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Part 1: Methodology  and Demographics of the Sample  
 

Introduction 

The aŜŘƛŀ wŜǎŜŀǊŎƘ LƴǎǘƛǘǳǘŜ ǳƴŘŜǊǘƻƻƪ ǊŜǎŜŀǊŎƘ ƛƴ ǘƘŜ ²Ŝǎǘ !ŦǊƛŎŀƴ ŎƻǳƴǘǊȅ ƻŦ /ƻǘŜ ŘΩLǾƻƛǊŜΣ CŜōǊǳŀry 

23 until March 7, 2009.  This research was conducted on behalf of 3XM based in the Netherlands.  The 

ǊŜǎǳƭǘǎ ƻŦ ǘƘƛǎ ǎǘǳŘȅ ǿƛƭƭ ōŜƴŜŦƛǘ t9a! όtǊƻŎƭŀƳŀǘƛƻƴ ŘŜ ƭΩ9ǾŀƴƎƛƭŜ Ǉŀǎ ƭŜǎ aŜŘƛŀǎ Ŝƴ !ŦǊƛǉǳŜύ ŀƭǎƻ ƪƴƻǿƴ 

as African Christian Television (ACT) that works in partnership with 3XM to produce two television 

programsΣ ά9ǘ ±ƻǘǊŜ CŀƳƛƭƭŜέ ŀƴŘ άaƛŜƭ aƻǊǘŜƭΦέ  awL ǿƻǳƭŘ ƭƛƪŜ especially to thank the staff members 

of PEMA/ACT who were able to accommodate our needs both before and during the actual project.  We 

also would like to acknowledge the many young men and women who served as interviewers and made 

this project a success.   Peter Fortner, who volunteered as a Research Supervisor, assisted in 

coordinating, training and supervising the fieldwork, was an invaluable assistant during this research. 

Along with Peter, Dr. Robert Fortner, Executive Director of MRI and the International Center for Media 

Studies (ICMS), and Timothy Dam, Data Analyst and Field Supervisor for MRI, supervised the field work 

undertaken here. 

Scope of Research 

¢ƘŜ ²Ŝǎǘ !ŦǊƛŎŀƴ ŎƻǳƴǘǊȅ ƻŦ /ƻǘŜ ŘΩLǾƻƛǊŜ ƛǎ ŘƛǾƛŘŜŘ ƛƴǘƻ мф ǊŜƎƛƻƴǎΦ  awL ŎƻƴŘǳŎǘŜŘ ǊŜǎŜŀǊŎƘ ƛƴ ƻƴƭȅ мл 

of these regions due to the insecurity in the rebel-held northern regions.   

Methodology Used in the Research 

This research study concentrated on the impact of television programs produced by PEMA/ACT.  

However, MRI was not able to sample the northern part of the country due to the earlier mentioned 

insecurity which resulted in the study taking place below the ZDC (Zone of Confidence).  Altogether, 

there were three teams consisting of five or six interviewers, each accompanied by a supervisor (Robert 

Fortner, Peter Fortner and Timothy Dam).  One team (Robert Fortner) stayed in and around the capital 

city of Abidjan and the extreme south of the country, which has the most concentrated population, 

while the other two teams travelled in loops into the center of the country.  One team went to the east 

(Peter Fortner) and the other to the west (Timothy Dam) with both returning back to the capital city, 

Abidjan.  All the teams stopped along the way at randomly selected cities, towns and villages to conduct 

interviews.  Interviewers were sent to central locations in towns or villages, or intersections in cities and 

then told which direction and distance before starting their interviews.  These interviews were 

conducted one-on-one and in the home of the respondent.  After completing the first interview, upon 
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exiting the compound, the interviewer was instructed to always move left and use a skip interval of one 

house.  Each interviewer was responsible for receiving eight completed surveys per day with each 

fulfilling one of the eight criteria of people to interview.  The criteria were as follows: 

 

Male Female 

15-19 15-19 
20-29 20-29 
30-49 30-49 
50+ 50+ 

 

One interview would take approximately thirty to sixty minutes to complete.  A GPS receive that would 

record movements during the day and the locations where interviews were being completed was given 

to each of the interviewers and used to assure that instructions were carried out accurately. 

Demographics of Respondents 

Taking the 1178 interviews as a whole, the demographic breakdown of the respondents was as follows: 

Gender  

Male 49.7% 
Female 50.3% 
  
Age  
15-19 24.8% 
20-24 15.7% 
25-29 10.8% 
30-34 10.9% 
35-39 7.4% 
40-44 3.8% 
45-49 2.7% 
50-54 8.6% 
55+ 15.2% 
  
Marital Status  
Never Married 57.2% 
Married Monogamous 30.2% 
Married Polygamous 4.9% 
Divorced 2.1% 
Widowed 5.6% 
  
Fit in Research Design  
Male 15-19 12.9% 
Female 15-19 12.1% 
Male 20-29 13.5% 
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Female 20-29 12.7% 
Male 30-49 12.6% 
Female 30-49 12.5% 
Male 50+ 11.3% 
Female 50+ 12.3% 
  
Current Working Status  
Unemployed 14.1% 
Student 26.9% 
Retired 4.4% 
Working Part-time 7.7% 
Working Full-time 23% 
Housewife 11.5% 
Farmer, Herdsman 8.1% 
Self-employed Business Person 9.6% 
  
Education  
No formal education 25.7% 
1-3 years formal education 5.7% 
4-6 years formal education 15.7% 
7-9 years formal education 22.7% 
10-12 years formal education 21.8% 
Some university education 4.6% 
University completed 3.1% 
Post-graduate work 0.8% 
  
Occupation  
Government worker, civil servant 3% 
Business owner 1.5% 
Employee in a private business 4% 
Farmer, agricultural worker 9.3% 
Housewife 11% 
Professional worker 5.5% 
Skilled or craft worker 2.3% 
Manual laborer 5.8% 
Student 23.6% 
Other 14.6% 
No occupation 22.8% 
  
Religious Background  
None 8.2% 
Animist/Traditional 8.6% 
Roman Catholic 32.3% 
Muslim (Islam) 29.3% 
Protestant 24.7% 
  
Other Religions mentioned  
Buddhist 0.7% 
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Celestial Christian 0.4% 
Eglise Harriste de Yaou 1.2% 
WŜƘƻǾŀƘΩǎ ²ƛǘƴŜǎǎ 0.2% 

 

/ƻǘŜ ŘΩLǾƻƛǊŜ ŘƻŜǎ ƴƻǘ ƘŀǾŜ ƴŀǘƛƻƴŀƭ ŎŜƴǎǳǎ Řŀǘŀ ŀǾŀƛƭŀōƭŜ ǘƻ ǿƘƛŎƘ ǘƘŜǎŜ ǎǘŀǘƛǎǘƛŎǎ Ŏŀƴ ōŜ ŎƻƳǇŀǊŜŘΦ  

However, the high percentage of respondents under the age of 25 as well as the high percentage of 

people with little or no education seems in line with what would be expected in Sub-Saharan Africa 

today.  This suggests that the results are believable, even if they cannot be statistically confirmed.  

Because of the lack of accurate population statistics, MRI is unable to estimate total audience size for 

broadcast programs. 

Languages 

Languages Used in the 
Household 

   

Abbe 2.8% English 0.4% 
Abron 0.3% French 55.3% 
Adioukrou 0.4% Guro/Koueni 1.6% 
Agni 12.6% Joula/Djioula 17.1% 
Arabic 0.2% Koulango 1.0% 
Attie 7.4% Lobi 0.4% 
Baoule 24.8% Mahou 0.8% 
Bete 4.2% Malinke 6.7% 
Dan/Yakuba 2.4% Senoufo 2.4% 
Dida 1.6% We 1.7% 

 

In addition to these languages, the respondents also mentioned a variety of other languages that they 

spoke and that they used in their home.   

Other Languages 
Spoken 

   

Abidji 0.5% Mossi 0.6% 
Aboure 1.7% Peul 0.5% 
Appolo 0.9% Yoruba 0.4% 
Ebrie 1.1% Wobe 0.4% 
More 1.2%   

 

Housing  

Number of People Living in the Household  

No one else 2.9% 
One other person 2.8% 
Two, three or four others 21.0% 
Five to ten others 39.2% 
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More than ten others 34.1% 
  

 

 

 

Number of People Living in the Household by Age 

 none 1-2 3-4 5-6 7-8 9 or more 
0-9 years  27.1% 40.6% 21.4% 7.1% 2.5% 1.2% 
10-14 37.7% 43.2% 14.0% 4.0% 0.5% 0.6% 
15-24 23.0% 40.2% 20.8% 11.1% 3.2% 1.7% 
25-39 25.3% 52.2% 15.6% 4.3% 2.0% 0.7% 
40-59 40.0% 52.0% 6.4% 1.0% 0.5% 0.1% 
Over 60 years 81.8% 17.4% 0.6% 0.2% 0.1% 0% 

 

Type of House  

Traditional house 11.5% 
Modern house 83% 
Shop/house 3.5% 
Apartment/flat  2.0% 
Hostel - 
Homeless - 

 

The sample size used in this research provides a 95% confidence level and a +/- 4% confidence interval 

for the results.  What this means is that MRI is 95% confident that that the results achieved among the 

target population are the same results that would have obtained if everyone in the country had been 

interviewed.  Any single statistic is accurate within plus or minus 4%.  So when 83% of the population 

says that they live in a modern house, the actual percentage could vary between 79 and 87%.  MRI is 

95% confident in these results. 

Part 2: Media Technology Ownership and Behavior  
 

The participants in this research project were asked about ownership and/or access within the 

household to various technologies, both media and non-media related.   

Technology Percentage owned/access within the household 

Mobile telephone 89.2% 
Smartphone 3.7% 
Radio 80.1% 
Landline telephone 14.3% 
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Television 75.1% 
Bicycle 40.8% 
Motorcycle 19.8% 
Car 13.1% 
Cassette player 34.7% 
Video recorder 25.7% 
Satellite 12.7% 
Cable television service 14.2% 
Computer 8.8% 
Walkman/MP3 player 10.5% 

 

From the above table, we can make many general observations.   The two most popular media 

technologies reported by the respondents are the mobile telephone and the radio.  Almost 9 out 10 

people own or have access to a mobile telephone.  This rate of ownership is incredible since the advent 

of this particular technology is relatively recent, even more so in Africa.  Though it is not as high as in 

other Sub-Saharan countries where we have completed research, the radio is still the medium of 

ŎƻƳƳǳƴƛŎŀǘƛƻƴ Ƴƻǎǘ ǿƛŘŜƭȅ ƻǿƴŜŘ ƛƴ /ƻǘŜ ŘΩLǾƻƛǊŜΦ  Over 80% of the people we surveyed have access 

to or own a radio. Television ownership/access is also widespread throughout the research area with 

just over three out of four households possessing one.  This percentage is higher than other countries 

south of the Sahara.  However, the percentage having cable television service or satellites is low 

suggesting that most of the television broadcasts are received via antennas, which limits viewers to local 

television stations and programs. 

Transportation is dominated by the bicycle.  Just over 40% of the respondents reported possessing a 

bicycle within their household.  Ownership of a motorcycle follows at approximately half that rate 

(19.8%) and car ownership is lower at 13.1%.  This transportation trend is typical for a sub-Saharan 

African setting.   

Finally, computer ownership or access by the people surveyed is still quite low compared to the 

developed world, but it is higher than other countries in the region.  Almost 20% of the respondents said 

they have used the internet at some point in the past.  Those users are most likely located in the larger 

urban centers where access to cybercafés is far greater than in the rural areas.   Internet usage, 

however, is not regular with 46.9% saying the last time they logged on was over a week ago.  12.8% said 

they were online at least once a month and 31% said less frequently than that. 

We asked the participants whether they used mobile telephones and 89.2% responded that they did.  

This percentage is in-line with the ownership/access percentage.  The respondents reported talking 

most frequently on their mobile phones to close family members.  
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From this chart we can see that people predominantly use their mobiles phones for social purposes.  

71.8% communicate primarily with close family and 49.9% communicate with friends.  Only a small 

percentage of our respondents use their mobile phones for business purposes.  Less than 1% of the 

respondents reported contacting boyfriends/girlfriends, clients and pastors who were not listed on the 

survey instrument. 

The communication medium with the second highest rate of ownership or access was the radio.  The 

use of radio among Ivoirians is high but not as high as television.  78.1% of the people we surveyed said 

they listen to the radio.  This is still a high user percentage and an important medium to consider when 

accessing the general population. 
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The main reason Ivoirians listen to the radio to keep up with the news (68.5%).  Other important reasons 

were to be entertained (30.1%), to learn new things (16.3%) and to hear their favorite singer or songs 

(11.5%).  Other reasons the respondents mentioned which were not listed on the survey included; 

listening to music in general (either religious or secular), listening to religious programs (either Christian 

or Islamic programs) and listening to programs in the local language.   

When the respondents are separated accƻǊŘƛƴƎ ǘƻ ǘƘŜ ǘƘǊŜŜ Ƴŀƛƴ ǊŜƭƛƎƛƻƴǎ ƛƴ /ƻǘŜ ŘΩLǾƻƛǊŜΣ ǘƘŜȅ ǎƘƻǿ 

the same general reasons for listening to the radio, regardless of their religion. 
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The only significant difference illustrated is the percentage of people who listen to the radio to keep up 

with the news.  74.5% of Roman Catholics and 75.4% of Protestants listened for this reason compared 

with only 60.4% of Muslims. 

When the respondents were asked if they listened to the radio yesterday, 56.3% said they did. This is 

quite a bit lower than the amount of people who said they listen to the radio in general at 78.1%. 

What stations did people report listening to yesterday? 
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The stations the respondents listened to the most yesterday were their local stations as well as 

Frequence 2 and La Nationale.  The only international stations the people surveyed mentioned were 

Radio France International (9.2%) and BBC World Service (2.8%).  The popularity of Onuci FM is worth 

noting.  This station was formed by the United Nations to promote peace and national reconciliation.  It 

broadcasts political, economic, cultural, and sports programs in French but also airs news in five local 

languages.  17.9% of the respondents reported listening to Onuci FM yesterday.  Other stations that 

were recorded include Jam FM (12.4%), Radio Espoir (1.7%), The Voice of Adzope (1.7%) and a number 

of community radio stations. 

Lƴ ŀŘŘƛǘƛƻƴ ǘƻ άȅŜǎǘŜǊŘŀȅ ƭƛǎǘŜƴƛƴƎΣέ awL also acquired a more detailed view of when people listened 

during that day.  The results show that most people listen to the radio first thing in the morning. 
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