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 For almost a century, radio stations have been some primary sources for presenting arts, 
entertainment, news, etc. and the primary concern on many studies is to understand audience 
attitude on this media. This paper attempts to investigate audience attitude on radio programs 
broadcasted in city of Esfahan, Iran. The proposed study selects random sample of 600 out of 
1,745,428 residence of this city where 345 people actively were listening to these programs, 
actively. All questions were designed in Likert scale and Cronbach alpha was 0.941, which was 
well above the desirable level and validated the survey. According our survey, the most popular 
part of radio programs was associated with news where 78.3% of the audiences were listening 
to these programs. According to our survey, audiences were mostly satisfied with family 
oriented programs and the mean score was 4.05. The other observation indicates that people 
have good attitude towards educational guidance programs (mean=3.37) and programs related 
to people and officials (mean=3.41). The results of Freedman test with Chi-Square value of 
52.507 determines that there is meaningful difference among different components (mean 
difference = -0.23 and P-value =0.022). We have also performed an investigation to find out 
whether there is any difference between different components of this survey in terms of 
participants’ personal characteristics such as age, gender, educational background and job. Our 
survey only confirms the mean difference in terms of job specifications and other personal 
characteristics did not have any impact on people’s attitude. The other observation in our 
survey indicates that there is a difference between students and people with no job or 
housekeeper on their attitudes towards educational programs.           
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1. Introduction 

For almost a century, radio stations have been some primary sources for presenting arts, 
entertainment, news, etc. and the primary concern on many studies is to understand audience attitude 
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on this media. There have been many programs to increase efficiency and effectiveness of media 
programs such as increasing training programs, reducing cost, etc. Dadgaran et al. (2013), for 
instance, studied important barriers on privatization of television (TV) media industry in Iran. They 
designed and distributed a questionnaire using a sample of 234 out of 600 graduate students who 
were enrolled in media communication studies and examined six hypotheses based on one-side t-
student. The survey investigated various factors influencing privatization of TV media industry. The 
results of the investigation indicated that the cost of TV production, people's interest on investing on 
TV media industry, short and long-term investment security, cultural obstacles, building appropriate 
culture and economical barriers impact media privatization, substantially.  

Different media such as listening to radio or more specifically watching television for long time could 
create obesity as well. According to Boulos et al. (2012), obesity is a major public health concern in 
the United States. Over the past few decades, the increase in obesity among both adults and children 
has steadily grown at an alarming rate and is now reaching epidemic proportions. The increase in 
obesity has been associated with increases in a host of many deseases. Boulos et al. (2012) provided 
an interdisciplinary review of the direct and indirect techniques in which television impacts the 
obesity epidemic, and concluded with ways in which the negative influence of television on obesity 
could be reduced. 

Matani et al. (2012) explained that Satellite channels are important tools for building a connection 
among people with the same nationality in various parts of the world. They presented a survey among 
310 audiences of satellite channels and reported that that the demographic characteristics of the 
audiences including age, gender, and education could impact the level of gratification with the 
satellite channels. From the cognitive perspective, they considered the satellite channels as important 
tools for increasing their knowledge and from an emotional perspective; they considered these 
channels as enjoyable, entertaining and interesting. One of the ways to measure the effective of a 
media program is to learn more on people’s attitude towards different programs. Sedrpoushan et al. 
(2012), for instance, reported that the consultation could change both welfare receivers' perception 
and their attitude, significantly.  

Lee et al. (2010) investigated the nature of four different categories of mobile TV adopters — current, 
potential, continuous non-, and discontinuous user groups. They reported that the non-adoption rate 
of mobile TV of the continuous non-, and discontinuous user groups was higher than the adoption 
rate of the current and potential user groups. They also reported that less than half of the people who 
took part in this survey used TV on a mobile device were unwilling to use it again in the next twelve 
months, and more than half of them were not interested in using it within the coming year. They 
suggested that the discontinuous group seems to have been dissatisfied with the actual mobile TV 
compared with their evaluations and expectations. In their survey, all user groups were unwilling to 
pay any fee. No differences were also detected in the personality trait of innovativeness and mass 
media use behaviors among the four groups. 

Lee et al. (2011), in other work, tried to investigate the factors impacting young people’s mobile TV 
adoption behaviors ranging from non- and discontinuous to actual adoption. They reported that 
information required and newspaper’s reading were negatively related to mobile TV adoption, while 
entertainment needs were detected to be a significant positive factor of the adoption likelihood. The 
results implied that young adults tended to adopt and implement mobile TV for entertainment 
purpose, rather than for informational purpose.  

They also explained that perceived value predicted the adoption while perceived price as an available 
resource did not have an influence on the adoption. Inconsistent with the prior findings of people’s 
mobile TV adoption and implementation as both positive information and entertainment sources, they 
reported that young adults were likely to adopt and implement mobile TV for entertainment and 
portability. When considering the capabilities of the technology, the results revealed young adults’ 
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perceptual and behavioral tendency toward the various implementation of the technology in the 
convergent media environment in which they were grown up.  

Schuurman et al. (2009) in other study, compared the views from four different sources regarding 
context including possible mobile peak times, usage duration and usage goals and content for mobile 
TV. Williams et al. (2011) studied results from research associated with the implementation of 
television as a device, which supports social interaction between close-knit groups in settings that 
include more than two locations, each location being potentially equipped with more than one 
camera. They introduced the notion of a framing experience, as a specific scenario or situation within 
which social communication takes place. They also investigated on the effect the use of framing 
experiences, such as those described here, which could have on strategy and policy for service 
providers and regulators. 

The proposed study of this paper investigates some audience attitude on radio programs broadcasted 
in city of Esfahan, Iran. The organization of this paper first presents details of our survey in section 2, 
section 3 presents the results of our findings and finally, concluding remarks are given in the last to 
summarize the contribution of the paper.  

2. The proposed study  

The proposed study selects random sample of 600 out of 1,745,428 residence of this city where 345 
people actively were listening to these programs, actively. All questions were designed in Likert scale 
and Cronbach alpha (Cronbach, 1951) was 0.941, which was well above the desirable level and 
validated the survey. The proposed study of this paper considers the following four questions, 

1. How is people’s attitude towards educational guidance programs broadcasted on radio 
programs? 

2. How is people’s attitude towards informative guidance programs broadcasted on radio 
programs? 

3. How is people’s attitude towards entertainment programs broadcasted on radio programs? 

4. How is people’s attitude towards broadcasted programs in radio on improving relationship 
between government and local residence? 

3. The results 

In this section, we present details of testing four hypotheses based on t-student.  

3.1. The first hypothesis: The effects of educational guidance programs  

The first hypothesis is associated with the effects of educational guidance programs broadcasted on 
local radio on people’s attitude. Table 1 shows details of our t test. 

Table 1 
The results of t-student test on the first hypothesis  
Component Mean Standard deviation Deviation from mean t-value Degree of freedom P-value 
Educational guidance 
programs 

3.59 0.53 0.031 19.249 295 0.001 
 

As we can observe from the results of Table 1, the mean score for education guidance programs is 
well above the average and t-student remains meaningful when the level of significance is one 
percent. Therefore, we can conclude that educational guidance programs influence people’s attitude, 
significantly.  
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3.2. The second hypothesis: The effects of informative guidance programs  

The second hypothesis is associated with the effects of informative guidance programs broadcasted 
on local radio stations on people’s attitude. Table 2 shows details of our t test. 

Table 2 
The results of t-student test on the second hypothesis  
Component Mean Standard deviation Deviation from mean t-value Degree of freedom P-value 
Informative guidance 
programs 

3.41 0.55 0.032 19.959 296 0.001 
 

As we can observe from the results of Table 2, the mean score for informative guidance programs is 
well above the average and t-student remains meaningful when the level of significance is one 
percent. Therefore, we can conclude that informative guidance programs influence people’s attitude, 
significantly. 

3.3. The third hypothesis: The effects of entertainment programs  

The third hypothesis is associated with the effects of entertainment programs broadcasted on local 
radio stations on people’s attitude. Table 3 shows details of our t test. 

Table 3 
The results of t-student test on the third hypothesis  
Component Mean Standard deviation Deviation from mean t-value Degree of freedom P-value
Entertainment 
programs 

3.37 0.55 0.032 11.659 296 0.001 
 

As we can observe from the results of Table 2, the mean score for entertainment programs is well 
above the average and t-student remains meaningful when the level of significance is one percent. 
Therefore, we can conclude that entertainment programs influence people’s attitude, significantly.   

3.4. The fourth hypothesis: The effects of radio programs on relationship between government and 
people  

The fourth hypothesis is associated with the effects of entertainment programs broadcasted on local 
radio stations on people’s attitude towards having better relationship between government and people. 
Table 4 shows details of our t test. 

Table 4 
The results of t-student test on the fourth hypothesis  
Component Mean Standard deviation Deviation from mean t-value Degree of freedom P-value 
The effect of radio 
programs for 
improving relationship 
between government 
and people 

3.44 0.69 0.040 11.190 299 0.001 

 

As we can observe from the results of Table 4, the mean score for entertainment programs is well 
above the average and t-student remains meaningful when the level of significance is one percent. 
Therefore, we can conclude that local radio station programs impact people’s attitude towards having 
better relationship between people and government. 

3.5. Freedman test  

We have also performed Freedman test to measure the relative importance of each four components 
and the test yields valid results where Chi-Square was 52.507 with 286 degree of freedom. Therefore, 
informative guidance programs was the first priority with relative importance of 2.93 followed by the 
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effect of radio programs for improving relationship between government and people with relative 
ranking of 2.49. In addition, educational guidance programs comes third in terms of ranking with 
relative weight of 2.33 and entertainment programs come last in terms of priority with relative weight 
of 2.25.  

We have also performed an investigation to find out whether there is any difference between different 
components of this survey in terms of participants’ personal characteristics such as age, gender, 
educational background and job. Our survey only confirms the mean difference in terms of job 
specifications and other personal characteristics did not have any impact on people’s attitude. The 
other observation in our survey indicates that there is a difference between students and people with 
no job or housekeeper on their attitudes towards educational programs. 

4. Conclusion 

In this survey, we have performed  investigated audience attitude on radio programs broadcasted in 
city of Esfahan, Iran. The proposed study selected random sample of 600 out of 1,745,428 residence 
of this city where 345 people actively were listening to these programs, actively. All questions were 
designed in Likert scale and Cronbach alpha was 0.941, which was well above the desirable level and 
validated the survey. According our survey, the most popular part of radio programs was associated 
with news where 78.3% of the audiences were listening to these programs. According to our survey, 
audiences were mostly satisfied with family oriented programs and the mean score was 4.05. The 
other observation indicated that people had good attitude towards educational guidance programs 
(mean=3.37) and programs related to people and officials (mean=3.41). The results of Freedman test 
with Chi-Square value of 52.507 determined that there was a meaningful difference among different 
components (mean difference = -0.23 and P-value =0.022). We have also performed an investigation 
to find out whether there was any difference between different components of this survey in terms of 
participants’ personal characteristics such as age, gender, educational background and job. Our 
survey only confirmed that the mean difference in terms of job specifications and other personal 
characteristics did not have any impact on people’s attitude. The other observation in our survey 
indicates that there is a difference between students and people with no job or housekeeper on their 
attitudes towards educational programs. 
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