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INTRODUCTION 

I welcome you for “Opening a Local Christian Radio Station and this manual prepared to get 

used for those who interested unchristian Radio Stations”. Each year, more and more Christians 

and non- Christians enjoying the program of Christians radio stations in their societies. Since the 

start of vision of establishment and growth of local Christian media across the world has been 

remarkable; this achievement is part of the growth of the whole Christian media sector that also 

includes commercial media, government media, and community media. In this manual we use 

the word ‘Christian Media’ to describe that: 

! Give communities the information they need to be informed and to make decisions 

through the Love of God. 

! Make editorial Christian teachings and cover stories without allowing other religion to 

influence those teachings. 

Local Christian radio stations give people opportunities to learn about what is happening in their 

Lives and in the society, to discuss the issues and to let God do for them. By local media we 

usually mean smaller media organizations that have one radio station that serves a city 

Or town and areas nearby. Some smaller media organizations have grown into larger 

organizations that serve more than one place (sometimes with repeater transmitters and 

sometimes by adding new stations).This manual may be helpful for new and smaller 

organizations as well as those that are expanding or have expanded already. In this manual we 

discuss how local Christian media are more successful when they have the support of their stake 

holders and when they meet the needs of those listeners. 

Local Christian media speak with a truly local voice when they are open to participation from all 

people, regardless of ethnicity, tribal background, social status, gender and age. In some cases 

the broadcast license for the Christian radio station may be held by a Church, Ministry and in 

other cases the license may be held by an individual. In both instances, stations can speak with a 

local voice and bring their people together through practical means, and through policies and 

programming. Once an independent radio station establishes itself as part of a community, it 

becomes part of that community's culture. How to achieve all of this differs from community to 

community and radio station to radio station, but this manual describes the main elements of that 

process simply and precisely. 
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AIM OF THE MANUAL 

 

I have developed this manual as a resource to help Christian radio staff and volunteers. It can be 

used as a reference for stake holders as they go about their day-to-day work, about how they can 

start and handle their radio stations. It can be used to train new people in media department such 

as radio owners, producers, newsreaders, presenters and DJs who will operate the radio stations 

and its studios. It can be used if you need ideas about how to develop your radio station, 

especially in relation to new digital technologies. I have included much information so that any 

person on the field of media can use the manual to start and maintain the radio station. I hope to 

expand your knowledge and vocabulary and - who knows about the radio station? We might 

even attract some readers to want to learn more and take up a future in Christian radio stations. 

The manual provides information about: 

! Starting a Christian Radio Station 

! Studio and equipment 

! Recruitment of Staff and Volunteer 

! Christian Radio Stations 

! The Audience and Programs 

! Creativity in Radio Programs 

! Writing, Programming and Presentation 

! Social Media 

! Financial Management 

 

HOW TO USE THIS MANUAL 

 

The manual is divided into a number of Chapters. Each new chapter builds on 

The previous chapter to give you a more detailed picture of the radio station and 

How it works. 
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CHAPTER ONE 

 

1.0 START A CHRISTIAN RADIO STATION 

You are called to a radio ministry. Whether God has called you to be a pastor or a first rate 

engineer, if you are a Christian, God has a purpose for your life that will further the kingdom of 

God. He strategically places His people all over the world not only in pulpits and on mission 

fields, but in homes, offices, schools and the marketplace. But to succeed in your radio ministry, 

it is not as simple as heeding the call. To be effective and fulfill God’s purpose for your radio 

ministry, you need to get on the road to excellence, run the race, and “obtain the prize.”The 

ministry of Jesus was one of excellence, and one that laid the foundation for success. Once you 

know that the radio station is your calling, follow Jesus’ example, you must pursue excellence in 

every aspect of your life and ministry. 

What Is Excellence? 

The root of the word excellent is excel, which means “to rise to the highest place or to pass in 

accomplishments or achievement, to be distinguishable by superiority.” Excellence does 

everything with the highest quality and integrity. It is never ordinary in any way. Excellence 

stands above the rest. In ministry, a spirit of excellence is a desire to reach toward God, rather 

than get something from God. That is why a ministry of excellence will never promote itself or 

force success. It allows the gospel to do the promoting. To honor God and find success in your 

calling. A ministry of excellence is a ministry that does not plan to fail. Whatever you have been 

called to pastor, apostle, prophet, evangelist, teacher or any other role in the Body of Christ, the 

Lord will not revoke the assignment given to you (Romans 11:29), so you are responsible for 

how you handle your calling. To do that, you must be dedicated to excellence in your radio 

ministry and dedicated to success. When you stand before the Judgment Seat of Christ, it will be 

in the light of your calling not what you did, not what you meant to do or wished you had done, 

but what God said you were appointed to do.  

When you finally make a full, no-quit, no-turn-back, forever commitment to God, fulfilling your 

calling will be the most exciting thing you have ever done. He ordained you before the 
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foundation of the world, but He did not leave you on your own. God has provided the power, 

furnished the weapons and equipped you with everything you need to fulfill your calling. Your 

part is to make a decision to be dedicated to your calling a decision to pursue and maintain 

excellence in your ministry. We already know that faith comes by hearing, and hearing by the 

Word of God (Romans 10:17). So, to achieve excellence in ministry, look to the Word of God 

day and night. It will guide you and keep you on the road to excellence. It will keep you from 

turning to the right or the left or using worldly wisdom to determine the path of your ministry. 

Proverbs 4:20-22 says, “My child, pay attention to what I say. Listen carefully to my 

words. Don’t lose sight of them. Let them penetrate deep into your heart, for they bring life to 

those who find them, and healing to their whole body.” The Word is life and healing, and it 

stands for excellence in all things. Exalt the Word in your life and your radio ministry. Let it do 

the work. If there is ever a problem, apply God’s wisdom to it. Speak and act only on the Word. 

If you exalt the Word, people will be delivered. In your radio ministry, if there is ever any doubt 

about which direction you should be headed, look toward the Word to direct you. Put the Word 

first. If you do this, everything else will take care of itself. To keep in tune with the Holy Spirit 

in your radio ministry, sometime spend time fasting.  

The spiritual practice of fasting will help you hear from God and keep your flesh in line. 

Remember fasting does not push God into action; it helps you hear from God. He is always 

talking to us, but sometimes our “receiver” is not working as it should. Fasting is a tool that puts 

us in position to be more spiritually aware and “tuned in” to God. Anyone who desires an 

excellent ministry continually seeks God for direction. A fast will put you in the position to hear 

from God to receive guidance for a specific situation. Remember to keep your fast private and 

follow Jesus’ guidelines (Matthew 6:16-18). Hypocritical piety will defeat the purpose of a fast. 

If you publicize your spirituality, you will exchange the reward from God for a reward from 

men. Spend time fasting and submitting your radio ministry to the leading of the Lord. This will 

help ensure excellence in your ministry every step of the way 

Most Churches and different Ministries around the world interact with the people by offering 

material help. Other ministries particularly those that disseminate information can thrive as a 

radio ministry. Through the radio station, you can take your ministry into the rooms, homes and 

cars of those you serve, allowing them to tune in at their convenience time. Starting a radio 
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ministry takes time to plan the purpose, discover the appropriate radio medium and file the 

correct forms .Different radio stations have different purposes or reasons for existing, and it’s 

important to remember the purpose of your station when you think about management, 

programming and other issues. 

 

There are three different types of radio stations and they all have different interests; 

1. State/Government Radio Stations: Are funded, operated or owned by the government. 

In some cases government radio exists to represent the views of the government and in 

other cases government radio operates as an independent or “public service”. 

2. Commercial Radio Stations: Are privately owned and operated for profit by individuals 

or commercial groups. Most independent radio stations worldwide fits into this category. 

3. Community Radio Stations: Are non-profit broadcasting service stations owned and 

operated by community, organizations or members of communities. Most of Christian 

radio stations fall into this group of radio stations. Under this group we found two types 

of radio stations; 

! Low Power Radio Stations (LPFM):  These are kind of radio stations does not 

cost much. Sometimes called low power Community radio stations. Low Powered 

FM radio stations always ranges from 15 watts (the lowest) and 150 watts (the 

highest that can only reach up to around 30 kilometer in radius. Of course there 

are advantages and disadvantages with very powerful transmitters. But through 

Lifeword Media Ministry experience, the Ministry has used this kind of radio 

stations for a long time, using low powered FM radio transmitter has also some 

advantages those are; The cost of low powered transmitter is not as much as the 

1000 watts, and maintenance is also low; Low powered transmitter is easier 

to install, manage and maintain; it reaches audience that you can manage to 

follow up on the issue of planting Churches. We call it, covering only your area of 

responsibility. And since it covers only shorter areas those can be reached, the 

effect is that, it is more effective (talking about the ministry of reaching people 

with the gospel) because it becomes more personal. The secret of Low Powered 

Transmitter is that you can install a lot of them in many places where you plant 

Churches because they are affordable. It is more effective to have 10- 15 watts 
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transmitter in 10 villages than having one powerful transmitter to reach them all. 

Because with small transmitter that only reaches a 3-mile radius, broadcasting 

from a Village, can meet the spiritual need of that village. LPFM is a great idea. 

Often some governments give one of these responses: You can extend your 

license to the other smaller stations in your community as long as they operate on 

the same frequency; some governments designate one frequency for all low power 

fm stations and each and every community is on the same frequency. Other 

governments have no issue with the low power frequency as long as it stays below 

certain power and not interfere with others; Other governments will never give 

another license and yet in some countries you will find thousands of these stations 

as long as they do not promote anti-government agendas; In a few places you can 

buy the licenses for next to nothing; As a last resort you can do your Low Power 

radio station with wifi or internet that do not require a license from the 

Government. This mean that does not need any government approval or 

regulations. 

! High Power Radio Stations (HPFM): In most of the countries worldwide these 

kind of radio stations ranging from 500 watts transmitters (the lowest) and above 

that why requires License from the National Communication Authorities to 

broadcast. In Tanzania this authority known as Tanzania Communication and 

Regulatory Authority (TCRA). HPFM cost much to run, especially on the areas of 

electricity, staffs and other operational issues. Through High Power Radio station 

in Tanzania you can obtain a District, Regional and National License. These are 

king of radio station that reaches a big area. They can start at 150kilomtres in all 

directions and above.  

 

1.1 RADIO STATION MISSION STATEMENT 

On starting your radio station, Mission statement is very important, you need it at first before 

proceed with other things. Each Ministry has a Mission to fulfill so all the radio stations around 

the world have what is called a mission statement few sentences that describe why a station 

exists and what it aims to achieve. A good mission statement guides decisions about radio station 

activities, helps a society understand the station and makes it easier for people to participate. To 
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create your mission statement, think about your society. How will the radio station be 

meaningful to the society? Many stations try to meet the needs of the whole society. Others focus 

on a part or parts of a certainly group of people; e.g., women, youth. The best radio station is the 

one which focus on certain group of people not the whole society. Think of one listener because 

you will not be talking to a crowd. 

 

In order to create a good mission statement first you have to think about your audience you want 

to reach in the city where you are going to put your new radio station. Always consider the 

following steps; 

1. List down the problems/Challenging facing your audience: What problems do my 

audience has? Lack of hope, health problem or poverty? Try to use simple and direct 

statements that can be understood by your intended listener. 

2. Switch those problems/ Challenges into Radio Station Goals: Now you have to 

converts each challenge from Step 1 into a statement about what the station intends to do 

to help the community meet that challenge. For example from step one you can say, our 

radio station goals will 

! Improve the lives of our community members by broadcasting accurate 

information about health services and illness prevention to reduce maternal 

mortality rates. 

! Encourage local economic prosperity by providing information on modern 

poverty eradicates  practices 

! Provides teachings that will give true hope to our listener 

Convert your own audience's challenges into goals for your radio station. 

3. Discuss and Revise Goals with your stakeholders: Advised that it is better your 

management team to discuss the station’s goals with your society you intend to reach and 

groups from different parts of the society who help to finalize the radio station’s mission. 

This important step assures your station that its mission will truly represent the needs of 

its group of people, and it prepares the community for future participation in programs 

will be created for the audience. 

4. Now Combine the Goals into a Mission Statement: For example from the above goals 

you can come withal mission statement explaining; Radio Uhai is a non-profit, based and 
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volunteer-operated radio station aiming to educate, inform and entertain through 

programming that reflects the diversity of our local society through create programming, 

in the areas of health and poverty, and give people teachings that will set them free from 

fear. When you have mission statement is ready, be sure to make it available to your 

audience. 

1.2 MEMORANDUM AND ARTICLE OF ASSOCIATION 

This is another important document needed in some countries while starting any kind of radio 

station. Both a memorandum of association and the articles of association are required in some 

countries like Tanzania and the UK for forming a Company under the Companies Act Cap. 212 

and Companies Act 2006 respectively.  The memorandum of association is the document that 

sets up the company and the articles of association set out how the company is run, governed and 

owned. The articles of association include the responsibilities and powers of the directors and the 

means by which the members exert control over the board of directors. In Tanzania even if you 

are starting a Christian radio station, you are required to register a Memorandum and Article of 

Association of your radio station company to Business Registrations and Licensing Agency 

(BRELA). 

1.2.1 Memorandum of association 

The memorandum confirms that the subscribers wish to form a company under the Companies 

Act and agree to become the first members of the company.  In the case of a company that is to 

have a share capital or Company by guarantee not having shares Capital. The memorandum of 

association must be in a prescribed form and must be authenticated by each subscriber.  As said 

before in Tanzania the memorandum of association, which includes a statement of compliance, 

must be delivered to Business Registrations and Licensing Agency (BRELA) together with an 

application for registration of the company and the new company’s articles of association. 

1.2.1 Articles of association 

Purpose: The articles of association set out how the company is run, governed and owned. The 

articles can put restrictions on the company’s powers which may be useful if shareholders want 

comfort that the directors will not pursue certain courses of action, at least without shareholder 
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approval. In addition to the articles, which is a public document, the shareholders may enter into 

a shareholders’ agreement to augment the articles in relation to the running, governance and 

ownership of the company that they want to keep out of the public domain. 

Content: The articles should cover, amongst other matters, the following: 

! Liability of members; 

! Directors’ powers and responsibilities 

! Directors’ meetings, voting, delegation to others and conflicts of interest 

! Retaining records of directors’ decisions 

! Appointment and removal of directors  

! Shares, unless a limited by guarantee  not having share capital company 

! Dividends and other distributions to members; 

! Members’ decision making and attendance at general meetings; 

! Means of communication; 

! Use of the company seal, if applicable; and 

! Directors’ indemnity and insurance. 

The articles of association can be amended with free template resolutions for the required special 

resolution. If a company changes its articles of association, other than to the model articles, a 

copy of the articles should be sent to the registration authority for review of the changes made. A 

copy of the amending resolution must also be sent within 15 days of being passed. You need to 

tell the registration authorities why you are changing the articles of association. 

! The directors and company secretary (if one is appointed) of a company should have a 

good working knowledge of the company’s constitutional documents, especially the 

articles of association. When managing the business of the company, they need to be 

comfortable that they are acting within the powers conferred by the articles and following 

and processes or other formalities laid down there. 

! It’s also sensible for the board to review the articles on a regular basis. As the company 

and its circumstances change, some existing clauses may no longer be useful or new 

provisions may be desirable. By reviewing and, where appropriate, updating the articles 

of association the company can achieve the most appropriate balance between the needs 
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of the directors and members, giving the former the right powers to run the company 

while protecting the interests of its members. 

1.3 RADIO STATION POLICY 

In Genesis 2:15-17 the Bibles says The LORD God took the man and put him in the Garden of 

Eden to work it and take care of it. And the LORD God commanded the man, “You are free to eat 

from any tree in the garden; but you must not eat from the tree of the knowledge of good and 

evil, for when you eat from it you will certainly die.” This was the first policy God provided to 

man the way he could live in the Garden of Eden. Any organization if wants to be smart in its 

operation, policy is UN invertible document at the office. A policy is one of the most important 

documents for a radio station, you need it. It is a set of by-laws explaining what the station will 

do or not do, and includes by-laws for all major departments of the station.  

 

In short, policies simply guide our actions. Policies can be guidelines, rules, regulations, laws, 

principles, or directions. They say what is to be done, who is to do it, how it is to be done and for 

(or to) whom it is to be done. Most of us think that we have no control over policies and that they 

are issues our elected officials and bureaucrats deal with. Well, this is not true. The world is full 

of policies, for example, families make policies like “No TV until homework is done”. Agencies 

and organizations make policies that guide the way they operate. Stores have return policies. 

Workplaces have policies about things like sick days. Schools have policies that describe the 

way they expect children to behave. Policy occurs at various levels and points of interaction 

personal, organizational, and public. If we use the right strategies we can be successful in 

influencing all at our radio station offices. Here below outlined a sample of policy guide for a 

radio station 

1.3.1 Top Management 

! Duties and responsibilities of the Board of Directors 

! Duties and responsibilities of management team 

! Opportunities for staff and community members to help make decisions 
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1.3.2 Administration and Finance Department 

! Personnel policies, including employee and volunteer recruitment, rights and 

responsibilities, and rules for ending staff contracts 

! Financial record keeping guidelines, including procedures for handling money 

and buying things for the station 

! Inventory procedures, including how to list the station’s equipment 

! Policies about the kinds of advertising and business agreements your station will 

use 

1.3.3 Program and News Department 

• Code of ethics for radio station reporters/journalist 

• Guidelines for how the station will decide what programs to offer  

• How to receive and respond to complaints from the community 

1.3.4 Business and Marketing Department 

! Policies about the kinds of advertising and business agreements your station will 

use 

 

Sample of a Policy  

! Radio Uhai: Is committed to being an independent Christian radio station where 

society can hear their own voices, and where their values, their interests and the 

issues important totem come to life. Our most important values are; quality in 

journalism and ease of access to our society. Society members contribute talents 

and ideas to the station’s programming and development. Ethnic diversity and 

gender balance are central to our mission and vision. 

  

! Top Management: This is a board of Directors of five members administers our 

station. The Management board includes three officers (a chairperson, secretary, 

and treasurer) and two other members. Board members are elected at our Annual 

General Meeting. The board decides how our station will raise money and 

develops business relationships, establishes recruitment and management policies, 
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creates guidelines for program production and review, and prepares our annual 

financial statement. 

! Administration and Finance Department: Radio Uhai's Board of Directors will 

establish a fair and transparent process for recruiting paid and volunteer workers, 

and for hiring and job placement. Recruitment procedures will aim to eliminate 

any physical, cultural and social workplace characteristics that might exclude 

minorities and women. Permanent staff positions will be advertised widely. The 

selection of radio station staff will involve the Board of Directors, the station 

manager, and the appropriate department head. Selection will not be based on 

personal relationships or favoritism. Annual progress reports and financial reports 

will be presented at the Annual General Meeting and will be available for 

auditing.  

! Radio Uhai's committed to produce programs that protect and strengthen the 

cultural and social values of our society; encourage people expression by 

providing a mix of content that reflects local opinions, ideas and values; include 

entertainment for women and children and men of all ages; provide accurate, 

impartial and balanced information and analysis about our society and other 

countries; educational and responsive to the needs of our the public; draw on 

local, regional, national and (when possible) international sources. 

! Business and Marketing Department: Radio Uhai will avoid programs and 

content that give publicity to UN ethical commercial entities by subverting 

legitimate program material in favor of commercial interests. Funds from donors 

who contribute to equipment purchases and program production will be accepted 

by the Top management. 

 

1.4 ORGANIZATION STRUCTURE 

An organizational structure is a system that outlines how certain activities are directed in order to 

achieve the goals of an organization. These activities can include rules, roles, and 

responsibilities. The organizational structure also determines how information flows between 

levels within the radio station. For example, in a centralized structure, decisions flow from the 
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top down, while in a decentralized structure, decision-making power is distributed among 

various levels of the organization. Having an organizational structure in place allows your radio 

station to remain efficient and focused. The organizational structure of a radio station shows how 

groups and individuals inside and outside the station interconnect and rely upon one another, 

including relationships among managers and departments. The size of a radio station affects its 

organizational structure. However, some job roles are necessary and remain the same, whether 

the station is small, medium or large. All radio stations, for example, need someone to act as a 

station manager, a program manager, a marketing officer and an engineer/ technical manager. 

Thus to ensure the flow of information to various levels you need this tool to help you do 

excellence in your radio Ministry. Here below is an example of an organizational structure. 

 

1.5 BROADCSTING LICENSE 

For the case of high power radio station, before new radio station start broadcasting in any 

Country, it must have a license to broadcast, assigned frequency license for its broadcast signal. 
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When you apply for a license, you are asking the government for permission to broadcast. The 

amount of time it takes to get a license depends on many things, including your ability to submit 

the required documents requested in the application and your ability to pay the frequency license 

fee. Sometimes the authorities can ask additional documents to approve your broadcasting 

license. Here are the current procedures for getting a broadcast and frequency license in 

Tanzania; 

! Transmittal letter to the Director General 

! Dully filled and stamped application form  

! Photo copy of receipt for application fees  

! A certified copy of certificate of Incorporation or Registration  

! A certified copy of Company's Memorandum of Association  

! Track Records (references)  

! Company profile  

! Physical and mailing address  

!  Technical Plan  

o Type of technology (manual, brochures and technical specifications 

o Network roll out plan  

i. coverage 

ii. traffic capacity 

iii. construction plan 

iv. radio frequency requirement 

 

o Network plan and configurations 

o Service offered 

! Tariff Plan  

o Costing structure 

o Service Pricing 

o Billing structure –capability of providing details 

o Customer care strategy (quality of services) 

! Financial Plan  

o Projected financial statement 
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o Projected cash flow 

o Projected balance sheet 

! Investment Plan  

o Financing 

o Personally and Human resource development strategy 

! Programme Schedule (for content)  

o Quality and variety 

o Benefit to the local economy 

o Widening of programme choice 

o Impact on development of broadcasting industry overall benefit 

 

Please remember that procedures may change, and that specific steps or policies listed in 

procedures may also change. Also procedures possibly differ from one Country to another. When 

you are ready to apply for your station’s license, it is important to ask for information on the 

most recent procedures from the appropriate authority in your country.  
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CHAPTER TWO 

2.0 STUDIO AND EQUIPMENT 

In this Chapter, we look at the broadcast system the studios and transmission 

Equipment in detail. Compared to other communication technologies such as television, radio 

infrastructure, distribution and operating costs are low. Radio station designs can range from 

simple to complex. The simplest technical design would include a power source, a low-power 

transmitter connected to an antenna, a tape recorder and a microphone. Of course, this type of 

arrangement would limit your program formats, and mixing of voices, music and sound. For a 

more complex arrangement you could add a mixer, microphones, a CD player, computers and a 

telephone. Your costs will depend on your design and the types of equipment you choose to 

install. 

2.1 THE STUDIO 

While designing your studio, your decisions about where it will be, how large it will be, and how 

it will be designed will affect your programming options and whether radio stake holders are 

able to participate. 

2.1.1 Choose a location for your studio that is: 

! Easy to find and to get to for program guests, stake holders and reporters. 

! Quiet; a building near a crowded market or near the workshop would be too noisy. 

! Safe for older people, children, and women. 

! Accessible to people with physical disabilities. 

2.1.2 Choose studio space in a building that is: 

! Built of high compactness materials that prevent outside noise from coming into the 

studio. A cement frame building is best. 

! Free of vibrations. For example, basements can be good places for studios because they 

are quiet, but street level vibrations caused by an electrical generator or automobile traffic 

next to the walls or windows can interfere with recordings. 

! Well-ventilated for workers and equipment. Studios that are too hot or humid can shorten 

the life of your equipment and are uncomfortable for staff. An air conditioner or fan may 

be used to reduce wetness. 
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! The right size to fit your design, build room which is large enough to fit may be more 

than 15 people. 

! Affordable and without conflicts of interest. Rent should be as low as possible, but be 

careful. Avoid rent agreements in buildings associated with political parties or 

government officials. A private property rental is best, but do not make any agreements 

with the owner that could interfere with the integrity and independence of your station’s 

journalism and programs. 

2.1.3 Design your studio 

There are many questions to think about when designing your studio. For example, what kinds of 

programs will you produce? What soundproofing techniques will you need? How much studio 

space might you have, and how will you divide it? How much money can your station spend on 

equipment? Here is a list of the basic parts of a radio studio. The simplest and least costly choice, 

a single studio room, is listed first. Other spaces, for example, a sound booth and a production 

studio, can be added to your design to improve production quality and add flexibility to your 

station’s programming. 

! A Single Studio Room or Broadcast Studio means that all recording, interviewing and 

broadcasting happens in one room. 

! A Voice Booth is a studio room that can be attached to the production studio and / or 

broadcast studio. The purpose of the voice booth is to record voices in a controlled 

environment. This means there is very little equipment in the voice booth, which is 

usually quite small. The most important aspects of the voice booth are the acoustics and 

the furniture. Often a table called a talk table is part of the voice booth. This is a table for 

guests to sit around for discussion programmes or debates. There should also be 

comfortable chairs available. The only other essential pieces of equipment in the voice 

booth are the microphones and headphones. The microphones in the voice booth can be 

controlled by the mixing desk in the production studio, or by the mixer in the broadcast 

studio.  

The studio that controls the microphones in the voice booth is often called the control 

room. Having a voice booth that is separate from the recording equipment in the 

production studio, or the play out equipment in the broadcast studio, improves your 
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sound. It also gives you greater flexibility. For example, if the broadcast studio is 

attached to the voice booth, newsreaders can read from the voice booth. While the news 

is being read from the voice booth, the presenter in the on-air (or broadcast) studio can 

continue working, searching for CDs or talking to a guest, without disturbing the news 

reader. If the newsreader reads news from inside the on-air studio, everyone else in the 

studio has to keep quiet until the news is over 

 

Diagram of a voice booth, showing connections to other studios 

 
! A Control Room makes your studio more flexible by allowing more things to happen at 

the same time. A control room eliminates noise in the studio during recording and 

broadcast. The control room and the recording studio are next to each other, separated by 

a wall with a soundproof double glass window. In the control room, producer or 

technician operates the recording equipment. The window allows the control room 

producer and the presenter in the recording studio to communicate with one another using 

hand signals during a live broadcast or recording. 

! A Production Studio is a room where programmes can be recorded, or pre-produced, for 

broadcasting later. A production studio is not essential, but as the broadcast studio is in 

constant use while the station is on air, having a second studio where recordings can be 

made and material can be pre-produced is very useful. The production studio can also be 
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used as a back-up broadcast studio. This means that the station will not have to go off-air 

while the broadcast studio is being repaired or maintained. A production room is where 

radio producers and reporters can edit programs, research topics, write scripts and have 

editorial meetings. The production studio to cut off the cost it does not necessary to have 

soundproofing. It is advised best to place a sound booth close to the production studio for 

voice track recordings. 

 

NOTE: Studio equipment can be costly and difficult to repair and replace. Create a no eating, 

and no drinking (tea included) policy at the radio station studio rooms as the best way to protect 

equipment and introduce professional conduct. 

2.1.4 Soundproofing and Sound Treatment 

There are many ways to soundproof and sound-treat studios. You can find out what kinds of low-

cost materials are available in your area. 

! Soundproofing stops the noise outside from seeping into a studio. For soundproofing, 

thick walls or double wall studios are good start. A basement avoids a lot of street noise 

(see previous discussion on choosing a studio location). It is common to double layer the 

doors, windows and walls of a studio room. 

! Sound treatment controls the sound inside a studio. If you go into a small room like a 

bathroom, you will notice that your voice echoes off the walls. In a studio, you can apply 

materials to prevent that echo, for example: 

o Two-inch thick foam, covered with thick fabric such as velvet, on walls, including 

the ceiling 

o Two layers of thick curtains on walls 

o Thick carpets on floors 

Be careful not to cover all walls with sound treatment material that will sound unnatural. It’s best 

to check some existing studios to see what they did. 

2.1.5 On-Air Lights 

Usually red can be switched on as a warning when live broadcasts or recordings are happening. 

Two lights are necessary, one inside and one outside the broadcasting studio, usually on the wall 
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Above or at the side of the door. These lights let people inside the studio know when they are on 

air, and let people outside the studio know that they should not interrupt broadcasts. These lights 

benefit radio station workers only if people remember to switch them off and on. 

2.1.6 Studio Furniture 

Radio studios usually have specially built furniture. The furniture is designed around the 

equipment so that all of the equipment and wiring is secure. Furniture is also designed to take 

into account the position of the different pieces of equipment, placing them in the most 

comfortable position for the studio operator. Good furniture should be able to withstand a lot of 

wear and tear and still look attractive. The on-air studio is the station’s showpiece. To impress 

visitors and to encourage a sense of pride in what your community has achieved, it is important 

that the furniture (and the whole studio) looks good. Lastly but most importantly for the 

technicians  the furniture must allow easy access to the back panels of all the equipment for 

repairs and maintenance. 

2.1.7 Equipment Racks 

The furniture will have one or more equipment racks. Most professional equipment is supplied in 

standard cases. The size of the case is standardized so that many different pieces of equipment 

can all be mounted in the same standardize equipment rack. The standard “rack-mount” 

equipment case is 48.3cm (or 19 inches) across but can be various heights and depths, depending 

on the type of equipment. Take a look at the diagram below. The height of the case is specified 

in rack unit’s (R). A 1R case is 4.4cm high; a 2R case is twice that; a 3R case is three times that 

height, and so on. Because rack units are often the same size and the same color, the equipment 

in the studio can all look the same to an unpracticed eye. 
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1R and 2R rack mountable equipment cases 

 

2.1.8 Power Supply 

An adequate and reliable power supply is necessary to keep your studio operating during 

broadcasting and recording, and for protecting costly equipment from surge damage and failure. 

Your studio will have many wires. Once professional technicians have installed your studio, 

these wires should not be changed or moved. Here are a few tips for creating sufficient power 

supply; 

! Install many high quality electrical sockets and switches throughout your station, 

especially in the recording studio and control room. 

! Do not overload extension cords and electrical switches. 

! Make sure wiring is distributed so that individual wires in certain places in the studio are 

not overloaded, depending on the power consumption of your equipment. 

! Three-phase wiring is better than a single-phase connection because it allows you to 

divide electricity consumption into three phases. It can also protect you from power cuts 

by allowing you to route one phase to an alternate power supply. 
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! Voltage regulators maintain consistent electrical voltage levels. Regulators protect your 

equipment from damage caused by voltage surges and drops common to African 

Countries and Asia. 

! An uninterrupted power supply (UPS) is a battery-powered device that provides five to 

15 minutes of emergency power when there are voltage cuts or interruptions to your 

supply. This gives you enough time to switch to a generator or to save your work before 

your equipment shuts down completely. 

! A back-up power generator may be a good investment. It will allow your equipment to 

operate during power cuts. However, a generator can be costly and create a lot of noise. 

! A solar power system with batteries and an inverter can save your station a lot of money 

in the long-term. These systems need regular maintenance. Currently, they are expensive 

to purchase and install, but it may be wise to find out more as prices decline. 

2.2 TRANSMITTER, ANTENNA AND MAST 

Transmission is the final stage of the broadcast system, and usually happens outside of the 

studio. The broadcast and other studios provide the audio signal that the transmission system 

converts into a radio signal that can be picked up by your listeners’ receivers, or radio sets. A 

transmission system for your radio station will include a transmitter, an antenna, and a mast. 

Choosing the right transmission system for your station can be complicated. Before buying a 

transmitter, it is a good idea to ask a qualified technician to survey your site to help you choose 

the right system. A technician can place your station’s tower and transmitter in the best location 

to reach the most people, and set your transmitter to the station’s exact frequency. The diagram 

below shows how the audio signal leaves the broadcast studio and reaches listeners. 
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Model of a radio transmission and reception system 

 
 

2.2.1 The transmitter: Produces radio frequency alternating current that carries an audio signal 

that is fed to the antenna. The strength of this radio signal gets weaker with distance. In 

Tanzania, 500 watts FM transmitters are used for local radio stations; they typically transmit a 

radio signal a distance of 150 km in flat areas and shorter distances in mountainous areas. FM 

signals are line-of-sight, which means they travel until they reach an obstruction like a mountain 

or a tall building. Look at the signal coverage (in red) map below you can see that the mountains 

stop the radio signal. Sometimes repeat transmitters are used to relay the signal to obstructed 

areas, but adding repeaters can cost a lot. 
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Radio Uhai signal Coverage Map in Tabora, Tanzania 

 
Please be careful not to exceed the transmitter power restrictions (maximum number of watts) 

listed on your station’s license. A more powerful transmitter can send a signal further, but the 

increase is not very much. For example, a 1000-watt transmitter does not send a signal twice as 

far as a 500-watt transmitter, and a 2000-watt transmitter may not always send a signal as far as a 

1000-watt transmitter. A more powerful transmitter will also cost more to buy and to operate. 

Transmitters are expensive in Africa and Asia because they are imported from other countries. 

2.2.2 Antenna and Mast: The height of the antenna (tower height) and its position compared 

with the surrounding terrain are just as important as transmitter power. The antenna catches radio 

waves from the transmitter and turns them into a radio signal that it emits to its surroundings. 

Omni directional antennas radiate signals in all directions. Directional antennas send signals only 

in one direction. The optimal location for the antenna is a point that overlooks the largest area of 

land. Antennas are securely fixed to a tall mast to increase their height. A mast is anchored by a 

firm foundation to prevent the antenna tower from falling. The antenna must also be grounded to 
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prevent damage to the transmitter and studio equipment during lightening storms. In most cases, 

the antenna and mast are placed close to the actual radio station so that the antennas at main 

tower and those of at the small at the studio they can see each other. 

Radio Uhai Transmission Tower - Tabora, Tanzania 

 
 

NOTE: The transmission tower is usually a target for direct strikes, as it is often mounted in 

high areas and is often the highest point. For this reason, transmission towers should be properly 

earthed and be installed with a down conductor. A down conductor starts with a metal spike at 

the top of the transmission tower. This spike should stand much higher than the transmitting 

antenna. The aim is to try to ensure that if lightning strikes your tower, it will strike the spike 

before the antennas. The spike is connected to a thick copper cable that runs down the tower and 

is earthed at the base of the tower. This leads the lightning to earth through a path that does not 

pass through your very expensive transmission equipment. Correct grounding procedures for the 

down conductor are essential. If your station uses its own transmitter, you should discuss 

grounding the transmitter tower with your supplier and other transmission experts to ensure that 

it is properly grounded. 
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2.3 STUDIO EQUIPMENT 

There are many types of microphones; they each serve a different purpose and vary in cost. 

Microphones are often called mics (pronounced mikes). One way to classify microphones is by 

what’s called directionality. This is a microphone’s sensitivity to recording sound from different 

directions or angles. There are various direction patterns on a microphone, so directionality 

varies from one microphone to another. Here is a general outline of the differences and functions 

of microphones according to directionality. 

2.3.1 Microphones 

 

Different shapes of Microphones 

 
 

! Omni directional microphones: These are sensitive to sounds coming from all 

directions. They respond to all angles equally. That means they have 360-degree 

sensitivity. This type of microphone can be useful when you want to capture surrounding 

or ambient sounds. The balance between direct and ambient sound will depend on the 

distance of the microphone from the person being interviewed or your main source of 

sound. For example, when you are interviewing one child in a school field filled with 

other children, you will capture the voice of that one child clearly, but you will also 

capture background noise created by the other children. This type of microphone is good 
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for gathering sound and doing interviews outside the studio. See the photo of this kind 

microphone below. 

 

Omni directional microphones 

 
 

! Unidirectional microphones: These are more sensitive to sound that comes from one 

specific direction, and less sensitive to sounds from other directions. They are used to 

capture a crisp sound from one direction and are less likely to capture surrounding or 

ambient sounds. Under this type there are two types of unidirectional microphones 

o Cardioid Microphones: These are mildly directional and favor sound coming 

from the direction that the microphone is pointing; they do not absorb sound 

coming from other sides. For example, Sennheiser 421 Dynamic Cardioid 

Microphones are used in many radio studios in African Countries. 

o Bidirectional Microphones: These capture sounds from two opposite sides, at 0 

degrees and 180 degrees. They can be used to record two sound sources. For 

example, if you only have one microphone, the bidirectional could be shared by 

two singers or by a radio show host and a guest during an interview, as long as the 

individuals are facing one another. Behringer B2Pro microphones are useful for 

this purpose (and they also allow unidirectional settings). 
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! Condenser Microphones: Allow you to switch between cardioid, unidirectional and 

Omni directional formats. They are useful in field recording kits (see Field Recoding 

Equipment later in this section). The number and type of microphones you have in your 

studio will depend on the kinds of programs you want to produce. For example, you will 

need more microphones if you want to have round table discussions or produce radio 

dramas with more than two actors. If you can afford only one microphone in your studio 

and you want to interview guests, a bidirectional microphone offers more recording 

options than a cardioid microphone. However, always try to have more than one 

microphone in your studio. 

2.3.2 Headphones and speakers: These used by producers, presenters and reporters to listen to 

recordings as they are made. One way to choose the highest quality headphones and speakers 

that your budget can afford is to listen to their sound. Better quality speakers emit less buzzing 

sound, and their output is much closer to the original recording quality. Good quality brands 

commonly used include TAPCO, MR8, Mackie and Behringer. Your station probably will 

require more headphones than speakers. Headphones are crucial because they isolate sound from 

the rest of the studio. If you use speakers to listen to what is being recorded in the studio, their 

sound may travel back into the microphone being used for recording, causing a howling noise 

commonly called feedback. If you plan to have a production studio separate from your recording 

studio, each editing station will need a set of headphones to reduce noise and distractions in the 

room and allow the producers to edit their programs more accurately. 

2.3.3 The audio mixer: This is a device that combines the sounds from the microphone, CD 

player, computer and voice recorders before they are sent to the transmitter or to a recording 

device or a computer. At first, it can be overwhelming to see all the switches and faders on an 

audio mixer, but when you understand the mixer's purpose, you may find that it’s easy to use. A 

mixer allows you to have sound coming from two or more sources such as two people speaking 

into different microphones during a roundtable discussion, or one person speaking into a 

microphone while music is playing at low volume on a computer. Each sound source is 

connected to a different channel on the mixer. This allows you to control each sound 

individually. All the channels come together in what’s called the master channel, which is linked 

to the final output from the mixer. The mixer also allows you to listen to sound, and to check it 
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before it is transmitted. Some mixers designed for recording music are inexpensive, but are not 

always a good choice. Many studios use Mackie mixers. A console is a type of mixer designed 

for radio studios. Consoles cost more, but are simpler to use because they have fewer switches. A 

few African radio stations use Arrakis radio consoles. 

2.3.4 Telephone Hybrids: Let you air the voices of listeners who call the station during live 

programs. For example, if a radio presenter asks listeners a question and wants to start a 

discussion about an issue, telephone hybrid will add whatever is said between the presenter and 

the caller to the mixer’s output. A telephone hybrid allows your studio to connect with people in 

your community and to include their opinions or questions in your programs. Single telephone 

hybrids are easier to find and cost less than multiline hybrids. A single hybrid is sufficient for a 

local radio station. If you cannot find a telephone hybrid where you live, an alternative is to 

connect a phone line to a speakerphone in the recording studio, with a microphone close to the 

sound. However, this technique can produce unwanted noise and buzzing, which can reduce the 

quality of your recording drastically. A telephone hybrid in your production studio also allows 

you to pre-record telephone calls that can be aired later. This is useful when you wanton gather 

responses from the community after a specific show or event. 

2.3.5Audio Amplifiers: Increase the volume from the various sources of sound in your studio. 

You can amplify the sound going into your headphones or the speakers in the studio. The 

diagram below shows you how all the equipment in a studio links together. 
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The way equipment in a studio link together 

 
 

2.3.6 Computers: Are useful tools for radio production, they are found in most studios now 

days. The program son your computer is called software. Each software program has its own 

distinct purpose, for example, to write documents, create spreadsheets, access the Internet or edit 

audio. Make sure that the software you buy for your computer is not a pirated or illegal copy. 

The hardware of the computer is the general name for everything else, like the wiring, the 

monitor, the keyboard and the drives. In a radio studio you will use a computer to play sound 

such as recorded music or programs. In order for your computer to be able to play audio it needs 

to have a piece of hardware inside it called a sound carder audio card. If you plan to use your 

computer for simultaneous playback and recording inside your studio (playing music on a 

computer while recording a studio program on the same computer), you will need two sound 

cards. There are many types of sounds cards. If you want to connect professional studio 

microphones to the computer, it’s important to make sure the sound card you buy has the correct 

connectors. The Digigram Vx222e sound card provides good quality audio and is used often in 

radio studios both in African Countries and Asia. 
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2.3.7 Audio editing software: Is used to record, add sound effects, manipulate levels of sound, 

and edit audio from different sources and much more. In Tanzania most production and 

broadcast studios use Adobe Audition or Cool Edit software. Both of these software programs 

display pictures of the sound waves as you edit, and both allow you to save your work in 

different audio formats including MP3, WAV etc. 

2.3.8 Playout/playback software (Automation system): Allows a radio presenter to find and 

play audio programs quickly from an on-air studio computer. Simple software programs like 

Windows Media Player can perform these functions. However, if you want to play audio and 

record other audio at the same time, your computer must have two soundcards. Zara Radio is free 

automation system software that is also used in most of radio stations around the world. There 

other programs such Megaseg, Virtual DJ, and DJ pro are used in some of the radio stations. 

2.3.9 A Satellite receiver: Allows your station to receive radio signals from a satellite. For 

example, BBC, DW, FRI, Radio Japan, and Trans - World radio (TWR) produces daily live 

broadcasts of news, Christian's teachings and cultural programs by satellite. With a satellite 

receiver, your station can choose to use programs from services like Trans-World Radio. 

2.4 ON LOCATION RECORDING EQUIPMENT 

Field recording allows your station to record material in locations outside the station. A large 

amount of your program content will rely on reporters who leave the station to interview people, 

to cover live events or to gather sound. This type of recording is called field recording or on 

location recording. Field recording is a way to connect your station to your community and to 

include the voices of people who cannot call or come to the station. It also allows you to produce 

a wider variety of program content. Reporters carry their recording equipment in a case called a 

field recording kit. 

2.4.1 Field recording kits should contain; 

! A digital voice recorder or other recording unit with microphone and headphone inputs 

! Headphones 

! One omnidirectional microphone or condenser microphone with selectable cardioid and 

omnidirectional settings 

! Windshield for the microphone that filters out rumbling noises caused by wind 
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! Microphone cables that match the connector on the recorder 

! Spare microphone cables that vary in length for recording at varying distances 

! Spare batteries 

! A carrying case to protect all your field recording equipment from scratches and dust 

2.4.2 Choosing a Digital Voice Recorder 

Many types of digital voice recorders are available. Models commonly used in field recording 

Kits include the Tascam zoom recorders and Sony PX 470. Your recorder should: 

! Be easy to use and program 

! Allow you to connect headphones 

! Allow you to connect a microphone (digital recorders have built-in microphones, but 

connecting separate microphone will allow you to record higher quality sound) 

! Allow you to sort, delete and edit recordings 

! Have a screen that displays battery life, sound levels, and tracking numbers while you are 

recording and editing 

! Have a dual power supply (batteries and an electrical power adapter) 

! Use batteries that are easy to replace. 

Digital recorder Sony PX 470 
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Therefore, if you are planning to start a Christian radio station at your area of Mission, the 

following lists will give you a typical list of equipment needed at the Main Tower (Tower Place) 

and that of the studio. 
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CHAPTER THREE 

3.0 RECRUITMENT OF STAFF AND VOLUNTEERS 

The introduction of a Christian radio stations in your empowers the nationals by allowing their 

voices to be heard on issues that matter to them and by providing nationals with greater access to 

Crucial, factual and balanced information. Through the radio stations, communities will be able 

to learn about and discuss issues that affect their lives. Many radio stations are successful 

because groups of interested volunteers and staff work together to achieve the station’s mission. 

They may operate the radio station, produce programs, raise money and sell airtime, and 

maintain the station’s building and grounds. 

3.1 RECRUITING STAFF AND VOLUNTEERS 

Your station’s success depends on your ability to manage the resources in your community, 

including the enthusiasm and energy of all workers, whether they are paid or unpaid. The station 

must effectively supervise volunteers and staff, write job descriptions, organize record keeping, 

and develop a structure for daily operations 

3.1.1 Important questions to keep in mind when creating jobs for staff or volunteers: 

! How will this volunteer or staff position contribute to the station’s mission and goals? 

! What are the specific tasks expected of the individual? 

! How do these responsibilities relate to the responsibilities of others? 

! Who will the staff member or volunteer report to? Who will evaluate this individual’s job 

performance? 

! Do the specific duties of the proposed job allow the individual to contribute ideas and to 

develop new knowledge or skills? 

! What skills are necessary for the job? 

! What training will the radio station provide for the job? 

! Is this a short-term or long-term assignment? Three months? One year? Is there a 

probationary period? 

! How many hours per week or per day will the staff member or volunteer be expected to 

work? 

! What’s the start date? 
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! What’s the salary? 

3.1.2 What kind of information should a job description include? 

! Purpose and objectives or goals of the job 

! Responsibilities 

! Qualifications 

! Training provided 

! Duration of contract 

3.1.2 Recruitment Sources 

How a radio station finds appropriate people to apply for positions will differ from community to 

community. The goal is to attract staff members, male and female, from different ethnic 

backgrounds and/or minority groups, with varying interests and relevant skills. Here are a few 

sources of potential staff to consider; 

! The radio station’s Board of Director can help recruit diverse staff or volunteers.  

! Youth represent a large portion of our society. Young people can become high-energy 

volunteers. Many young people are eager to find opportunities to learn media and 

communication skills, and your station may be their only opportunity to do so. 

! Media training organizations have contacts with journalists across the Countries and job 

placement seminars that tell journalists about positions available in media. 

! Volunteers from Christian groups and Evangelical Churches can work in the community. 

They can enrich existing radio programs with local knowledge and ideas. 

! University Christian Fellowships, especially of literature and journalism, have Christian 

students who can benefit from internships, volunteer or staff positions that allow them to 

gain practical broadcasting skills. 

3.1.3 Selecting Staff and Volunteers 

It’s good to ask journalists and radio station staff to submit a personal resume when they apply 

For a job. It’s equally important for the radio station to have its own application strategy and ask 

each applicator current staff member to complete that process strategy. The application allows 

the station to gather the same information about each person so that it will be easy for managers 

to compare applicants. The application strategy will help the person who interviews the 
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applicant, and will help the hiring committee learn about the applicant’s history. When hiring 

staff, a skills test is another helpful technique. As part of the interview, an applicant briefly 

performs one or more of the skills that would be used by an employee in that specific job. A 

skills test could include writing, editing, language translation and voice recording sections. For 

example, you may ask a journalist who wants to be a reporter at your station to rewrite 

newspaper article so that it can be presented on radio. Or, you might ask an applicant who wants 

to be an on-air announcer to read a radio script in the recording studio. A skills test allows you to 

see the weaknesses and strengths of an applicant’s practical skills. 

3.1.4 Application forms may include the following: 

! Work experience (paid and unpaid/volunteer) 

! Christian Background and Testimony 

! Education and training 

! Church Affiliation 

! Skills and interests 

! When they can work (weekdays, evenings, or weekends) 

!  

Note: Remember it’s crucial that the radio station follow fair and transparent recruitment 

procedures whether the position is paid or volunteer. Hiring based on personal relationships or 

favoritism will harm the station’s reputation in the community. 

3.2 RIGHTS AND RESPONSIBILITIES OF VOLUNTEERS 

To attract a variety of volunteers, a radio station must create volunteer opportunities that match 

the interests and motivations of community members. Volunteers, like paid staff members at the 

station, have specific rights and responsibilities. Volunteers should not be valued less or treated 

differently because they are not paid or don’t work full-time hours. To prevent confusion about 

roles and responsibilities, it’s a good idea to establish guidelines for volunteers and the staff 

members, who mentor and supervisethem.Volunteers are entitled to clearly stated rights, 

including: 

! Fair opportunity to become a volunteer without gender or ethnic discrimination 

! Proper introduction (orientation) to the station and a clear explanation of their job 

responsibilities 
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! Training (by a supervising staff member) in the skills they need to do their job 

! Acknowledgment of the value of their time and contribution to the stationing order to 

excel at their jobs, volunteers must be; 

o Clear about the amount of time they can contribute regularly 

o Clear about their skills and interests to enable good job placement 

o Serious about their job and willing to participate in training and other learning 

opportunities 

o Accept suggestions and discuss their job performance with their supervisor 

3.2.1 How are volunteers a vital link between the radio station and its community? 

Volunteers can; 

! Bring the radio station into the community by producing special programs relevant to the 

work of an organization they know about, people in their age group or people with 

similar interests or challenges. 

! Create links between the radio station, local civic organizations and community leaders 

! Bring the community into the radio station by expanding the station’s audience through 

diverse programming.  

3.3 ENCOURAGING STAFF AND VOLUNTEERS TO WORK EFFICIENTLY 

3.3.1 What is an orientation? 

When a new person joins the radio station as a paid staff member or unpaid volunteer, it’s 

important to give them an introduction to their workplace. This introduction is commonly 

referred to as an orientation. It doesn’t have to take a long time, but here are some suggestions 

for what to include in an orientation; 

! A brief description of the radio station and its mission and goals, organizational structure 

and reporting structure 

! Overview of the station’s radio programs and broadcasting schedule 

! Formal introduction to co-workers and managers 

! A discussion of the staff/volunteer’s role including how it relates to the goals and 

operation of the station 

! Printed copy of the radio station’s policy guide 



 47 

3.3.2 Benefits of training 

During the past decade, the number of new Christian media organizations in the cities and towns 

Of our Countries have expanded quickly. Media training organizations also offer more training 

in 

Journalism and other skills to enthusiastic our men and women. However, there is always a need 

forupdated skills and specialized training in every job in a radio station.Good training programs 

take place in an atmosphere where participants feel welcome to observe andto participate in 

learning the skills and procedures needed to do their jobs. Training can happen insidea radio 

station with local staff and volunteers or in another location with participants from other radio 

stations. For instance, training allows journalists to compare challenges they experience in their 

jobs, and to add to their knowledge and skills alongside journalists from other Christian Medias. 

Essential training for radio station journalists/presenters/announcers; 

o Radio Skills (radio reporting and writing techniques, radio program formats such 

as drama, roundtable discussion, documentary) 

o Journalism Ethics and Principles of Reporting (responsibility of media, including 

credibility, accuracy, balance, impartiality, accountability) 

o Country Media Law and Elections Laws (examination of the legal system as it 

relates to journalists) 

o Voice delivery and Performance 

o Technical training (equipment and editing) 

o Specialist Reporting (for example, in elections, health, business) related to radio 

programming areas 

! Essential training for finance and administration staff 

o Leadership and Management skills and methods 

o Financial management skills and methods 

o Business development (how to write funding proposals, marketing and sales 

strategy, manage relations with donors) 

o Strategic planning and organizational development for radio stations 

3.3.3 Managing staff and volunteer relations 
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All people see the world differently, and all people use and choose words differently. Within a 

radio station, people need certain things from you as a manager so that they can do their jobs 

better and meet their responsibilities. People need training, information, equipment and 

materials, direction and support. 

! Disagreements among staff can arise from: 

o Disputes over resources or equipment 

o Unclear responsibilities and/or deadlines 

o Power struggles, when people compete for a particular role 

o Misunderstandings and poor communication 

 

Creating relationships where communication is open and productive can be a challenge, 

especially if there has been a tradition of competition rather than cooperation and teamwork. 

Good communications the best way to prevent confusion and conflict, but good communication 

includes much more than words. Communication includes the tone of your voice and your body 

language when you speak.  

 

All of these things together contribute to the meaning of what we are communicating. Successful 

radio stations have a spirit of cooperation and an understanding that everyone volunteer and paid 

staff alike makes valuable contributions to the station. If there is a problem between two people 

or two departments in your station, it is important to find out why there is a conflict. This means 

you ask them what their interests are in the situation. What will it take to make them happy? 

How can common ground or an agreement be reached? 

3.3.4 Tips for encouraging teamwork 

! Create a supportive environment of mutual respect where everyone has permission to 

discuss competing views, personal preferences, values and priorities. 

! Insist on a blame-free culture by encouraging a focus on solutions instead of problems. 

Emphasize that reaching an agreement will benefit everyone. 

! Establish goals for each department and each job that correspond to the mission of the 

station. 

!  Make a work plan so that each department has clearly defined tasks. 
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! Share success! Ensure that the contributions of each department and everyone at the 

station are visible and valued by the station as a whole. 

! Ensure that you give regular, clear and helpful evaluations of work to department 

managers and encourage them to provide similar responses to people in their 

departments. 

3.3.5 Encouraging success through constructive feedback 

Regular, clear and helpful evaluation of the work of departments or individuals is called 

constructive feedback. What are the experiences of staff and volunteers in their jobs? Learning 

from these experiences can improve programming and how a station operates. Constructive 

feedback can stimulate enthusiasm by solving problems, recognizing achievement and setting 

goals for future progress. 

3.3.6 How to give constructive feedback 

! Begin by stating what the staff member/volunteer has achieved 

o Identify the individual’s strengths with specific examples. What have they done 

that worked well? 

o Choose your words wisely. Try not to follow a positive comment with the word 

‘BUT’, as it would change your positive comment to a negative one. 

o Think carefully! Remember that your goal is not to insult the individual but to 

encourage them to improve their skills and work performance. 

! Encourage the individual to participate. Ask them what they would do differently in the 

future. This allows them to choose a different strategy next time. It also gives them a 

chance to identify their own strengths and weaknesses. 

! Be sincere. Understand how the other person is seeing and hearing; what messages are 

they trying to convey, what new things they are hoping to achieve? 

! Suggest a maximum of three strategies they can use to improve their work. Be clear and 

specific by explaining how their improvement will make a difference to them and the 

station. For example, they might rise to the next level of performance, or get a better 

result. 
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! Always end your conversation positively. Help the individual believe that they have the 

knowledge, skills and confidence to continue practicing and getting better at a specific 

ability or task. 

 

CHAPTER FOUR 

4.0 CHRISTIAN RADIO STATIONS 

The purpose of Christian radio stations is to assist the Churches to fulfill the command of Jesus 

Christ to make disciples of all peoples worldwide, and to do so by using and making powerful 

Programs those proclaim the gospel of salvation to as many people as possible and instruct 

believers in biblical doctrine and daily Christ like living. Christian radio stations are the most 

accessible tool to reach many people to Jesus Christ in a short amount of time. Radio programs 

can be produced at relatively low costs, and listeners need only an inexpensive receiver powered 

by batteries, solar power or a hand crank. Christian Radio stations can be heard and understood 

by people of all ages according to its form of programs. It lets more people to know and talk 

about Christian faith in their homes. 

4.1 WHAT IS A CHRISTIAN RADIO STATION? 

Is a category of radio formats that focus on transmitting programming with a Christian message? 

In the United States, where it is most established, many such broadcasters play contemporary 

Christian music, though many programs include talk or news programming covering economic, 

political or religious topics.  

4.2 HISTORY AND ORIGIN OF CHRISTIAN RADIO STATIONS 

The majority of Christian radio stations as well as programmers based in the United States are 

members of the National Religious Broadcasters, a Christian organization. There are reportedly 

1,600 Christian broadcasting organizations in the U.S. They range from single stations to 

expansive networks. It is common for religious broadcasters to purchase many small broadcast 

translators to create networks that stretch across large regions.  

Moody Radio was the first example, and still one of the largest, though most of its stations 

broadcast stand alone programming as well as network feeds. Z88.3 in Orlando, Florida, the 
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WAY-FM Network, K-LOVE, Air 1, The Joy FM, Reach Radio, 3ABN Radio, Radio 74, and 

the Bible Broadcasting Network are other notable examples in the world. Christian radio 

expanded in the early twenty-first century. It became available in the United Kingdom with 

changes to broadcasting regulations. Premier Christian Radio is based in the London area where 

it is available on medium wave and DAB; elsewhere, it is available digitally or by Internet. 

United Christian Broadcasters is an international broadcasting and media company; radio 

stations are based in Albania, Australia, Canada, Denmark, New Zealand, the Philippines and the 

United Kingdom. In Africa, there is large Christian radio Organizations such as FEBA Radio, 

Africa by Radio (AbR) and Trans-World Radio (TWR) all these are the Christian radio station 

Organizations and some have radio stations which used to broadcasts with the purpose of 

bringing people to Jesus Christ. Currently both Africa and Asia there are thousands both High 

and Low power Christian radio stations have installed. 

4.2.1 Characteristics of Christian Radio Stations 

In a Christian radio station, a license is owned by a Christian Organization, Church or a Christian 

person with a passion to win lost souls to Jesus Christ. The owner manages the station 

And other Christian stake holders can make programs. This definition is used in many countries. 

Some stations that strive to be ‘real’ Christian stations may not meet all of these criteria. Other 

kinds of stations that are owned by individuals or Christian charity can serve and involve their 

members, and community participation is often good for their Ministries. These kinds of radio 

stations are also valuable of course. Christian stations rely on the resources and participation of 

their stake holders in many ways, including: 

! To be a non-profit service that is managed by a board of Directors or Board of Trustees 

! To elect a Board of Director members who reflect the diverse characteristics and views of 

people in the Mission (with ethnic diversity, age and gender balance) 

! To develop the radio station policy that allows Ministry members to benefit or contribute 

substantially to decision-making 

! To create radio programming that responds to a desired challenges goal and the issues 

that concern it most, using information, dialogue and analysis 

! To enable the radio station to produce and present programs and ensure that the station's 

program schedule meets the needs of a Mission within the society. 
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! To represent the station and its mission to the regulators and whenever needed 

 

4.2.2 What is Non-Profit Radio Station? 

Non-profit does not mean that a Christian radio station cannot have a business development plan 

or generate revenue from advertising. It means that after the station’s expenses are met, any 

excess income cannot be considered a profit, but rather a surplus that must be re-invested in the 

development of the station. 

4.2.3 Why Christian radio Stations are powerful? 

! It is a God's voice to win lost souls to Jesus Christian short amount of time 

! It gives unreached groups opportunities to hear the Love of God. 

! It brings people’s needs and concerns to the attention of God, national or even 

internationally. 

! It educates and mobilizes listeners on development initiatives that may affect their lives, 

such as Agriculture, health, education and peace building. 

! It is fulfils the Commandment of God has given at Mathew 28:18-20 

4.3 EMPOWERING PEOPLE INVOLVEMENT 

There are many ways to encourage people to contribute to the radio station’s mission and 

Success. 

4.3.1 How to encourage people participation: 

! Ask local Churches to give ideas for shows and invite their members to participate in 

radio show program production and support. For example, children from a local Church 

may be energetic and eager to create a weekly children's program. Youth from a local 

Church or organization can provide many ideas for program content and design for youth. 

! Organize different groups of listeners in your community, such as women, community 

elders or youth who might get together for a couple of hours per week to listen to your 

station and to offer ideas on how to improve shows or create new ones and also 

encourage them to pray and support the radio station. 
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! Create volunteer opportunities for Christians to come to the radio station to contribute 

expertise, help produce programs and propose programming ideas. 

! Arrange large community gatherings or Open air meeting every six months or every year; 

advertise the events on the radio several days in advance. Choose a gathering place that is 

easy to get to, and large enough for many people to gather. At the gathering, share the 

Gospel, different Christian worship team can come and sing and show Love of God to the 

people. 

4.4 FORMING AN EFFECTIVE BOARD OF DIRECTORS 

Forming a Board of Directors must be approached with care. The board exists to support the 

station on behalf of the Ministry. It supports and keeps the station focused on its values and 

mission. The board also plays an important role in the sustainability of the station. Board 

members give their time and expertise, and they can help the station manager to obtain funds and 

other resources from Prayer Partners and donors. 

4.4.1 Characteristics of an effective Board of Directors 

! Calling: All members of the board must be called by God to serve the people. 

! Size: The board usually includes a number according to the needs available. Larger 

boards will make it more difficult to reach agreement. 

! Balance: Membership must reflect the station’s community with a balance of; 

o Men and Women 

o Various organization's interests 

o Different ages, Ministries or education back grounds 

! Focus: The purpose of the board should be clearly defined. Efforts must be made to 

ensure that the radio station or board membership is not used for personal gain. 

! Commitment: All board members must believe firmly in the mission and goals of the 

station. 

! Capacity: They must be willing to share and expand their knowledge and expertise 

(legal, administrative, financial and etc.) on behalf of the station. 

! Availability: They must have time to attend meetings and work on tasks and issues at 

other times. 
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! Inspiration: They must be willing to make reasonable suggestions on how the radio 

station can best achieve its goals. 

NOTE: A board of Directors is helpful because it can help the station understand the listeners 

better. Understanding the needs of a listener can be a big job for only one person and that’s 

Why a board can be very supportive. The members should propose new program ideas, they 

listen to existing shows and provide the station with feedback and offer suggestions on how to 

improve the programs.” 

 

4.4.2 Roles and responsibilities of board members: 

! Make fundraising and business development rules and strategies (including advertising) 

! Approve recruitment and management policies 

! Create guidelines for program production, provide feedback on content 

! Create rules of conduct for the board of directors 

! Prepare an annual report about the station’s achievements, challenges and lessons learned 

! Prepare an annual financial statement to show how income was generated and used 

! Form prayers teams and attend meetings with donors 

! Mediate if necessary to solve conflicts within the station 

 

4.4.3 Roles and Responsibilities of individual board members 

! Board Chairperson  

o Develops the agenda for each board meeting with input from the station manager 

o Chairs each board meeting and encourages discussion 

o Coordinates between the Board of Directors and station management 

o Regularly visits the station to meet with the station manager/Director 

o Initiates evaluation of the station’s programs 

o Acts as a spokesperson to the stake holders on behalf of the board and the station. 

! Board Secretary 

o Types and distributes the agenda for each board meeting 

o Creates and maintains an organized filing system for financial and programming 

documents 
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o Prepares and distributes board meeting minutes (a typed report on the agenda, 

discussions and decisions reached at each board meeting) 

o Assists the board chairperson with correspondence 

! Board Treasurer 

o Creates and monitors the station’s financial records, including operating budgets, 

daily and monthly transactions 

o Ensures that the station observes tax laws and pays licensing fees 

o Prepares and proposes future budgets with help from the station manager 

o Sets up a bank account as directed by the board 

 

! Board Members 

o Attend board meetings on time 

o Provide feedback and support 

o Pursue, suggest and support fundraising activities 

o Review performance of the board and the radio station 

o Engage in discussions and take commitments to the board and station seriously 

4.4.4 How the Board supports the Station manager/Director 

! Nurtures the stake holder's trust: If the board membership is diverse and accurately 

reflects the listeners, they will find it easier to believe that the station is working for them. 

A foundation of trust makes the station manager’s job easier. 

! Attracts development agencies and donors: Most donors set conditions for funding and 

care about how that money will be spent and managed. The board that insists on 

transparent management of radio station funds and accurate financial reporting signals 

responsible management to donors. 

! Acts as a resource: The board can be available as a group of individuals that the station 

manager can call on for varied expertise and knowledge. 

! Mediates and solves conflicts within the station: The board stays away from the daily 

operation of the station, allowing the station manager, staff and volunteers to work with 

independence. However, at times, if necessary, the board can offer suggestions toward 

solving conflicts among management, staff and volunteers. 
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4.4.5 Board meeting rules of conduct 

When the station’s board meets, a few standard rules should be followed to organize the meeting 

and to help the group move through important material 

! An agenda is a written list of topics to be discussed during a meeting. Each topic is 

assigned a number of minutes. The agenda is written several days before each meeting, 

using recommendations from board members and the station manager. The agenda for 

each meeting is approved at the beginning of the meeting. 

! A chairperson prepares and follows the agenda, and keeps each meeting orderly. The 

chairperson makes sure that everyone gets a fair chance to speak and offer opinions. 

! The minutes of the meeting are a written record of the discussions and final decisions 

made in the meeting. Minutes are important records of the history of the radio station. 

They serve as references for future meetings, but also make the board accountable for its 

decisions. The board secretary takes notes during meetings and types the minutes 

afterward. The secretary gives a copy of the previous meeting's minutes to each board 

member before the next meeting. These minutes must be read and approved by the board 

to be sure that they accurately represent their discussions and decisions. 

! All board members must behave in a professional and respectful manner during meetings. 

This means using appropriate tones and words, not interrupting others and accepting 

different viewpoints. It also requires graceful acceptance of group decisions that 

contradict one’s own opinion. 

4.4.6 The Board and Conflict Solving 

Although the board can help mediate and solve conflicts at the radio station, board behavior can 

also cause or contribute to conflicts at the station. To prevent this kind of conflict, board 

members can; 

! Welcome feedback and input from station staff and volunteers. Radio station staff 

members (paid and unpaid) must feel that the board values their experience and views on 

the station’s progress and programming. If the board makes decisions exclusive of the 

staff, this will reduce staff enthusiasm for their work. The staff may stop working toward 

progress, which has a direct impact on the sustainability of the station. 
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! Realize that the station manager is responsible for the daily operation of the station, 

not the board. If the board or an individual board member becomes too involved in the 

station they will no longer be perceived as neutral or independent. If conflicts arise that 

require the board's mediation, it is less likely that the board will be able to resolve them 

successfully. 

! Avoid conflicts of interest. It’s always a good idea to create a board with members 

whose skills are useful. For example, an accountant on the board might help manage the 

budget. But be careful that a board member does not expect the station manager or staff 

to perform favors in return. The board's purpose is to safeguard the station’s 

independence, not to jeopardize it. The board can create strict policy against conflicts of 

interest, favoritism and nepotism. 
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CHAPTER FIVE 

5.0 THE AUDIENCE AND PROGRAMS 

Churches and different Ministries believe Christian media can play a positive and powerful role 

in society by addressing important issues. Everyone in the society wants media to promote 

national unity while reaching its goal. They want media to provide analyses of the country’s 

economy and reconstruction activities, and to celebrate each Country's successes. They want 

media to help audiences increase their knowledge. But media do more than inform and analyze. 

For example, local radio stations also meet listeners’ expectations for programs that entertain and 

meet their needs. When radio stations meet listeners needs, listeners identify with the station and 

consider it a valuable part of their homes and lives. Remember just because a radio station exists 

and broadcasts programs don't mean that people must listen! People choose to listen when 

stations air useful high quality programs. 

5.1 MEDIA 

5.1.1 What is Media? 
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! Message: You have something you want someone to know or do something with. 

! Effective: Your means of communication must be effective that someone must be able to 

understand what you want them to know or do. 

! Demonstrative: It’s not enough to merely inform, good media must ‘show’ the 

importance of the message perhaps through story. 

! Interesting: That someone must want to listen or do so they must be interested or made 

to be interested 

! Active: Merely to understand is not enough, we want responses, growth, change, action 

5.1.2 Radio as a Media 
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! Simple: At its simplest, radio is very easy to produce. It just needs a portable recorder 

and a microphone, and an idea of course. The listener needs only a small portable device 

with simple controls.  

! Trusted: Listeners tend to accept much of what they hear on the radio as true, unless they 

have good reason to doubt what they hear. They trust the broadcaster. 

! Requires no reading: Radio can bring enlightenment and education to the people who 

cannot read or write. It is spoken and audio, so the only qualification one requires is 

ability to hear. Because it is a medium of sound only, radio can be very evocative. When 

you listen to a radio play, or someone describing a scene, you can 'see it’ far more vividly 

than you ever could with television. It is said that the pictures are better on radio. As a 

'sound only' medium, good radio maximizes the use of our imagination to great effect. 

! Entertaining: Many listeners use radio because they want to hear music. That music may 

be in a wide variety of styles, and not always off a record or disc. Music can be broadcast 

'live' as it is performed, or specially recorded. You cannot listen to music from a 

newspaper 

! Not Demanding: Radio is part of home life. Many people will have the radio on while 

they work, at home or elsewhere. Radio does not demand the same attention, as reading 

or watching Television. 

! Global: Radio can be broadcast internationally, across boundaries of many sorts, 

(Political, Geographical, Religious, and Cultural) and it is difficult to prevent it getting to 

its audience. It can also be national, or local. In many countries there are now stations 

which reach only one town, or even a group of houses. 

! Timely: Radio can, quite simply, broadcast events as they happen with no time delay. 

The listener may sit at home, and hear events taking place anywhere in the world. It is 

excellent for news. 

! Highly Imaginative: It is possible to talk on a wide variety of subjects on the radio. 

There are also many different ways of using radio (called Formats). One programme may 

have an interview with a farmer, and the next be a quiz game about sport. 

! Sound Investment: For the listener, radio can be cheap. Even for those in the developing 

world, a radio (or other device that can receive radio transmissions, such as a mobile 

phone) is often the first luxury that is bought. For the programmer too, the basic elements 
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of programme production are quite cheap, particularly when considered against the size 

of the potential audience. 

! Without Sight: (Non Visual) we are used to communication where we can see the person 

who is speaking to us. Without sight we are restricted. For example, we cannot 

demonstrate how to do something. But remember that radio is pictorial, we can describe 

even if we can't demonstrate. 

! Expensive: Radio could be said to be cost effective. Simple equipment is relatively 

inexpensive, but to set up a studio or radio station is quite expensive. The actual costs 

may vary considerably, dependent upon the situation. 

! Availability Limited: Many countries do not allow Christian programmes on their local 

stations, so you may have to find another alternative. This could be a Short Wave station 

which broadcast to your country or where your audience is. It has its own problems, like 

poor quality or interference. 

! Known only one way: One of the greatest difficulties of radio is that it is a one way 

medium. The listener has no way of answering back immediately. When speaking face to 

face, there are many ways in which we use what we see and hear to help us get our 

message across. With a one way medium, we need to be careful to make what we have to 

say clear. Although they don't help immediately, listeners' letters and audience research 

can help to make radio two-way. Even then it can be difficult to know if what we say has 

really been understood. 

! Not Demanding: Many listeners have the radio on in the background while they 

concentrate on something else. They are not really listening. Good programmes will gain, 

and hold, their full attention. 

! Ephemeral: That is, not lasting. What is said is normally heard once only, so if the 

listener misses it then it is lost forever? When you are reading you could go back and 

read it again, but there is no equivalent with radio. Programmes go out according to a 

timetable or schedule, and these times are fixed. If those times are inconvenient to the 

listener, they won't listen. Programme schedules have to be carefully planned to take 

account of the potential audience. 

! Selective: When someone reads a newspaper they can read the parts they like, and they 

can read in as much depth as they want. The reader selects what he or she reads. With 
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radio this is not possible. There is a limited amount of time, and there may not be time to 

say all that could be said. The radio producer has to make the selection for all of the 

audience. Where there are many stations, then they may specialize, and the listener can 

select with the tuning dial. 

! Speaks to the Masses: Because good radio is really a 'one to one' medium, it is difficult 

to make programmes that will be listened to by a large audience. This is particularly true 

if the programmer wants to get a message across. "Broad" casting vs. "Narrow" casting. 

5.1.3 What is Radio does as a Media? 

! Provides Companionship: It diverts from the problems and anxieties, providing 

relaxation and creates a sense of companionship. It has the advantage of a human voice - 

the warmth, compassion, anger, pain and laughter. 

! Entertains: Radio relaxes and stimulates inducing pleasure, nostalgia, excitement, or 

curiosity. It has music from the best on record to a quite passable church organist. The 

range of music is wider than any comprehensive record library. 

! Informs: Radio acts as a multiplier of change, speeding up the process of information 

about jobs, goods and services. Providing opportunities and contacts, helping the society. 

News programmes are the most popular programmes. 

! Educates: Radio works well in the world of ideas. It excels with concepts as well as 

facts. It reaches out to meet the formal and informal learning needs of people who want 

to grow in knowledge. 

5.1.4 Radio and the Church 

In Christian broadcasting, radio may fulfill a number of different roles; 

! Advocating Change: Being Change Agents in a broken World 

! Inspiration: Hope, Friendship and Companionship 

! Positioning: Promoting Awareness of Christian Social Concern and Action 

! Witness: Testifying to God's Presence and Activities 

! Apologetic: Comparing Christian Belief with Others 

! Proclamation: Declaring the Whole Gospel 

! Counseling: Being Close to our Listener 

! Supplementary: Providing helpful resources 
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! Celebration: Celebrating with Joy the Gospel in all its fullness 

! Modeling: Demonstrating Christian Community 

! Participatory: Interaction and Listener Involvement 

5.2 THE AUDIENCE 

An Audience is the person for whom a writer writes, or composer composes. A writer uses a 

particular style of language, tone, and content according to what he knows about his/her 

audience. In simple words, audience refers to the spectators, listeners, and intended readers of a 

writing, performance, or speech. 
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It would be quite fruitless to set aims that are unreasonably high or over ambitious. So we need 

first to think about the scope or breadth of our audience. We need to recognize that it can be a 

great temptation to set unrealistic aims, particularly when we have our fellow Christian 

supporters in mind. It is all too common to hear of a Christian Radio Ministry making very big 

claims for its audience size claims that could not possibly be true. Such claims can only, in the 

long run, damage our ministry and that of others. This is not a process of “one-upmanship”, 

where we are trying to outdo others - there is nothing to be gained from that. 

 

It is true, however, that as we define our intended audience more carefully and closely, its 

potential size does decrease. And yet it is equally true however that although our potential 

audience may grow smaller, our actual audience may well grow larger. A reasonable aim will be 

one that is attainable. This means that we need to know our limitations and weaknesses. For 

instance, there will be no point making programmes for an audience who live too far away from 

the transmitter to be able to pick up the signal. They are unattainable as an audience. We need to 

settle for a goal that can be reached. In deciding on this, we need to think not only of the 

weaknesses of our transmitter, but of other factors too, such as the weaknesses of Radio as a 

medium, or perhaps our own inability to speak a particular language correctly. 
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5.2.1 Some factors to help you understand your audience 

! Age and gender of audience: Perhaps one of the most obvious ways in which we can 

define our audience is to consider the age range or gender of the listeners that we wish to 

reach. One profitable group for whom we might make programmes might be women with 

young children. Or we might decide to make a programme especially for older men. 

! Language: Many listeners will have more than one language; their most important 

language will be their 'Mother Tongue'. Things that really matter is often much better 

communicated using the 'Mother Tongue'. 

! Trade or Mother Language: Despite the advantages and effectiveness of using the 

'Mother Tongue' often it is a trade or other more widely used language that can be used. 

This may make it harder to communicate with some people at a deeper spiritual level. On 

the other hand, there may be advantages to using another language. For example, if a 

particular language is considered advantageous to learn, programmes might be made to 

take advantage of this. 

! Geographical Area: There will always be some geographical area associated with a 

particular defined audience. This area may coincide with the coverage area of the radio 
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transmitter that is to be used. Some situations may require the use of several stations to 

cover the defined area. 

! Social or economic status: How people think and act will often vary greatly, depending 

on their social status, or their economic status. The two cannot be always be equated, and 

a programme for people who are economically well off may not be suitable for people of 

high social status. It may be particularly important to consider who the presenter is if they 

are to speak to people of a high social status. Such an audience may not listen to one they 

would consider to be 'below' them socially. 

! Occupation: The occupation of a particular audience may significantly affect your 

decision about the programmes made for them. For example, many radio stations make 

programmes especially for night shift workers. Programmes on farming would be of 

specific interest to a farming community. 

! Educational level: The educational level of a group of people will not only affect what 

interests them, but also the way in which they approach a particular subject. Educational 

levels will vary from person to person, but it may also be possible to make overall 

assumptions based on the area in which people live. 

! Interests: It is often said that what interest's one person may have the opposite effect on 

another. It is true however that for many particular interests or hobbies, large groups of 

geographically separated people may exist. 

! Religious point of view: As Christians, if we are to use Radio to communicate 

something of the Christian Gospel, then this area is of particular interest to us. One of our 

major problems to be overcome is that of communicating with people who may not agree 

with us, who actually may be antagonistic to a Christian point of view. A people's 

religion may determine how we attempt to communicate the gospel to them, so again 

recognizing and defining this aspect of our audience is important. 

! Radio listening habits: This may seem obvious, but it is important to know about the 

listening habits of our audience. Do they use Radio? And if they do, then when and how 

do they listen. Do they listen in groups, or alone? Do they listen intently, or just leave the 

radio on while they do something else? 

! Competing activities or media: It is also important to know what else we are competing 

with, and when. It would not be very good to broadcast a programme about a new 
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technique of fishing, when the fishermen are all out fishing, and too busy to listen to the 

radio. Similarly there are parts of the world and groups of people for whom radio is 

bypassed in favor of television (at least at certain times). 

5.2.2 Think of a typical listener 

! Research to study the audience 

! Does the audience exist 

! Think of one listener because you are not talking to a crowd 

! Continue to remember that you are making programme for this listener if it helps keep a 

photo in mind while in studio. 

 

Note: You must impact your audience the better the definition of your audience - the easier it is 

to make your programme and the better the impact and results will be. 

5.3 COMMUNICATION STRATEGY 

A communication strategy is a single, coherent narrative that describes a communications 

solution to a problem or bundle of problems. Working at a strategic level, it sets out:  

! The nature of the problem or challenge  

! The key considerations in addressing it  

! The choices that have been made 

! The key drivers of those decisions (crucially, insight into audiences) 

! The resources required 

! The stages to go through  

! The evaluation criteria 
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5.3.1 Meeting people where they are 

 
! Spiritually: 

o What they know and understand about Gospel 

o What they think they know and misunderstand about Gospel 

o How they feel towards Jesus, the Gospel, Christians  and the Church  

o Their openness to Change 

! Their context: 

o Problems they face  

o Their interests 
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Theory versus reality: We need to be honest with ourselves 
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5.4 ETHICS OF MEDIA 

Most scholars define ethics as a branch of philosophy which deals with the study of moral 

behavior, its underlying moral principles and rational justification. However, there is a difference 

between morality and ethics. The Latin word mores refers to the customs and conventions that 

govern the ways people behave while the ethos from Greek means character. The following are 

some definitions; 

! The study of what we ought to do. It has to do with duty. Duty to self and duty to others. 

! Critical reflection on and self-confrontation with the moral choices that arise daily.  

! Rules of conduct or principles of morality that point us towards the right or best way to 

act in a situation.  

! Ethics are concerned with making rational judgments as well as sound moral decisions in 

daily journalistic performance. 

5.4.1 Basic Principles of Media Ethics 

! Accuracy: To be accurate means that you need to be scrupulous with the facts. Every 

fact must be checked and re-checked. If you are reporting events it is important that the 

report is a fair and correct representation of what actually happened. When reporting 
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speech and using quotes these should be treated with special respect, not only preserving 

the exact words, but also the context in which they are spoken; their intended meaning. 

! Fairness and impartiality: The journalist must always be fair. It is all too easy to 

approach a story with your mind made up as to who is right and who is wrong. The facts 

of a situation must be allowed to speak for themselves. The listener expects, and wants to 

hear an impartial and unbiased report of the facts. 

! Sensitivity: With some particular types of story, sensitivity is of great importance. This is 

particularly true when dealing with serious accidents and disasters. 

! Truth: It should go without saying that the task of the journalist is to communicate the 

truth. As Christians we know that Truth is powerful. It is self-revealing, and it liberates. 

! Independence: Journalists must be independent voices; we should not act, formally or 

informally, on behalf of special interests whether political, corporate or cultural. We 

should declare to our editors or the audience any of our political affiliations, financial 

arrangements or other personal information that might constitute a conflict of interest. 

! Humanity: Journalists should do no harm. What we publish or broadcast may be hurtful, 

but we should be aware of the impact of our words and images on the lives of others. 

! Accountability: A sure sign of professionalism and responsible journalism is the ability 

to hold ourselves accountable. When we commit errors we must correct them and our 

expressions of regret must be sincere not cynical. We listen to the concerns of our 

audience. We may not change what readers write or say but we will always provide 

remedies when we are unfair. 

5.4.2 Responsibilities Journalist Responsibilities 

! Responsibility to the event:  Does the pursuit of ‘truth’ always come first, regardless of 

any possible impact on individuals and the community? At what point does responsibility 

to the story become a ‘professional self-interest’ in advancing your own career?  

! Journalist centered responsibility:  Are there things you would never, ever do when 

pursuing a news story? Are sources or pressure groups claiming too much influence over 

the final story? Is personal integrity the same as ‘professional responsibility’? If your 

personal values are in conflict with company policy or the editorial line what do you do? 
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! Organization centered responsibility: Is the story legally sound?  In a highly 

competitive world, how much responsibility do you owe to the organization you work 

for?  Or to your professional colleagues?  Does ‘scooping the opposition’ always take 

precedence? 

! Responsibility to sources and contacts:  If you have been given confidential 

information is it ever right to break an ‘off the record’ agreement?  Or reveal the identity 

of a source?  At what point would you blow the whistle on a colleague acting 

unethically? What responsibility do you have towards victims, participants and their 

families? 

! Responsibility to the audience:   The public may have a ‘right to know’, but does that 

mean to know everything in all circumstances?  Might it sometimes be better  to 

remain silent?  Do you have a wider social responsibility to act ‘in the public interest’ and 

consider the impact your report might have on the immediate community or the society at 

large? 

5.4.3 How to identity Fake News 

! Check the Source 

! Is it just on one website? 

! What’s the agenda? 

! Go beyond the headline 

! ‘You won’t find this on mainstream media’ 

! Data sources and dodgy surveys 

5.4.4 Editing News or Story 

Editing is a very useful tool in that it enables us to make changes to what was recorded. However 

it is a very dangerous tool because of that very fact. It is all too easy to completely change the 

meaning of what is said by editing, and this is where we need to be careful. Editing must not be 

used to alter the sense of what was said or to place the material within a context for which it was 

never intended. When editing, care has to be taken not to change the meaning of what was said. 

If someone has given an interview or made a statement it is very important that he is not made 

even to appear to be saying something different. Careless editing can easily make a statement 

stronger (or weaker) than it was ever meant to be. The problem is most likely to arise when faced 
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with the need to cut your material down to a given length. It can be very difficult to decide on 

what to leave in and what to take out. Why Edit? Timing, clarity, resequencing, remove faults 

and distractions Sense. 

 

Learn from these three examples below 

Reporter: “Are you in favor of the death penalty?” 

Interviewee: “That's very difficult to say. Yes... I suppose so, under certain circumstances, but 

it's an awful thing to take a life, whatever that person has done. When you're dealing with 

murderers and rapists who will probably kill and rape all over again as soon as they're released... 

I don't know, maybe they should be executed. But there are always those who are genuinely 

sorry for what they've done and are serving their time - while there's life there's hope. They 

might change. But it's the others, the maniacs and fanatics who can't stop killing - they're a 

menace to us all, but on the other hand, that's what prisons are for, isn't it?” 

 

Reporter: “Are you in favor of the death penalty?” 

Interviewee: “That's very difficult to say. Yes... I suppose so, under certain circumstances, but 

it's an awful thing to take a life, whatever that person has done. When you're dealing with 

murderers and rapists who will probably kill and rape all over again as soon as they're released... 

I don't know, maybe they should be executed. But there are always those who are genuinely 

sorry for what they've done and are serving their time - while there's life there's hope. They 

might change. But it's the others, the maniacs and fanatics who can't stop killing - they're a 

menace to us all, but on the other hand, that's what prisons are for, isn't it?” 

 

Reporter: “Are you in favor of the death penalty?” 

Interviewee:“yes... murderers and rapists who will probably kill and rape all over again as soon 

as they're released... they should be executed. The maniacs and fanatics who can't stop killing - 

they're a menace to us all" 

 

From the three examples above, we now have a strong call for the death penalty, but that is not 

what the interviewee was saying. This kind of editing can never be justified. Whatever you do 

make sure you do not change the sense of what was said. God bless you! 
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CHAPTER SIX 

6.0 CREATIVITY IN RADIO PROGRAMS 

Creativity is the process of bringing something new into being. Creativity requires passion and 

commitment. It brings to our awareness what was previously hidden and points to new life. The 

experience is one of heightened consciousness. 

Drop the Block 

 
What will happen if the person drops the block of wood? 
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6.1 CREATIVITY IN RADIO PROGRAMS 

! The Problem: Creativity is low in Producers. Why? Producers don’t have time to read 

and reflect on culture, biblical teaching, and intellectual things. 

! The Message: We need to pass on the message of the good news of Jesus. But how? 

Perhaps there are two avenues for this: Culture and Biblical Stories. 

! Culture: Proverbs. Write out your favorite proverb (not Biblical) and think what spiritual 

message can be drawn from it. Strength? Love? Wisdom? Forgiveness? Proverbs are the 

palm-oil by which words are eaten: they are common knowledge, meaningful, have 

humor and touch the intellect. They are NOT the word of God - but can start a dialog on 

the things of life. 

! Parable: A Parable or Biblical Story is not the gospel. But they illustrate an aspect of it. 

They help people to understand truth better. 

6.1.1 Ideas everywhere 

! Be Prayerful: As Christian programmers we are always dependent on God for His ideas. 

When God created man He gave him a mind and the ability to reason. Intelligence and 

reason can produce very good radio programmes. They may stimulate the listener, they 

may be enjoyable but we need to recognize that by themselves they will not communicate 

spiritual truth, nor will they produce changed lives.  Since our prime aim is to see people 

coming to know the Lord Jesus Christ and grow in their knowledge of Him, we must 

always submit our ideas and thoughts to Him for His guidance.  As we prayerfully submit 

to the Lord He is able to reveal to us His mind and show us which ideas are of Him. I am 

the vine; you are the branches.  If a man remains in me and me in him, he will bear much 

fruit; apart from me you can do nothing.  John 15:5. Having said this, we need to 

recognize too that God often speaks to us through things which are happening around us.  

So often it is as we are using our minds and reason to think about things that we discover 

God speaking into the situation and showing us His perspective on it.  Mind and reason 

are not sufficient, but let us not despise what God has given us. 

! Look: Happenings, read as much as you can to keep up to date with your listeners’ 

interests (news, magazines, internet, etc.) 

! Listen: Other stations what do they say, how do they treat the subject? 
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! Record: Pads, notebooks, memos, bookmarks 

! Stretch yourself: Do things you don’t usually do, go to new places, meet new people, 

read new things, take a different route to work, eat at a different restaurant, listen to 

different music, mix with your listeners in their environment 

 
Write down your favorite wise saying. What does it teach? Now rewrite it for your audience. 

Does it hint at the lesson or explicitly state it? Which is better? 

 

 

6.1.2 What is a good idea? 

! Something unique or original. 

! Something that is clear. 

! Something that touches the listener’s interest. 

! Something that addresses your listeners’ majority point of view. 
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6.2 CREATIVE RADIO FORMATS 

Creative radio formats means different ways of presenting the message or varieties of radio 

programme types. 

6.2.1 One Voice Formats 

! Talk  

! Story  

! Poetry  

! Book Reading  

! Commentary  

! Sermons  

6.2.2 Two Voice Formats 

! Interview  

! Discussion  

! Unusual Facts - in Dialogue  

! Questions 

! Listeners letters and questions   

! News  

6.2.3 Three or More Voice Formats 

! Panel Discussion  

! Drama 

! Game Show  

! Competition Show 

6.2.4 Music Formats 

! Songs and Requests – Listener’s choice 

! Dedication – Greetings / Messages + Songs 

! Story in Song – Ballads  

! Story and Music – Readings and music 

! Drama in Music – Many Characters/ Voices 
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! Jingle – Adverts and Information 

6.2.5 Complex Formats 

! Drama 

! Feature 

! Documentary 

! Magazine 

6.2.6 Drama Formats 

! Characters 

! Music 

! Sound Effects 

! Special Effects 

! Drama 

6.2.7 Feature Formats 

! Talk  

! Interviews 

! Poetry 

! Folk music 

! Drama 

! Sound Effects 

! Actuality 

6.2.8 Documentary Formats 

! Narration  

! Reports 

! Interviews 

! Eye-witness account 

! Special effects (SFX) 

6.2.9 Magazine Format 

! Scripted Continuity 
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! Adverts 

! Competitions  

!  Mix of the other formats 

6.2.10 More Complex Formats 

! Phone in Programmes 

! News Bulletins and Current Affairs 

 

6.2.11 Phone in Programmes Formats 

! Brief interviews 

! Dedication 

! Questions 

! Listener’s comments 

! Question and Answers 

6.2.12 News and Current Affairs Formats 

! Politics 

! Sport 

! Development 

! Economy 

! Entertainment 

! Fashion 

! Education 

! Society 

6.3 RADIO IS AN ART FORM 

The radio station is an art form because can touch people at the deepest level if done with skill 

and insight. Parallels with a painter or a composer take some basic materials and try to 

communicate something to another human being through them. The element of emotion how will 

you make the audience feels the emotions you’re presenting to them? Which One to Use? It all 

depends on  

! Programme Objective 
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!  The topic to be treated 

! What audience like – what interests them 

! The presenter – what he/she can do best 

! Resources – time, money, people, equipment 

! Maintain high level of interest – some formats are more interesting than others 

! Who is my audience? Who am I talking to? What do I know about their lives, interests, 

desires and hopes? How will I target my material to them? 

! What is my message? Think of a lot of ideas to begin with be selective - find the one 

idea or small number of ideas (depending on length of radio item), to focus on and make 

relevant to the audience. Give God time to speak. 

! What are my materials? Elements of a radio programme: narration, interview, voxpop, 

drama, music, sound effects (FX), and actuality. Can all be handled creatively? 

! Mixing it. Be experimental. Exercise your imagination; try to hear the effect of a mix in 

your head before you actually hear it with your ears. 

! What is my structure? Order your material in a logical way; provide a clear path that 

your listener can follow. Use repetition. Have recurrent themes that keep coming back so 

the listener doesn’t lose interest. 

6.4 SHORT SPOTS 

These are short form direct response commercials for television or radio advertising is typically 

mostly 30 to 60 minutes in length. Less Time More Power 

6.4.1 Aim of the programme 

! As always, the Audience comes first. We must tailor the programme to the audience that 

we have in mind. We will want to consider their age, social background, and, if the item 

is to communicate Christian Truth, then their point of view on Christianity. We will need 

to know what is of interest to that audience, what sort of things will make them sit up and 

listen. With a short spot we must grab their attention immediately. 

! Again, as always we must be very clear about our aim. Making adverts and spots forces 

us to be very clear about this. In the few seconds available we cannot say more than one 

thing, and if our aim is not clear, it is all too evident in the finished product. The aim 

must not only be clear it must also be simple.  
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! A short spot can really only say one thing clearly. All advertisers know this. They will 

aim to be very clear about these four main points; 

o WHO is it for  be very specific 

o WHAT the Product or Service is - keep it simple 

o WHY it is worth buying or using - "the offer" - make it strong 

o HOW the listener can get it 

For the advertiser all three are essential. Sometimes however it is possible to assume some points 

as understood. Some advertisements have deliberately only hinted at their well known brand 

name. This in itself communicates something about the product's popularity. The How question 

can also be left as understood in some cases. It is the Why question above that it is essential to 

answer simply. This will mean giving some considerable thought to what needs to be 

communicated.  

A bank example spot 

! Let’s take a Bank’s example with good interest  

! Many branches 

! Easy access to your money 

! Your money is kept safe – high security 

! Bank offers many services, loan, bill payment 

! It has latest technology – online, Phone, ATM 

! Wise people use this bank 

Take for example an advertisement for a bank. Here are a selection of answers to the question; 

Why this bank? 

! Because it gives good interest rates 

! Because it has many branches 

! Because it allows you to get your money easily 

! Because your money will be kept safely 

! Because the bank cares for the individual 

! Because it offers many different services 

! Because it is keeping up with the times 

! Because sensible (or wise) people use this bank 
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A good advertisement will emphasize only one of these points, probably emphasizing its strong 

points to contrast well with the competition. When communicating Christian Truth we have a 

great deal to say more than we probably realize. We must be careful to select and say one clear 

thing if we are to use the short spot well. And beware of Christian jargon and clichés. They often 

hide a great deal of information that the non-Christian will not understand. We may also need to 

be sure the three points are covered. 

Short spot should be… 

! Different – format, style, musical, dramatic 

! Attention grabbing – within first few seconds 

! Well written – few words, but meaningful 

! Well presented – right voice and presentation 

! Imaginative – good radio (not TV) 

! Memorable – would people sing it on streets 

! Repeatable – only radio programme which is played again and again 

 

Once we know what we are to say and to whom, then the difficult part begins. And the short spot 

is such a creative medium that we can only give a few guide lines. 

! Different: No two spots need be alike. There may be a limitation on time available, but 

there is no limit to the variety of techniques, formats and styles that can be used in 

producing a short spot. It can be serious or funny, dramatic or musical. Humor can work 

extremely well in spots, as long as the subject suits such a treatment. Different recording 

techniques can be used too, try Vox Pops, Telephone voices, Location Recordings, or 

even simply unusual use of EQ or special effects. 

! Attention grabbing: The first few seconds need to grab the listener's attention. It is a 

fact that many listeners mentally switch off during advertisements, so only a really catchy 

short spot can hope to grab their attention. 

o Well written: It is said that words cost nothing. For the short spot it is well worth 

investing a great deal of time in getting a script that really works, not using 

clichés or wordy phrases. 

o Well presented: The advertising world employs actors to voice commercials, and 

it can be worthwhile. The listener may well hear a short spot several times, and it 
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needs to be right in every way. Actors can add meaning and character to a piece 

that might otherwise sound dull and boring. Actors are also good at being 

produced. They are practiced at accepting advice and correction regarding their 

presentation. Good presentation is however not the same as the somewhat pushy 

selling style of some adverts? If you need a pushy selling type voice, then your 

material (or your message) is probably not good enough. 

o Imaginative (good radio): Short spots will need to make full use of the medium 

if they are to succeed. This means that one great advantage is the ability of radio 

to make pictures. One famous example quoted in Robert McLeish's book The 

Technique of Radio Production is a commercial which advertises yellow paint, by 

describing how vivid the yellow color is. Remember too that radio is musical and 

imaginative. You can tell stories, write songs..... If it works on radio, then it could 

make a good short spot. 

o Memorable: There are many well known examples of advertisements that have 

become famous. All good short spots will be memorable. The listener may 

remember the whole script of a good spot. This is one of the great strengths of 

such a short item. 

o Playing ads and spots: Once made, the spot or advert must then be played in the 

most effective way.  If it is an advert it will probably be grouped with other 

adverts. If a Religious spot it may stand alone, or with other commercial adverts. 

6.5 VOX-POPS 

Vox pop is the term normally used by radio professionals for a street interview. It is a shortened 

version of the Latin words "Vox Popular”, meaning "voice of the people”. 

This technique is used as a means of sampling public opinion. It enables the broadcaster to place 

together random comments on any issue in order to get a cross-section of views. 
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6.5.1 The Vox Pop Advantages 

The Vox Pop can add variety to a programme. It provides a different form of presentation, one 

which has a lively spontaneous feel. It is also a way in which new voices can be introduced, 

giving a variety of texture. One of the most important forms of variety is that of introducing 

several different opinions on a subject, either to give balance, or to lead into another point of 

view in the programme. It also takes the programme out of the studio and gives variety in the 

form of another location. 

The vox pop is strong on human interest. It gets ordinary people involved, the sort of people that 

the listener will easily identify with themselves. It also shows that the programme cares about the 

person on the street. You could say that human interest, interest's humans, or to put it another 

way: people are interested in people. The vox pop is versatile. On one occasion it might be used 

to highlight a serious issue in politics or government. At another time it might be finding out 

what people feel about a serious moral issue. Yet it can also be used to lighten a programme, to 

introduce humor. In fact, the vox pop can often provide an acceptable way of introducing humor 

to the most serious of subjects. 

6.5.2 The Vox Pop Disadvantages 

The vox pop cannot stand alone. A good vox pop item may only last about 45 seconds, so it has 

to be part of another programme format. Vox pops can sound patchy and disjointed if they are 

not skillfully put together. The vox pop is wasteful in some ways. At least 50% of what you 

record will be thrown away before the finished item is complete. It is a very time-consuming 

technique. A lot of work has to go into recording and especially into editing a vox pop which 

may end up only a few seconds long. Many people are unable to talk naturally into a 
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microphone, and a vox pop which has been rehearsed does not sound right. Finding the right 

people to interview can take time and patience. 

6.5.3 The Vox Pop Preparation 

A vox pop should always be spontaneous; therefore it has to be unscripted. You want to gather 

opinions on specific subjects, so you need to know why you are doing it, and what you want it to 

contribute to the programme. Then you need to know what questions you are going to ask. 

(These should be in your mind, not on paper.)Go prepared with no more than three or four 

questions which you will ask everyone. Make the first one very easy, so they can relax into it. 

(This could be a throwaway question which you know you will not use.) Your questions must be 

fairly simple and unambiguous. You don't want “yes/no" answers, so the questions must be 

carefully constructed. "What do you think of…?" is a useful form of question. 

 

 This will generally give you an answer which you can follow up by asking "Why?" if you feel 

that more could be said. (The "Why?" should be edited out afterwards?) It is important too that 

your main question contains the point to which you want the person to react. The same 

question(s) must be put to each person, otherwise it will be impossible to edit all the answers 

together which will give you a true reflection of the subject. You also need to know what type of 

people you are looking for, and where to find them. Depending on your subject you may want a 

specific group of people, or a wide representation of backgrounds, accents, age groups, etc. 

BEWARE of “Yes/No” answers which you follow up by asking “Why?” Sometimes this will 

leave you with answers to two separate questions why? And why not? It is very difficult to edit 

these together into a vox pop. Although it can be creative and can show how many people are for 

or against the issue in your programme. 

6.5.4 The Vox Pop Recording 

Go where people stand. Don't stand where people go, as background noises are more likely to 

vary there and people may not be willing to stop and talk to you. Look for places where the 

variety of people is about the right balance for your needs. If you stand outside a school you may 

get lots of young people, but very few older people. You will need to keep aware of background 

noises at all times, as sudden noises or variations in noise level will make editing almost 

impossible. Watch out for things like chiming clocks and banging doors. Avoid shop doors and 
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places like railway stations where noise levels are naturally higher. You can actually use your 

body to shield the microphone from the worst noise, by standing with your back to it. Does a test 

recording before you go out to make sure that your machine is working properly? You will also 

need to get a good level on your first interviewee before you start recording. (If you stay in the 

same place it should not be necessary to get a level again.)You need not record your questions 

every time as they only have to be edited out, but do allow two or three seconds of background 

atmosphere between answers. This makes editing easier. Also record about 30 seconds of extra 

background to use when editing. Be in control of the situation - don't be shy. Be positive in your 

questioning. On the other hand, don't press people into taking part. You need to be polite at all 

times. Select people carefully. If a vox pop is to be truly representative then a wide variety of 

people must be recorded. It may be that one type of person is eager to be recorded while others 

are not. Always ask the same questions of each person you approach. There is nothing more 

annoying when you are editing than to have a superb comment, which you are unable to use 

because it does not fit the question. 

6.5.5 The Vox Pop Editing 

Editing of vox pops is a time consuming yet rewarding task. Start this process by listening 

through the unedited recording several times and making notes about it. Each person's 

contribution should be marked with information such as their sex, approximate age, anything 

distinctive about them. You should also note how good each piece is. You might rate them 

good/indifferent/bad or give them marks out of ten. Once you have notes on paper, it is often 

best to make most of the editing decisions on paper, before editing. The first thing to do is 

discard anything you are not likely to use. Do this the first time round, before you get used to the 

sound of it. If you do not understand the answer the first time, the listener will not understand it 

either. "If in doubt, throw it out!" Also discard any repeated questions you may have recorded. 

Divide the remainder into two categories - definite and possible. The shape of a vox pop is 

important. It needs a good opening comment. The question will appear in the introductory cue 

material, and the first comment should be a straight-forward, clearly understood response to it. A 

contrast of opinion and experience should follow. If possible put comments together in such a 

way that they create an element of tension and conflict.  
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Contrast in every way you can - voices, sex, point of view... Vary the pace too by mixing short 

and long answers, also serious and humorous. The vox pop needs to come to a climax. This will 

probably be the final comment, so it finishes with a punch. Alternatively, you can end it after the 

climax, perhaps with something really funny if someone has given you a really humorous 

answer. The spare background noise you recorded is used as required to separate the replies and 

make the pacing sound natural. You will need to leave a few seconds of noise at the beginning 

and end of your vox pop too, so that it can be faded up and down under the items before and after 

it. As you edit WATCH OUT for changes in level and changes in background noise. It may not 

always be possible to put things together in the order you want to because the backgrounds or 

levels do not fit together. If this happens try rearranging the sequence. Spontaneity, variety, 

insight and humor are the hallmarks of the good vox pop. 

6.6 THE MAGAZINE PROGRAMME 

Accepts all formats, all topics, all techniques, and a mixture indeed… 

 

6.6.1 Advantages of a Magazine 

! Suitable for all listeners 

! Has variety and interest 

! Includes different items 

! Several voices 
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6.6.2 Disadvantages 

! No in-depth treatment of subjects 

! All items are too short 

! Cannot spend more time on one topic 

6.6.3 What to include 

! Studio guest interviews 

! Pre recorded location interviews 

! Talks and Stories 

! Quiz and competition 

! News and reports 

! Music 

! Drama 

! Phone in and telephone interviews 

6.6.4 Selecting Items 

! Will it interest the audience 

! Is it newsworthy 

! Will this entertain 

! Does this inform 

! Is it controversial 

! Does it present the truth 

! Is it too long 

! Persuade the listener to continue listening 

! Set items clearly in their context 

! Gives all the necessary information 

! Create and maintain the right mood 

! Provides unity of style throughout 

6.6.5 Some Ideas 

! Audio Postcard 

! Personality Profile 
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! Subject Issue Conversation 

! Feature on specific aspect 

! Single hot topic 

! What’s new 

! What’s old 
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CHAPTER SEVEN 

7.0 WRITING, PROGRAMMING AND PRESENTATION 

 
A Coca-cola salesman sent to Saudi Arabia. He couldn’t speak the language of the local people 

there so at the end he came up with three simple posters. 

i. A man is exhausted. 

ii. The man drinks cola 

iii. The man is now fully refreshed 

Posters placed all over the place, sales were rubbish, why? Because the salesman didn’t know 

they read from right to left 

7.1 WRITING FOR AUDIO 

This is writing for the ear not for the eye, listening not reading 

7.1.1 A good writer has; 

! An interest in People - emotions 

! An interest in Life – real situations 

! Ability to express well – not impress 

! Knows his message – clear, logical 
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7.1.2 Radio Writing is Conversational 

! Speak to your listener – don’t read 

! Make it personal – practical not theory 

! Make pictures – describe events not setting 

! Keep it simple – no complicated words 

! Grammar – good but not perfect 

! Vocabulary – 20% used for speech 

! Punctuation – spoken not written 

! Short sentences – not paragraphs 

! Avoid – repetition, favorite words  

! Jargon – especially Christian words 

 

Studio is the danger of Miscommunication 

 

7.1.4 Tips on Creative Writing 

! Use link words – establish the context 

! Keep the flow logical 

! Be sincere – facts, truth, honesty 

! Appeal to the senses - taste, color 

! Avoid Cliches Like the Plague 
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! Refrain from employing unnecessarily lengthy elements of speech when diminutive ones 

will suffice. Long sentences, full of sub-clauses and convoluted phrases, which seem 

multiple layers deep and circulative, are to be avoided, or at least reduced to a minimal 

amount, in place of simple, shorter sentences which use plain words instead of technical 

or internal jargonese, or even self-referential words, and are able to get the point across in 

fewer and more plain words. 

7.1.5 Formal versus Informal Writing 

! Examples of formal writing 

o Applying for a job 

o Writing a thesis or study essay 

o Responding to a solicitor 

! Examples of informal writing 

o txt LOL 

o writing a letter home 

o jokes 

7.2 SCRIPTS 

When writing a script for the radio, you should always bear one thing in mind: 

You are writing for listeners not for readers. The listeners will only hear your text 

Once and they will have to understand it immediately. Readers of a newspaper 

Or an online article can read sentences that they do not understand two or three 

Times. They can even look up unfamiliar words in the dictionary. In addition, readers 

Can process the information at their own pace. Some people are slow readers, 

Others will just scan an article. In radio, however, the speed at which the listeners 

Have to digest the information is determined by the speaker. And everyone has to 

Listen to everything. 
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Different between reading and listening 

 
Radio texts have to be well presented, logically structured and easy to understand. If listeners 

stumble over unfamiliar words or cannot follow your train of thought, you lose their attention. 

And even if the listeners are only disoriented for a moment, the speaker on the radio meanwhile 

continues reading. So it will be difficult for the listeners to catch up with the context, once they 

are ready to concentrate again. Ultimately, much of your message will be lost on the listeners. 

7.2.1 Why do we need a Script 

! Make sure there’s as little stress in actual broadcasting as possible  

! Nothing important is left out.  

! It runs to time.  

! Information and arguments are presented in the right order. 

! Gives permanent form to our thoughts. 

! Someone else can communicate your views and thoughts. 
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! Provides confidence 

! Provides written record against libel (any offence to listener if any.) 

7.2.2 Dialogue Instructions 

! (V.O.) 

! (Close) 

! (Off) 

! (Beat) / (Pause) 

7.2.2 Effects Instructions 

! Scene: (int) 

! Scene: (ext) 

! Fade up at 

! Fade under at 

! Cross fade 

7.3 PROGRAMME SHAPE 

Give shape to your programme means; 

! Tell them what you are going to tell them – a statement, an example, a phrase 

! Tell them – what is the real message 

! Tell them what you have told them – conclusion, summary, relevant, concise et 
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7.3.1 The Clock Format 
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7.4 PRESENTATION 

The art of turning a script into speech that is easily understood by the listener. As far as the 

listener is concerned the presenter represents the station. If the presenter cares for the listener, 

then the station must. In fact there are two basic needs that the presenter has to fulfill in order to 

be good at his or her job. He must care for the person he is speaking to, and he needs to 

understand the medium through which he is able to speak. 

7.4.1 Presentation Guidelines 

You don't need to be taught how to speak, you already do that. But what you do need to learn is 

how to speak from a script, yet sound as if you are talking normally. At the same time, you have 

to be able to communicate clearly the sense of what is written. 

! Practice: Look for tongue-twisters, odd phrases, unknown names/words, long sentences, 

etc. 

! Pacing: Not everybody speaks at the same speed. But speed does matter, and so does 

rhythm. You may not be aware of it but when you speak, the rhythm of your speech helps 

to make it interesting! Pacing and rhythm must be such that what you say is both 

understandable and interesting. If the pacing is too slow or the rhythm too monotonous, 

then your listener will get bored. On the other hand, if it is paced too fast, then the 

listener may miss what is being said, or will have to work so hard to understand that they 

give up and turn off. 

 

! Projection: When you are talking to someone you know well, and you are close to them, 

often you may find that you adopt a very confidential tone of voice. As a presenter you 

are even more likely to do this if you forget your listener and think that you are talking to 

yourself. Except in specific situations where this may be appropriate (such as drama or a 

late night show), the listener will find this type of style off putting. Equally off-putting to 

the listener is the presenter who speaks as if to a large audience, with a loud or strident 

voice.  This style is most appropriate in a pulpit, but never on radio. A good technique to 

get the projection of your voice right, is to imagine that your (one) listener is seated 

across the table from you. Sometimes it even helps to actually have a friend sit there. 

Speak naturally and clearly. If the presenter wears headphones, these may not help in 
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getting projection right. Headphones make the voice appear to sound better than it really 

is. If headphones are essential for communication, then it can be better to have them only 

on one ear. Earpieces can fulfill the communication function without giving this problem, 

thus some studios use them in preference. 

 

! Pronunciation: You may have heard someone on the Radio or TV pronounce the name 

of a person or place wrongly. If you have, you probably felt that the person speaking can't 

have really known what they were speaking about. Bad pronunciation can do a lot of 

damage to the credibility of a radio station. It is important for the newcomer to a station 

to get to know how to pronounce local names and place names correctly. On top of this 

there is often the problem that pronunciations of words vary a little. Particularly with 

names and place names, it is important that pronunciations are consistent, from one day 

to the next, or from one presenter to the next. Larger organizations like the BBC have 

departments devoted to correct pronunciation. There are other sources of help, like 

pronouncing dictionaries, though you need to know how to use one. 

 

! Emphasis: It is essential to get emphasis right if the listener is to understand correctly 

what is being said. Wrong emphasis can completely change the meaning of a sentence. 

 

! Pauses: Any actor will tell you that “a pause” can be an extremely expressive part of 

speech.  It can also destroy meaning and interest if it is used wrongly.  Pauses allow the 

listener to take in the idea just spoken, and to distinguish one idea from the next. 

Punctuation marks are an obvious point at which to pause, but it is often necessary to 

pause in other places, as in the following sentence: Watch the type of paper and pen used. 

If the ink is unduly absorbed or difficulty may be experienced on reading overleaf. 

Indeed, in some places there may be punctuation marks at which it is inappropriate to 

pause. A pause can be particularly useful in pointing out to the listener that they are 

hearing quoted speech.  A short pause either side of the quotation marks will signal them 

to the listener.  Changes in pitch and speed may also help in this case. 
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! Inflection: How the pitch of the presenter's voice varies can also be very important. One 

of the most dull and uninteresting types of speech is the monotone, where the pitch 

remains constant. This may well be rare, but one other type of bad inflexion is more 

common. In this second case, all sentences follow the same pattern of inflexion. Often, 

the sentence starts at a low pitch, quickly rises to a higher one, and then gradually falls 

away again until the full stop is reached. The pattern is then repeated. The right use of 

inflexion can bring speech to life.  Varying the pattern can help greatly.  Often particular 

types of inflexion can signal different types of meaning. 

 

! Lists: One particularly difficult type of script for the presenter is the list. When read out, 

lists can quickly become very monotonous, and the listener soon loses interest. As with 

any other type of script, the first and most important thing is to understand what is being 

said. Once you understand a list it will be easy to make it more interesting by using 

variety in emphasis and intonation. 

 

! Alterations: Normally the presenter will be reading some way ahead of the point at 

which they are voicing. If a section of the script is unclear, the presenter will most 

probably stumble as they try to make sense of it. Obviously, scripts should start life as 

clear printed sheets with the lines widely spaced. Last minute alterations are however 

quite common. Often the presenter will need to mark their own script. The key is to make 

these alterations clearly, without introducing any doubt as to the correct reading. 

 

! Script Markings: Some presenters find it easier to read a script well if it has been 

marked in advance to show emphasis, pauses, and flow.  The use of such marks is very 

much a matter of personal taste.  Some presenters will always use them, and others will 

never use them.  Marking is perhaps more common in news reading as this is one type of 

presentation where conveying the correct meaning is essential. Pauses can be marked 

using vertical lines, / one line for a short pause, // two for a longer pause, and /// three for 

a very long pause. These may correspond to phrase, sentence, and paragraph pauses. But 

note what has already been said about pauses. Tying words together, as-shown-here, 

indicates that the words need to be run together as they are said, rather than keeping the 
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normal gaps between words. Underlining is an obvious way of indicating emphasis, but 

in some cases, particularly where word processors have been used, bold type is used 

instead. If necessary, you can use symbols to mark increasing or decreasing volume. 

 

! Mistakes: Everyone makes mistakes sooner or later, and for most of us it is sooner rather 

than later! As the presenter gains experience, these will naturally diminish. It is important 

for all presenters however, that mistakes are handled correctly. How they should be 

handled depends chiefly on whether the presenter is broadcasting live, or if they are being 

recorded for later use. When presenting for recording, the mistake can be removed later 

by editing. The presenter should therefore make sure that the mistake can be edited out 

easily and cleanly.  Having made a mistake, the presenter should pause briefly, and start 

reading again, from the beginning of the sentence in which the mistake occurred.  It is 

important that stress and intonation is repeated in the corrected sentence, so that the final 

edited sentence sounds completely natural. When presenting live, the most important 

thing is to make sure that the listener understands correctly what has been said.  It is also 

important to maintain a friendly relationship with the listener.  To this end it is sometimes 

good to apologize briefly for the error, and correct it before moving on. This is not 

generally necessary if the mistake is only a minor one.  It is quite wrong however to 

apologize on behalf of someone else.  If the operator or producer, or writer is at fault, it is 

still the presenter who takes the blame.  To do anything else can destroy the relationship 

of trust and friendship with the listener. 

 

! Preparation: No presenter, however skilled can expect to read a script correctly at first 

sight. Some presenters practice by reading the script once, slowly, pronouncing every 

syllable very precisely, and with exaggerated emphasis. Another suggested scheme for 

preparing a script suggests reading it through a total of six times: 

o Out Loud - a first read through 

o Reading it with as friendly a voice as you can 

o Reading it as sincerely as you can 

o Making it as conversational as you can 

o Extremely slowly and precisely, with over-emphasis 
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o Combine all of 2 to 5 above 

7.5 INTERVIEWS 

In our daily lives, we all speak with other people – mostly to exchange information and to find 

out what’s new. And even if we are not aware of it: we are constantly conducting interviews. 

“How are you?” – “Oh, not too good today.” – “Why not, what’s wrong?” – “I wanted to go on 

vacation, but I couldn’t.” – “And why not?” – “My wife is sick.” – “What’s wrong with her?” 

etc. Such a question-and-answer game is nothing unusual and we conduct it with ease in our 

everyday lives. So, why should conducting a radio interview be any different? After all, it is not 

difficult to ask questions and those who ask should also get answers. In a journalistic interview, 

this isn’t always the case. One crucial difference is the time factor. In radio, the time we are 

given to get the relevant information from our interview partner is limited. Often, radio 

interviews will only be two or three minutes long. Therefore, only a journalist who asks the right 

questions can expect to get good answers within this timeframe. Interviewing people is an art 

that can be mastered, if certain fundamental rules are followed. 

 

The interview is a focused exchange of questions and answers with the objective of acquiring 

information. It aims to get comprehensive and clear information from the interview partner 

within the shortest possible time. An interview can be conducted with the intention of 

broadcasting the complete exchange of questions and answers. An interview can also be 

conducted in order to research information or to record individual statements for news items or 

reports. One thing holds true for any interview:  

 

The interviewee is the main person. His or her answers are the most important thing in the 

interview. We journalists only ask questions on behalf of the listeners – the questions they would 

ask the interview partner if they had a chance to talk to him or her. Our questions should be short 

and precise and directly targeted to reach our information goal. We have to stay unbiased and 

should avoid getting emotional. Our personal opinions must not shine through at any time during 

the interview.   
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7.5.1 When do you Interview? 

! When you’ve done your research! It’s embarrassing otherwise. Need to have sufficient 

background information on the subject and the interviewee. May be done long before the 

interview or just before interview. 

! When you know what you want to achieve with the interview.  Is it to establish facts, or 

to discuss reasons?  Don’t let interview ramble along - it needs to have direction. 

! When you know what the key questions are. That doesn’t mean having every question 

worked out though - (see ‘How do you actually do it?’) 

7.5.2 Why do you Interview 

! People are interested in people — people who are like them and people who are not like 

them! 

! Two voices are often better than one — brings variety to the programme 

! Good way of getting the expert involved. You can ask them what you (or the listener) 

want to know. 

! Brings in human interest - sometimes it’s easier to present ideas subjectively in persons 

experience   

7.5.3 Who should you Interview? 

! People with authority about the subject BUT make sure they’re interesting! 

! People most closely involved in the matter. 

7.5.4 How long should an Interview last? 

! As long as it’s interesting! But of course you will need to know what kind of time slot it 

needs to fit into. 

! For interviews 3-5 minutes there’s no point recording 10 minutes worth with a view to 

cutting it later. That is very hard work.  Better to:“sharpen one’s mind beforehand, rather 

than one’s razor-blade afterwards”  (Robert McLeish)  

! Therefore need to have a good sense of timing, need to have a clock running in your head 

(figuratively speaking of course!) If you hear an answer that’s unusable then mentally 

stop the clock.  Takes time to develop this skill but it will come with practice. 



 108 

7.5.5 Where should you Interview? 

! Preferably in the studio. 

! However, if you do need to go elsewhere beware of unwanted noises, such as ticking 

clocks, central heating clicking, telephones etc. 

! Be aware of the acoustics.  If possible avoid hard smooth surfaces such as windows, desk 

tops, floors or plastered walls. 

! Better to use a carpeted room with curtains and other furnishings 

! If you can’t avoid bad acoustics try to work as close to the mics as is comfortable and 

adjust your recording levels. 

! Make sure the background noise is constant, if there is any. Otherwise it will be 

distracting and make editing very hard. No Music in background. 

7.5.6 How should you conduct an Interview? 

! Be in control of the interview 

! Have planned opening question and maybe closing one but apart from that your questions 

should flow naturally out of the interviewees answers THEREFORE it’s vital that you 

listen!  Mustn’t be so rigid as to only ask pre-set questions.  Interview will sound wooden 

and might not even make sense, because your set question may be totally unrelated to 

their previous answer! “An interviewer's greatest skill lies in discovering something 

within each answer which provides a stepping stone to the next question” - Anon "The 

great rule of interviewing is how to listen.  It’s the interviewer listening really attentively 

to what’s being said, and picking up clues about the way the interviewee is prepared to 

go, and what he’s prepared to talk about” - David Dimbleby 

! Treat interviewee with respect. “Whoever I’m talking to is the most important person at 

that moment” - Alan Wicker  

! Keep your own opinions and prejudices to yourself.  You should be representing all types 

of listener's not just ones like yourself. 

7.5.7 What type of questions should you ask? 

! The type underlined in the headings of these notes.  What, Why, Where , When, Who etc 

! Open questions that give scope for full answers. Try to avoid questions beginning with: 

 Are you...?   Is it.........? 
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 Will they..?    Do you....? 

Because such questions lead to “Yes” or “No” answers. That may be what you want, in order 

perhaps to clarify something, but generally avoid them. 

7.5.8 Strengths and weaknesses of an interview 
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CHAPTER EIGHT 

8.0 SOCIAL MEDIA 

Social media are the platforms which connect with your audience to build your brand, increase 

sales, and drive website traffic. This involves publishing great content on your social media 

profiles, listening to and engaging your followers, analyzing your results, and running social 

media advertisements. The major social media platforms (at the moment) are Facebook, 

Instagram, Twitter, LinkedIn, Pinterest, YouTube, and Snapchat. There is also a range of social 

media management tools that help businesses to get the most out of the social media platforms 

listed above. For example, Buffer is a platform of social media management tools, which can 

help you, achieve success with your social media marketing. Whether you want to build a brand 

or grow your business, Social Media will help you succeed. 

 

Why have so many media, brands and individuals embraced Facebook or Instagram pages? They 

understand the importance of social media and how it adds value. Now that listener often 

experience interactions with media that are not face-to-face, shifting to social media has become 

an ideal way to actively engage with listeners. When it comes to enhancing your brand’s overall 

visibility, there is no subset of marketing that is shifting faster than social media. Every Media or 

professional can benefit from understanding social media’s importance when it comes to 

reaching their audience and strengthening their brand. 
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8.1 IMPORTANCE OF SOCIAL MEDIA 

! It Shows The World Who You Are: With social media, you have the opportunity to 

highlight all the best aspects of your radio station with one click. What information 

would be most useful for your potential and current clients to have easy access to? Don't 

leave this vital question unanswered! Social media’s importance is seen when you realize 

your social pages become a hub for users to easily find out more about your media and 

what you care about, without clicking away from the app or website they’re already 

browsing. How trustworthy is a radio station that shows very limited facets of its work? 

Social platforms provide an opportunity to legitimatize your brand. Social media allows 

you to demonstrate your expertise in a variety of ways along with the ability to write staff 

bios, share posts and produce content that can creatively highlight your company’s core 

values, brand voice and unique qualities that your services provide. 

You can use social media as a platform to distinguish your brand from competitors, too. 

Showing audience that your brand personality is clearly defined and consistent is 

valuable, but you also want to make sure you are also wrapping your brand identity in 

with common trends on the internet (as appropriate) to show your audience that you are 

up-to-date on the world around you. Having a strong familiarity with all aspects of your 

brand allows you to have a better idea of your social media platforms’ influence when 

interacting with clients. Remember, you don’t want to sound inauthentic! Understanding 

the importance of social media and investing in it gives you the ability to show that you 

can connect on a personal level with your audience. 

! Target and Attract Your Audience: When it comes to the importance of social media, 

there are so many different purposes – it’s up to you to define how you want to use it! Is 

your radio station trying to gain a general following or is there a specific audience that 

would value from learning about your services? It’s critical to figure out exactly who are 

you trying to reach with your messages. With the advancements of social media, getting 

to reach and interact with your audience has never been easier! In order to create a 

message that resonates with your audience and clients know exactly who you’re 

targeting. You don’t want your intentions to be lost because they were misdirected. 
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Social media is important because it allows you to reach people locally, regionally, nationally 

and even internationally. If you understand the characteristics of your target audience, you will 

be able to personalize your messages to resonate with that audience more appropriately. For 

example, how you communicate with a teenager online isn’t the same voice you would use with 

a baby boomer. You are in control of reaching your audience targets with more ease than ever! 

The importance of social media is seen in that it provides value while also creating a low cost 

way to market your business. Plus, social media allows you to have direct control over the 

messages you share with the world. Although increasing and maintaining your presence 

effectively on social media is important, it is essential to be realistic about the amount of energy 

and time you might need to invest in reaching larger audiences. 

 

The importance of social media is clear. Ask yourself these questions as you determine your 

target audience; 

! Who is the target audience you are trying to reach with social media? 

! What platforms can your audience are accessibly reached? 

! Generally, is the target audience tech-savvy? 

! What trends are popular among this audience? 

Knowing your audience and who you want to reach will generally give you more confidence in 

your online interactions. 
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! Embrace Diversity In Your Content: Work towards diversifying your interactions by 

evaluating the best social media platform to share your messages on! Major platforms can 

reach thousands or millions of people; your next client might be one of them. While 

social media increases your ability to connect, social media’s importance is also seen by 

allowing you a variety of options when evaluating which channel is best for you. Having 

diversity in your social media content (through varying topics, content structure, etc.) is a 

valuable way to connect with your target audience and maximize your return on 

investment. Although maintaining a presence on a variety of platforms is important for 

your image and branding, you don’t want to be confused and direct energy into an outlet 

that isn’t effective. Here are popular platforms, and their purposes, that you can reach 

potential clients on: 

o Facebook allows users to post, like and share content (pictures, videos, articles, 

etc) with just the click of a button. Much of the content is made public so it can 

reach as large of an audience as possible. 

o Twitter has a character limit to its messages, so messages are more concise and, 

at times, more informal. Users can favorite and re-tweet content to their followers 

that are made public. 

o Instagram is a hub for sharing photos or short videos. Users can post content on 

their general newsfeed or give live video updates as part of the Story feature. 

o LinkedIn creates a space for users to widen their professional networks. They can 

share articles in their field, look for job updates or watch informative training 

videos to increase their industry knowledge. 

o Pinterest lets users discover new content (pictures, articles, and links) based on 

their favorite interests. They can browse by topic and categorize their findings 

into aesthetically pleasing boards. 

Don’t limit yourself to one outlet for reaching your audience on social media. The way you 

engage with your audience on one network does not necessarily guarantee it will resonate with 

your audience on another. If you don’t have custom content for different situations, it will lack 

individuality and be difficult to connect togas you start to determine what social media platforms 

are best for you, you may discover that you aren’t able to personally allocate as much time as 
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you wanted to put into your social media campaign. Hiring an outside marketing firm can help 

reach your goals that are seeming daunting. Read this blog post to find out what questions you 

should keep in mind as you find a social media firm to work with. 

! Create An Attainable Plan: Translate your marketing goals into the online sphere! After 

you have critically assessed your needs as well as what you are looking to do, create a 

specific plan that to put that into effect. Determine a timeline for your social media 

campaign and start to create some SMART goals: 

o Specific: Determine what your purpose for using social media is. 

o Measurable: How are you planning to track the progress of your initial goals? 

o Attainable. Choose social media goals that can be easily accomplished. Create a 

simple plan on platforms that are easy to navigate! 

o Relevant. How do your social media enhance your brand image and business? 

o Timely. Properly plan time to produce content to see progress on your platforms. 

 

Recognize your social media’s importance by taking the time to establish SMART goals for your 

strategy. Every great plan has some flexibility to it! Building a brand identity on social media 

can take time and you want to be well informed on all your options. Take care when choosing 

your goals and also be realistic that they may change after launch as you begin interacting with 

your followers and seeing which posts resonates best with them. 
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! Easily Track Campaign Results: You put in all this effort into planning and building 

your social media accounts, but how do you measure social media importance? Follow 

your content and deliverables with ease. The importance of social media comes down to 

creating a space for you to review and analyze the results of your work with impeccable 

detail and data! Easily evaluate tracked metrics to your original goals. Checking up on 

your social media’s data and statistics is a great way to re-evaluate if you are meeting 

your original intentions. Do not forget that even though social media can be saturated 

with information, some of your content will still require daily follow-up while others 

might not require as much attention. You will be able to easily see trends in your data and 

start to see where you may need to tweak aspects of your campaign. After checking-up on 

data, are you starting to notice certain aspects of your social media campaign that are 

working well? Are your other deliverables not showing the same results? By learning 

more about what interests your audience; you will be able to also decide which types of 

social media content they find engaging. Remember that results can take as long as 12-18 

months, so don’t be discouraged if you do not see immediate results. Once a certain 

amount of time passes, check back on your original goals with your social media 

accounts. Did you achieve them? 

 

Understanding the unknown can be daunting. With major innovations in the marketing field, 

consider these above essential steps when you start putting your brand out there at your radio 

station. 
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8.2 CHANNELS STATISTICS 

8.2.1 LinkedIn 

 

8.2.2 Facebook 
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8.2.3 Twitter 

 

8.2.4 Instagram 
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8.2.5 YouTube 

 

8.2.6 Pinterest 
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8.2.7 Seven things NOT to do 

! Viewing an individual as a ‘project’ rather than a person: When we become zealous 

about sharing our faith to bring someone to Christ, it’s easy to view an individual as a 

thing rather than a human being with interests, thoughts, feelings, etc. When you see a 

person as a project or a goal, your primary objective is to “fix” or convert them within a 

set time frame. For example, “I want 10 of my Facebook friends to be baptized members 

in 10 months.”Even though your friend online is not a believer, treating them like a 

project minimizes their humanity. Ultimately, they will detect that you are trying to 

convert them, and this may end your interaction. Treat them as you would a friend—love 

them, care for their needs, share your testimony, and don’t put a time frame on your 

relationship. 

! Speaking “Christianese”: Have you ever said something to someone and they 

responded in a language you didn’t understand? That’s a sure way to end a conversation. 

Using “Christianese” creates a barrier in communicating the Gospel. This refers to 

jargon, theological expressions, slang, puns, and catchphrases understood solely within 

the context of a Christian or denominational setting. These sayings cause confusion if 

someone doesn’t have a Christian background. This doesn’t mean you shouldn’t talk 

about Christ or your faith. It does mean meeting people where they are, considering how 

they might understand the world, and most importantly, asking the Holy Spirit to guide 

your online conversations so you can dialogue in a relatable way. 

! Doctrine-dousing instead of dialoguing: Regardless of religious beliefs, no one likes 

being aggressively told what they should or should not believe. Social media is 

considered “social” for one main reason—it’s meant to build connections and facilitate 

dialogue. You can promote the Gospel if you are willing to engage, rather than douse a 

person with doctrines. People enjoyed talking with Jesus because “he taught with 

authority and not as their teachers of the law” (Matt.7:29). He did not speak in a 

tyrannical way; he communed with people in love and compassion. 
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! Give an un-Christlike response under a post: There are countless examples of people 

who got in hot water because of a post online. One of the surest ways to lose your 

credibility as a Christian is to let a tense or heated moment get the best of you and 

respond in an un-Christlike manner under a post. Even if you don’t agree with a post, or 

if someone writes a rude comment under your post, it never merits a bad-mannered 

response. Responding with sarcasm or anger casts a negative light on the command to 

“love your enemies.” While no one intends to response in an un-Christlike manner, do 

make a point to be clear-headed when you post or share anything. A response given in 

love, wisdom, and grace invites people to explore the transformative power of the 

Gospel. 

! Condemning people, rather than their actions, online: While speaking to a Pharisee, 

Jesus explained why He was sent; “God did not send His Son into the world to condemn 

the world, but that the world through Him might be saved” (John 3:17). In Romans 8:3, 

Paul said that God condemned sin in the flesh by sending His Son. Jesus died to condemn 

sin, not people. When we keep this in mind, this will guide what we post on social media. 

If we attack and condemn a person instead of sin—even if we have good intentions—it 

displays an act of judgment and appears to place the other person on a lower level. Your 

posts should give hope to someone who is struggling with sin. 

! Living a double life online: 

! Whether positively or negatively, the way we live our lives online (and offline) is a 

witness to the Gospel. You can’t turn on and off your role as an online missionary. 

Pictures, videos, and articles are tools to express who we are and what we believe. 

Posting a scripture as your status, then later sharing content laced with profanity or 

inappropriate behaviors is a sure way to distort the beauty of the Christian life. Posts that 

promote questionable actions or posts in which actions or motives are ambiguous—can 

easily become a stumbling block to others. If you want to be positive a witness for Christ, 

live life online according to the “high calling of God in Christ Jesus” (Phil. 3:14). 

Whatsoever things are true, honest, just, pure, lovely, are of good report; if there be any 

virtue, and if there be any praise, post, like, share, pin, tweet, snap, text these things (Phil. 

4:8). 
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! Chain Letters: Scroll long enough on Facebook and you’ll see a meme that reads, 

“Share if you love Jesus. Keep scrolling if you love Satan.” This is not an effective way 

to share God’s love. First, it uses manipulation and guilt to get someone to act. Jesus calls 

us to be His witnesses out of love, encouraging the use of our free will and personal 

relationship with Him. Second, these posts cause the Gospel to seem distasteful and 

cheap to non-believers. Third, it gives the idea that we can use God’s name as a good 

luck charm: “Share this post with 15 people and your prayers will be granted.” God’s 

blessings are given because He loves us, not because we did anything (e.g. shared a post) 

to deserve them. 

8.3SOCIAL MEDIA BEST TIME 
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CHAPTER NINE 

 

9.0 BUDGETING AND FINANCIAL MANAGEMENT 

Once we talk about the success and survival of a radio station, the idea of sustainability comes up 

Again and again. Financial sustainability is only partly about bringing money into your station. A 

sole focus on money will not guarantee that your station stays on the air. Remember that in 

chapter one of this manual we said that good policies and organizational structure, thoughtful 

and high quality programming, and being mindful of prayer partners all contribute to the 

sustainability of your station. Sustainability is institutional and social, as well as financial. Here’s 

a visual way of thinking about how all three of these things work together. The small triangle in 

the center of the diagram, where all three circles overlap, is your sustainability core. 

 
 Gumucio-Dagron, Alfonso and Hezekiel Lamina. (2005). “Sustainability of Community Media Centers.” UNESCO. 

 

Whether you are a Christian station or a commercial station, this core section contains the 

elements of financial management that contribute to the business development and financial 

sustainability of your station. 

In this section we’ll discuss: 
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9.1 WHAT IS FINANCIAL MANAGEMENT? 

Every radio station needs a person that is committed to responsible and realistic financial 

planning. Financial planning requires you to think about the survival of the station. Ask yourself: 

! Are our future plans for the station, including labor, production and growth realistic? 

! Is the station’s income being spent efficiently? 

! Is money spent responsibly, in ways that contribute to the goals and mission of the 

station? 

9.1.1 What do we mean by responsible financial management? 

! Only making commitments/agreements that you can honor 

! Paying employees and accounts on time 

! Keeping accurate and organized records of money that comes in and goes out 

9.1.2 What is financial management? 

Financial management is planning income and expenditures in a way that permits financial 

survival. Good starting point is to create a financial policy that identifies procedures for 

planning, implementing, monitoring and evaluating your station’s budget. One approach to 

creating a financial policy is to answer these questions: 

! Who will draft the budget? 

! Who will be consulted when creating the budget? 

! What are the main parts of the budget? 

! Who will finalize the budget? 

! How will the budget be monitored and evaluated? 

9.2 CREATE YOUR BUDGET 

Many people assume that a budget should consider only the radio station’s expenses what it costs 

to operate the station, to pay the bills for salaries, rent, utilities, equipment, and transportation. 

But before you can plan how and when to spend money, you must know how much money you 

are going to have. Your budget must include income, as well as expenditures. Income can come 

from many sources. Here are a few examples: 
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! Grants from mother organizations, foundations or government 

! Donations from Individuals, listeners, Friends, businesses or groups 

! Sales of promotional items 

! Sales of programs 

! Sales of airtime to advertisers 

! Fundraising events 

9.2.1 Income is divided into two categories: 

i. General Income, also called unrestricted income, comes from sales of advertising or 

general donations from different radio station stake holders and is not restricted or tied to 

any particular use. Therefore, it can be used to pay the station's general or core costs, 

such as rent etc. 

ii. Project Income is restricted because it is given to the station for a particular purpose. It 

is usually tied to a particular contract or project and can be used only according to the 

terms of that contract. For example, project income can come from grants, or a donor 

who wants to sponsor a particular radio program. 

 

Your budget will also include expenditures 

9.2.2 There are two kinds of expenditures: 

! Capital costs are expenditures for buying items that will be owned and used by the 

station for a long time. For example, when you buy broadcasting and studio equipment, 

office furniture, a generator, or vehicles for the station, these are capital expenditures. 

Later, when an antenna or computer must be replaced, this is also a capital cost. 

! Running costs are expenditures for operating the station day-to-day and month-to-

month. Examples are employee salaries, station rent, and fuel for the generator and 

electricity bills. These costs recur every month. There are two kinds of running costs: 

o Fixed costs are items that cost the same (a fixed amount) every month. Station 

rent and salaries are fixed costs. 

o Variable costs change, depending on the season or the amount of work the station 

does. The station's electricity bill and fuel bills can change each month. The radio 

station’s budget for income and expenditures, when created accurately and 
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responsibly, is plan for managing financial resources. Financial reports show how 

this plan is working each month and year. Reports help you to know whether you 

are bringing enough money into the station (revenue) to meet the station’s 

operating costs (expenses). Here are a few reports (financial statements) that are 

necessary for good financial management. 

 

! An Income Statement shows how your station has performed over a specific period of 

time (one month, six months or a year). The income statement measures revenue versus 

expenses. If revenue is more than expenses, you have money left over after you pay all 

bills, and you can record a net profit (or surplus). If your expenses exceed your revenue 

you will record a net loss. Repeated monthly net losses signal that the station may lack 

financial sustainability. Immediate changes should be made to increase income and/or 

decrease expenses to improve the situation. 

 

! A Cash Flow Statement is a monthly report showing incoming cash (receipts or revenue 

received) and outgoing cash (expenses). A proper cash flow statement helps you to 

predict future cash needs. The cash flow statement also shows your total monthly revenue 

as an average daily cash flow. Your total monthly expenses are subtracted from your 

monthly revenue. This subtraction is shown by the minus sign (-) preceding all of your 

expenses. When total monthly expenses are subtracted from total monthly revenue, the 

difference is called net cash flow.  
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The budget cycle is composed of four major elements: 

 

 
 

9.2.3 Checklist for preparing and monitoring a budget 

i. Compare your budget for the coming year against your statement of income and 

expenditure for last year. Is your new budget realistic? Does it acknowledge the station’s 

true needs? 

ii. Does the budget allow you to reach your goals? Does it allow you to produce the 

programs you plant produce? Will you be able to maintain your staff? 

iii. Do you need new staff members? Did you include their salaries? 

iv. Does your station generate income? Has this been calculated properly? Is it realistic? 

v. Have you budgeted the station’s tax payments? 

vi. Have all of the people in the organization who are responsible for managing resources 

reviewed the budget? Do they understand its contents and what is expected of them? 

vii. Have you carefully considered how the budget is going to be funded? Have you 

minimized the risks? What are the timing implications? 

viii. How do you plan to monitor and control your budget? Have you considered what to do if 

something unexpected happens? For instance, if a source of income is lost? 
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ix. Have you considered the long-term endurance of your station? How will it sustain itself? 

Is this reflected in your budget? 

9.3 BUSINESS PLAN 

A business plan is a thorough description of the radio station and its goals for the next two or 

three years. It explains who you are, what you do, how you do it, how you generate income and 

why your radio stations an important part of the community. It should specify how much money 

the station already has, and how much more money it will need to accomplish each of its goals. 

A concise, well-researched, convincing and honest business plan helps your station keep moving 

toward its goals. It can convince income sources, such as advertisers and donors that the station 

is prepared to do what it proposes to do and that it will manage income and contributions 

responsibly. A basic business plan for your radio station should have three main sections: 

i. The Executive Summary is the first page of your business plan. It gives a snapshot of 

how the radio station operates, and summarizes the main points of the rest of the business 

plan. Although the executive summary appears at the beginning, it should be written only 

after you have completed all other sections of your plan. 

ii. The Business Model of your station is the foundation of your business plan. It explains 

what is happening now, rather than what you expect (plan) to do. Your business model 

explains how you make your money. There is no single business model that works for all 

radio stations. Each model differs because of the characteristics of your people and the 

size of the local economy. Radio stations for example in Tanzania are turning more often 

to mixed business models that promote sustainability. For example, a station that was 

created with the expectation that all of its income would come from sales of local 

advertising may find that model does not meet all its needs. It could adopt a mixed 

model, generating income from donor contributions and program sponsorships or Public 

Service Announcements, as well as advertising. 

9.3.1 What should a business model contain? 

! Product of Service 

o The radio station’s mission statement  
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o The service that your station provides to the community is your product: It 

includes distribution of important news, cultural and social information, and 

community development or empowerment. 

! Organization and Management Structure 

o The ownership of the station (whether it’s a Christian station managed by an 

elected board of directors or a commercial station owned by an individual or 

company). 

o The station’s organizational chart  

! Strategy and Implementation 

o Details of partnerships with other local organizations and the value to the 

organization sand the people from such cooperation. Partners might include 

donors, local community organizations etc. 

o The station’s skills capacity is a list of the skills necessary to continue the work of 

the station, including management, program production, and financial, technical, 

research, outreached. 

! Financial Management 

o The cost of maintaining the station including capital cost and running cost. 

o What are the main operating costs? 

o How much money is needed to meet these costs? 

o A list of income sources, the station’s income statement and cash flow statement. 

o Balance Sheet a statement of your station’s financial position or net worth at a 

particular point in time, usually the last day of the station’s financial year. The 

following equation summarizes 

The balance sheet: Assets – Liabilities = Net Worth. 

9.3.2 Key balance sheet definitions: 

! Asset: anything of value the station owns that can be converted to cash, (including 

money that others owe to the station and the re-sale value of equipment). 

! Liability: money that the station owes to others. 

! Owner’s Equity: 

o Capital stock: the capital or initial amount invested in the station. 
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o Retained earnings: income set aside to re-invest in the station (rather than 

payouts to employees or manager). 

 

iii. Marketing Strategy 

Your marketing strategy builds partnerships with businesses and organizations that are 

willing today for airtime to advertise on your station. But remember that clients will place 

advertisements only if they believe that the station has enough listeners. A good 

marketing strategy considers these four areas: 

! Pricing: How much should your radio station charge for airtime? Should for-

profit (commercial) and non-profit organizations pay the same rate? Will you 

offer discounts to clients that signmulti-month advertising contracts? How much 

do your competitors charge? 

! Promotion: The goal of any promotion is to attract listeners. Promotions also 

show potential advertising clients how your station can inform local people about 

their products, services or development projects. Radio stations use two types of 

promotions: “on air” and “off air”. On air promotions are most common; they can 

include contests or a series of radio spots that highlight your station’s ability to 

reach local people. Off air promotions include visits to potential clients by radio 

station staff/volunteers who describe the benefits of advertising on your station. 

Printed materials such as stickers, posters, brochures and business cards always 

should be available and distributed widely in your community. 

! Products: What products does your radio station offer potential clients? 

Advertising airtime can be sold in different forms. These include jingles, program 

sponsorships, or call-in shows with prizes donated by clients. Be creative! 

! Place: Where do clients purchase advertising time? Should they visit the station? 

Or will a radio station staff member/volunteer visit the client? 

9.3.3 What’s the difference between marketing and sales? 

! Marketing and sales work together to build the station’s sustainability. Marketing 

informs the public, including audiences and advertisers, about the station’s mission, its 

programming and services. Strong marketing must be an everyday activity shared by 
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many staff and volunteers, and it costs money. Marketing prepares the ground for sales. 

The more listeners a station has, the more it can charge for sales of advertising products. 

Potential clients who know about the station and listen to its programs are more likely to 

become advertisers. 

! Sales are one of the station’s main sources of money. The station sends full-time staff 

members to meet with clients (advertisers), bring back signed contracts, and then collect 

the money according to the due dates in client contracts. Station managers also may 

encounter potential clients and should always encourage them to meet with the station’s 

sales representatives. Sales people are paid a small salary plus a commission (percentage) 

based on the amount of money (revenue) they collect for the station. Sales people work 

best when their commission is stated in a transparent, written agreement, and when the 

commission percentage is same for all sales representatives. Sales people also work best 

when their income is not limited; the more money they bring into the station, the higher 

their total commissions. 

9.4 SOURCES OF REVENUE 

Revenue (all categories of money coming into the station) is generated from a mix of sources. A 

station should not rely on any one source of money, whether that is advertising or another type of 

funding. Balanced or diversified approach money earned in equal parts from different sources 

gives greater financial stability to the station. The amount of money from some income sources 

will increase while others may decrease or disappear. A balanced approach makes it unlikely that 

all sources will decrease or end at the same time. 

9.4.1 Advertising and Sponsorship 

Advertising culture in African Countries and Asia is not as prominent as it is in the West. Large 

banks, telecommunications companies and construction companies see advertising as a big part 

of their business strategy. However, smaller businesses may have to be convinced about the 

benefits of advertising. That means that sales representatives have to be extra creative and 

confident when meeting with local businesses or organizations. 

! Research: A local radio station can exist without competitors, but under most 

circumstances, a radio station cannot exist for long without clients. Begin by noticing 

which companies and organizations already pay to distribute their messages or 
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advertisements in other media. You can scan newspapers for ads, listen to advertisements 

on other local radio stations and watch for advertisements on TV. All of these companies 

and organizations that pay to distribute their message are your potential clients. Your 

station must decide what kind of products it will advertise as a Christian Radio Station. 

! Client: What do you think your clients would be interested in? If you are going to 

convince people to buy airtime, you have to understand your potential clients. You have 

to know their needs and what they are trying to achieve, and to show that you can satisfy 

those needs. 

! Develop your pitch: Imagine that you are a local a Christian radio station that has a 

small amount of money to spend on advertising. What criteria would you use to decide 

where your money would get the best results? In some instances, a local or international 

NGO will sponsor a radio program because the program's content is in harmony with the 

organization’s goals. Make a list of any health, education or other development initiatives 

in your community. You can approach the organizations that manage these initiatives as 

potential clients. You can make suggestions for creating public service announcements, 

interactive educational programming, or radio sketches (short dialogues) to raise 

awareness on their initiatives. 

! Station’s integrity: It is very important to develop a fair and legal contract that protects 

your radio station’s authority so that you avoid taking a passive role with advertisers. 

Include mechanisms that preserve your ability to make decisions in the interests of your 

mission and your listeners. Contracts should be written so that advertisers cannot control 

program content or program schedules. 

9.4.2 Other funding sources 

Some Christian radio stations in other Countries have received business development grants, 

program funding and program sponsorships. Some organizations will provide your station with 

guidelines to help you to develop a project proposal or grant application. Others will require your 

station to develop a project and a proposal independently. 

9.4.3 Tips for Writing Proposals 

i. Don’t just ask for something! Make your project an investment opportunity for your 

potential funder. 
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ii. Focus on the station’s achievements and the great role it plays already in the community. 

This is good place to include audience survey results or listener responses (e.g. letters and 

other individual responses or suggestions, results of listener group critiques) that show 

your station’s popularity and positive impact in the community, and also your station’s 

ability to listen to the community. 

iii. Humanize the station and tell its story. Explain a specific need in the community, how the 

station plans to address that need, and how the donor’s contribution fits that vision. 

Information to include in a proposal, not necessarily in this order: 

! Your radio station’s history: who founded the station, when and why? If 

possible request a few letters of support from local or international organizations 

and include them with your proposal. 

! Mission statement and a list of your station’s specific objectives/goals. 

! Programming content and programming schedules. 

! Describe your target listener with facts and statistics that highlight your radio 

station’s impact. 

! Describe past and current activities and achievements inspired by your mission. 

Explain the management structure and list the policies of the radio station. Include 

an organizational chart with a list of names and duties. 

! What partnerships and affiliations has the station built in the community? Who 

are your partners and supporters? 

! What are your long-term and short-term goals? What new activities does the 

station want to fund? 

! What are the expected results or impact of the proposed or new activities? 

! How long will the project take? What’s your work plan? How will you schedule 

and complete the work during the weeks or months of the project? 

! How will you monitor and evaluate the project? 

! What is your business plan? 

! Include a budget for this proposal. What is the cost of the project? What parts do 

you want the potential donor to fund? What parts of the project are funded by 

other income or contributions? 
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9.4.4 Managing funding 

When your proposal succeeds, it’s important to prepare to manage donor funds properly. How 

will you manage the money in a transparent and honest way? How will you avoid doubt in the 

donor about your fiscal discipline? 

Here are a few tips: 

! Appoint one person to maintain an official record of your station’s spending. The 

accounting books should always be up-to-date, accurate and presentable. 

! Make sure the person in charge of the accounting or finances, records ALL transactions 

on the day they are made, with a clear description of the expense, amount and name of 

the person receiving the payment. 

! ALL payments should be accompanied by a receipt and a duplicate receipt (kept by the 

radio station's finance section), even if receipts must be handwritten. Receipts should 

include the signatures of the persons who paid and received the money. 

! Create proper financial statements and reports, as specified by the donor. Check the 

accounting forth project and the donation at brief intervals during the project timeline. 
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