most countries' capitals and other large cities and towns across Africa. However, their transmitters often reach only a few miles. People at the grassroots, often living in remote communities, are often excluded from these broadcasts (Madamombe, 2015).

In response to community needs for public information, community radio stations were established in several African countries in the 1990s. Community radio describes radio stations owned and run by people of a specific community to promote and protect the community’s common interests and objectives. Through community radio, people at the grassroots can voice their concerns about issues central to them, including health, gender relations, human rights, security, and infrastructure. Countries like South Africa, Niger, Ghana, Ethiopia, and Mali have well-established community radio networks. However, in Nigeria, Africa’s most populous country, the first community radio was only established in 2015.

THE ADVENT OF RADIO IN NIGERIA

The arrival of radio in Nigeria could be described as the arrival of electronic broadcasting to the country. Radio was introduced to Nigeria in 1932. The first radio stations were established as re-broadcast stations for the British Broadcasting Corporation (BBC). Radio, at the time, served as a tool for spreading and reinforcing the narratives of the British colonial government. Radio helped colonial officers to keep abreast of current events in Britain. Locals were not considered in the programing and outreach activities, as the medium was meant to satisfy the information needs of the British colonialists and not Nigerians (Udeze,  & Chukwuma,  2013).

In 1951, the colonial government established the Nigerian Broadcasting Service (NBS). The NBS set out to convert all existing re-broadcast stations into fully-fledged and nationally-focused radio stations. However, the NBS soon came under sharp criticism for being too pro-government and not working in the interests of citizens. The NBS was called out for its insensitivity towards the multicultural and religious sensibilities of the people. In April 1957, the NBS was reformed and restructured to become the Nigerian Broadcasting Corporation (NBC). The main goal of the NBC was to promote the establishment of regional radio and TV stations across the country. These broadcast stations were to maintain independence and impartiality in their programing and outreach. Sadly, in 1966, the military overthrew the civilian administration. However, radio under military regimes still continued to develop. The NBC established radio stations in most state capitals. In 1978, the military government restructured the NBC and renamed it the Federal Radio Corporation of Nigeria (FRCN). The main goal of the FRCN was to manage federal government-owned radio stations, with supervisory oversight of state-owned radio stations. In 1992, the then military dictator of Nigeria, General Ibrahim Babangida, issued Decree 38 of 1992, granting permission for individuals to establish private radio stations. With the return to a democracy in 1999, Nigeria witnessed an expansion in radio broadcasting. State-owned and private radio stations have been established in the country’s 36 states. Currently, the FRCN still manages radio in the country. There are currently over two hundred radio stations operating in Nigeria, Udeze, et’al (2013).

Infrastructural problems such as limited power supply, internet availability and costs, make radio hugely popular in Nigeria. Many Nigerians, especially at the grassroots, live far below the global poverty line and can not afford to buy televisions, laptops, or smart phones, and hence, resort to radio as a key media source for daily information, education, and entertainment. Despite the country’s vast resources, most Nigerians are unemployed and live below the global poverty line, surviving on less than $1.90 a day (Wogu,  et’al 2020). Battery-powered portable radios are widely used in cities and at the grassroots. Currently, in Nigeria, community radio, together with more established state and privately-owned radio stations, work together to disseminate public information to listeners in cities, towns and at the grassroots. 

Concept of Radio Listeners 

Chioma, Solo-Anaeto & Jegede (2015) declared that radio broadcast audience are referred to as listeners as broadcast audiences are individuals for which radio programs as well as messages are planned, produced and delivered, consequently they are the reason for the existence and sustenance of every broadcast organization across the globe. Chioma et. al. (2015) further captured this thought by saying it is largely upon the listener’s ability to imagine matters of fact that radio’s distinctive and much-vaunted sense of personal companionship seems to depend. Therefore, it is through the voice of the on-air personnel that radio listeners create an imagination. Crissell (1994) revealed the free and participatory opportunities offered by radio stations as he noted that figures of those who listen to radio continue to increase thus indicating an increasing affinity for content of radio programmes. Ajaegbu, Akintayo & Akinjiyan (2015) submitted that listeners use and relate to radio in very different ways compared to other media as he explained that listeners use radio for various reasons one of which is for emotional support, to keep their spirits up through programmes and the result will determine to a large extent the attitude listeners would have to programmes. Ismaila (2013) wrote that majority of the population listen to radio regularly especially adults and young ones and many listeners are loyal to their favourite stations and are often tuned for long periods to a station adding that listeners use and relate to radio in a very different way to other media. Padmakumar (2015) posited that radio listeners could be grouped into two types: active and passive ones. The active listeners according to him show a high level of involvement with the radio station by demonstrating their loyalty towards the station, by actively engaging themselves with the station’s activities such as listening to the radio station for a longer duration on a daily basis, showing awareness of the programmes of the station, keeping in touch with the station constantly by calling and texting the station frequently keeping track of all the events and contests conducted by the radio stations and keenly participate in those events.

Conceptualization of Radio Phone-In Programmes 

In this age of technological development, phone-in is the most important programme format as it is called interactive programming where listeners and presenters exchange views, involve in conversation which goes on air instantly. The listener has the satisfaction that his voice is being listened to and replied immediately as other listeners also listen to him while such presentations need advance publicity so that the listeners could get ready to air their grievances, queries or requests. They dial up the announced telephone number at a stipulated time and get their problems discussed with experts in the studio. Initially this format was introduced for playing the listeners’ request based film songs. Now it is being used for health related programmes, rural broadcasts, complaints against the government/administrative machinery etc (Beaman, 2006). 
However, with modern advances in information and communication innovation such as satellite technology, telephony and the Internet, Alabi (2014) posited that it has become possible for the electronic media to know their audience spread, to interact, and to receive instant and delayed feedbacks from them. Pool (1983) cited in Willems (2013) said new media such as internet and mobile phones arguably have made possible new forms of participatory media culture. He stated further that conventional media such as radio and television have to a certain extent made attempts to incorporate audience participation into their programming, through ‘new media’ such as the internet and mobile phones which has the capability to facilitate contributions from members of the public to the democratic participatory mode of governance. 
According to Wallace (2013), radio phone-in programme format is undoubtedly considered an area for participation as part of the public sphere a concept develop by a communication scholar Jurgen Habermas which generally relates to a media system that provides accessible space for the articulation of ‘rational-critical’ discussion and debate by the citizenry. However, Eze (2014) opined that phone in programme is a format in which listeners are invited to air their views comments, opinion through telephone, usually in respect of a specific topic for discussion as the presenter made the line open for interested listener to share his/her views using mobile phones. He amplified this thought by saying that the participatory nature of phone-in programme is expected to confer on an individual radio listener a sense of belonging and not make him an inactive receiver of information and ideas passed across by the radio.
THE IMPACT OF PHONE-IN PROGRAMMES

Alabi (2014) posited that phone-in programmes have made it possible for the electronic media to know their audience spread which are the reasons why some scholars studied it. Presenters pointed out that the phone-in programmes have enhanced their personalities by noting that “people often rate the programme and the presenter based on the popularity of the programme, one has been identified as the symbol of excellence.

Phone-in programmes are beneficial to the listeners because listeners, prospective audience especially opinion leaders, public affairs analysts and commentators contributed meaningfully to the issue at stake as it affect their socio political and economic life and in turn gave feedback to the presenters in form of advice on the best way to improve more on the programme presentation. Moreover, because of the topical issues that usually forms the crux of the discussion this has undoubtedly provided a space for intellectual discussion, forum for robust debate on any issues of public interest.

Phone-in programmes on radio has provided a veritable forum for the participants to express their views thus giving voice to the voiceless, afford the prospective participants the opportunity to respond, comment or react on issues of public interest. Phone-in programmes allow participants in their contributions to assess, appraise and criticize policies and programmes of government in power for the overall well-being of the nation, this has conferred a credible status on the station by the participants and endorsing it as well as the authentic voice of the people.

Feedback from the listeners on the phone-in programmes has contributed meaningfully to programmes production as feedback add effectively and efficiently to programme production in form of advice on the best way to improve more on the presentation, the type of topic to be treated in the next edition among others.

2.2 THEORETICAL FRAMEWORK

A theoretical framework includes concepts and, accompanied by their definitions and reference to pertinent scholarly literature, existing theories used for a particular study. The framework guiding the study the study is uses and gratification theory.

Uses and Gratification theory

This concept is described as one of the most influential frame works for analysis in recent years. It centers on a generalization that we should investigate how people use the mass media, rather than worry about how the mass media use its audience. Contemporary research indicates that people seek various form of media content for many reasons. The psychological reward which people receive from reading, hearing and viewing specific content determines the use to which they put the media. So, the idea of the media use depends on the perceived satisfaction, needs, wishes or motives of the perspective audience member is almost as old as media research itself. Audiences are often formed on the basis of similarities of individual idea, interest and taste. Many of these appear to have a social or psychological origin. Typical of such media are those for information, relaxation, companionship diversion or escapade.

 The concept of Uses and Gratification theory is explained further by Denis, (1987) as: 16 The term “Uses” implies that audiences are active rather than passive members of communication process and that they are willingly exposed to the media. The term “Gratification” refers to the rewards and satisfactions experience and helps explain motivations behind habits of media use. The Uses and Gratification theory is also called functional theory. A good illustration of this theory is the functional use of television entertainment by television audience members. Within the mass media audience, people’s needs are generated by their individual and group differences. Here in Nigeria, these needs arise from differences in sex, ethnicity and education etc. The way Nigerians use the mass media depends on whether they are male or female, Igbo, Yoruba or Hausa, educated or illiterate e.t.c because the needs within the people are determined by who or what they are. People use the mass media for the purpose of gratifying these needs.

 Okunna (1998), media use patterns are not peculiar to Nigeria but are a feature of mass media audience in different societies. From this clarification, it is crystal clear that media audiences are often motivated to listen, view or participate in media programmes by certain factors arising from the benefits accruable from their efforts. The term uses have revealed that participants on phone-in programmes are active contributors and their views go a long way to redefining the course of such programmes. At the same time many are often thrilled by the glamour in the media in accepting to feature on their audience participation programmes, make request via mobile phone to their loved ones or even choose to attend musical concerts and live participatory programmes organized by such media out fit to get them exposed to the world. 

The uses and gratification theory is relevant to this study because the theory attempts to explain the uses and functions of the media for individuals, groups, and society in general. Uses and gratifications theory arise from a line of work that focuses on the interdependent relationships among the media system, the larger social system, and media audiences. Together, these theories predict that audiences rely on media to gratify specific needs (participation) and in the process develop certain dependencies (motivations) on the media. The more an individual depends on a specific medium to fulfill needs, the more important that media will become to that person. This can, in turn, lead to different patterns of media exposure and use. Ultimately, this can lead to cognitive, affective, and behaviour effects of media use (engaging). The theorists say that a media user seeks out a media source that best fulfills the needs of the user. Consequently, Radio users participate in phone-in programmes to gratify their desires and in so doing have influenced Osun state radio: because the station (Osun state radio) would in turn begin to enhance the content of its phone-in programme so as to improve the participation of its listeners. This support the fact that media use is motivated by needs and goals that are defined by audience members themselves (Blumler & Katz, 1974; Owuamalam, 2007).

2.3 EMPIRICAL STUDIES


new media including mobile technology has been helpful in this regard as phone-in programmes on radio has undoubtedly reinforced the normative responsibility of the broadcast media and served as a platform for people to contribute to public discourse on issues and providing solutions to such contending issues. However, various related studies have been conducted on the importance and role of phone-in programmes to understand the trend researches have been done on the issue and these research works have provided a reliable body of knowledge on the subject.

 For instance, in BBC world service (2009) Vietnamese youth carried out research on the importance of phone-in programmes in Vietnam using a programme tagged 60 minutes you and me and reported that a live phone-in radio programming is highly popular and effective in stimulating discussion, exchanging ideas and supporting behaviour change among youths. Also, in Wallace (2013) another study tagged the role of radio and mobile phones in conflict situations: the case of the 2008 Zimbabwe elections and xenophobic attacks in Cape Town was examined and as the researcher considered the role that radio and information communication technologies (ICT) especially mobile phones played in the lives of citizens, he concluded that ‘new’ media is being appropriated by the ‘old’ media to enhance both news-making and participatory cultures among audiences.

 In Nigeria, Eze (2014) in her research work on impact of ‘’ka oh malu’’ radio Nigeria Enugu phone-in programme on residents of Enugu urban, discovered that phone-in programme help in enhancing audience participation, create source and avenue for continuous interaction between source and receiver as well as help in assessing programme performance.The researcher recommended that attention should be paid towards packaging of phone in programme which will serve as a means of audiences’ participation as this will encourage listeners to participate fully


Apata and Azeez (2019)  examined motivations for engaging in Osun state radio phone in programmes among radio users in Southwest Nigeria.To achieve this and in line with the Uses and Gratification Theory upon which the study is premised, Survey and in-depth interview methods were used with a sample size of 384 respondents which were selected randomly for the survey while 5 presenters of the selected phone-in programmes were interviewed and analyzed. The findings indicated among other things that the majority of the respondents often participate in phone-in programmes on Osun state radio when the topic of discussion interest them; due to programmes’ format, when a favourite presenter was anchoring.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

This study focused on the impact of phone-in programmes using “Soul Mender” on Grace FM  Lokoja in Kogi Stat as case Study. Media personalities and radio listeners in Lokoja form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of  resident, the researcher conveniently selected 147 participant of Grace FM  Lokoja  as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section inquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analyzed using the frequency tables, which provided answers to the research questions. Hypothesis test was conduct using Chi-Square Statistical tool.
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of one hundred and forty-seven (147) questionnaires were administered to respondents of which only one hundred and forty-one (141) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 141 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	72
	51.1%

	Female
	69
	48.9%

	Age
	
	

	20-25
	33
	23.4%

	25-30
	56
	39.7%

	31-35
	35
	24.8%

	36+
	17
	12.1%

	Marital Status
	
	

	Single 
	99
	70.2%

	Married
	42
	29.7%

	Separated
	0
	0%

	Widowed
	0
	0%

	Education Level
	
	

	WAEC
	84
	59.5%

	OND/HND
	30
	21.2%

	B.sc/M.Sc
	27
	19.1%


Source: Field Survey, 2021

4.2 DESCRIPTIVE STATISTICS

Question 1: To what extent has the phone-in programme “Soul Mender” on Grace FM provided the expected feedback required of the target audience?

Table 4.2:  Respondent to question 1
	Options
	Frequency
	Percentage

	High extent
	73
	51.8%

	Average 
	57
	40.4%

	Low extent
	11
	7.8%

	Total
	141
	100


Field Survey, 2021

From the responses obtained as expressed in the table above and chart below, 51.8% of the respondent said high extent, 40.4%  of the respondent said average, while the remaining 7.8% of the respondent said low extent.

Question 2: Is phone-in programme important in the programmes planning of Grace FM?

Table 4.3:  Respondent to question 2
	Options
	Frequency
	Percentage

	Yes
	75
	53.2%

	No
	36
	25.5%

	Undecided
	30
	21.3%

	Total
	141
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 53.2% of the respondent said yes, 25.5% of the respondent said no, while the remaining 21.3% of the respondent  were undecided.
Question 3: How truly interactive is “Soul Mender” on Grace FM?

Table 4.4:  Respondent to question 3
	Options
	Frequency
	Percentage

	Very Interactive
	70
	50%

	Average  Interactive
	36
	25.5%

	Non- Interactive
	35
	24.5%

	Total
	141
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 50% of the respondent said very interactive, 25.5% of the respondent said averagely interactive, while the remaining 7.8% of the respondent said non-interactive.
1.6 RESEARCH HYPOTHESES
HYPOTHESIS 1
H1: The phone-in programme “Soul Mender” on Grace FM to an extent provides the expected feedback required of the target audience.

H0: The phone-in programme “Soul Mender” on Grace FM to an extent does not provide the expected feedback required of the target audience.

HYPOTHESIS 2
H1: A phone-in programme is important in the programme planning on Grace FM.

H0: A phone-in programme is not important in the programme planning on Grace FM.

HYPOTHESIS 3
 H1: “Soul Mender” on Grace FM is truely interactive.

H0: “Soul Mender” on Grace FM is not truely interactive.

HYPOTHESIS ONE

Table 4.5:  The phone-in programme “Soul Mender” on Grace FM to an extent does not provide the expected feedback required of the target audience.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	73
	47
	26
	676
	14.4

	No
	37
	47
	-10
	100
	2.1

	Undecided
	31
	47
	-16
	208
	4.4

	Total
	141
	141
	
	
	20.9


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 20.9 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 20.9 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis is accepted which states that The phone-in programme “Soul Mender” on Grace FM to an extent provides the expected feedback required of the target audience..

HYPOTHESIS  TWO

Table 4.6: A phone-in programme is not important in the programme planning on Grace FM.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	75
	47
	28
	784
	16.6

	No
	36
	47
	-11
	121
	2.6

	Undecided
	30
	47
	-17
	289
	6.1

	Total
	141
	141
	
	
	25.3


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 25.3 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 25.3.0 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that a phone-in programme is important in the programme planning on Grace FM..
HYPOTHESIS THREE

Table 4.7: Soul Mender” on Grace FM is not truely interactive.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	70
	47
	23
	529
	11.3

	No
	36
	47
	-11
	121
	2.6

	Undecided
	35
	47
	-12
	144
	3.1

	Total
	141
	141
	
	
	17.0


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 17.0 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 17.0 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that Soul Mender” on Grace FM is truely interactive.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 SUMMARY

This study focused on the impact of phone-in programmes using “Soul Mender” on Grace FM  Lokoja in Kogi Stat as case Study. The research work took a critical look at “Soul Mender” as a phone-in programme introduced to enable the public make meaningful contributions to issues under discussion which are considered as having direct effect on them both individually and collectively.

The  research work found out if the programme justifies its existence. This research work is carried out towards formulating a guiding principle that could help regulate audience participation on radio with a view to having a standard format that could enhance more qualitative programming.

Survey design was employed for the study with the  of aid of convenience sampling method, 147 participant was selected in Lokoja Local Government Area of Kogi State for the study. Well structure questionnaire was issued to the enrolled participants of which 141 of the instrument were retrieved and validated for the study. Data was analyzed in simple percentage using frequencies and tables. Hypothesis test was conducted using Chi-Square Statistical tool (Spss v.23)

5.2 CONCLUSION

Radio has strong potentials to reach ordinary citizens including people at the grass roots in Nigeria and across Africa. Radio remains a strong source for public information.
From the result of the study, the following conclusions were drawn for the study:

The phone-in programme “Soul Mender” on Grace FM to an extent provides the expected feedback required of the target audience.

A phone-in programme is important in the programme planning on Grace FM.

Soul Mender” on Grace FM is truely interactive.

 Consequently, the theory used justified with evidence that the respondents were able to relate some issues raised in the questionnaire to the issues in the selected phone-in programmes due to their exposure to it and gave a justification that the participants chose the phone-in programme they intend to participate in due to the gratification they intend to derive in it. This corroborates the significance and importance of the uses and gratification approach to gain understanding of motivations for participation in phone-in programmes as well as the abundant of mobile phones which have no doubt increased the potential of radio as a medium of mass communication. 

Obviously, this has showcased the potentiality in the participatory communication to reinforce the normative responsibility of the media of being accountable to the yearnings and aspiration of the people. Also, it is crystal clear from the study that media audiences are often motivated to listen, view or participate in media programmes by certain factors arising from the benefits accruable from their efforts. That is why the term ‘uses’ has revealed that participants on phone-in programmes are active contributors and their views go a long way to redefining the course of such programmes.

This is a strong indication that radio phone-in programmes enabled radio listeners’ access to experts, people in position of authorities and political leaders while participating in phone-in programmes and providing a platform for democratised debate and the engagement of the general public without restriction.

5.3  RECOMMENDATION

From the findings of the study, the following recommendations are made:

Radio stations should make effective use of phone-in programmes as a means of enhancing their reach and determining audience spread. 
Grace FM radio should be more strategic in developing phone-in programmes in such a way that will be listeners delight and captivating as this will make the station more acceptable to its audience. 
Radio stations should produce more of phone-in programmes in people’s native language with rich cultural content as this will bring about more active participation to serve the need of the audience.
Producers of phone-in programmes should note that ensuring effective programme production will sustain their audience hence the need for proper planning before getting on-air.
Feedback mechanism should be given consideration as it provide a template for producers on the best approach in determining and designing phone-in programmes.
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]
Female [  ]

Age 

16-26 [  ]

27-37[  ]

38-48 [  ]

49+[  ]

Marital Status

Single [  ]

Married  [  ]

SECTION B
Question 1: To what extent has the phone-in programme “Soul Mender” on Grace FM provided the expected feedback required of the target audience?

	Options
	Please Tick

	Yes
	

	No
	

	Uncertain
	


Question 2: Is phone-in programme important in the programmes planning of Grace FM?

	Options
	Please Tick

	Yes
	

	No
	

	Uncertain
	


Question 3: How truly interactive is “Soul Mender” on Grace FM?

	Options
	Please Tick

	Yes
	

	No
	

	Uncertain
	


