J. Stat. Appl. Pro6, No. 2, 319-327 (2017) %N =¥} 319

Journal of Statistics Applications & Probability
An International Journal

http://dx.doi.org/10.18576/jsap/060207

On Developing FM Rating Points (FMRP) For Assessing
FM Channels Performance - A Factor Analysis Approach

J. P. Verma!*, Ashutosh Acharya? and Jigmat Dachen®

I'|_akshmibai National Institute of Physical Education, Givalindia
2 Government College of Physical Education, Bhubaneswedialn
3 University of Kashmir, Jammu and Kashmir, India

Received: 12 Mar.2016, Revised: 28 Mar. 2017, Accepted: 5217
Published online: 1 Jul. 2017

Abstract: This study was undertaken to identify the factors that aspaesible for making a FM channel popular among youth and
developing a test battery for its performance assessmerth&r research issue was to develop a FM channel rating (FifiRP)
for rating the popularity of FM channels. Eighty universitiyidents (40 male and 40 female with mean(SD) age 20.9 y&(+42s)
were selected as a sample for the study. A questionnaireram&tl on the basis of available literature and experts vi@nsisting 21
guestions. After administering the questionnaire on thgesiis in the sample, the data so obtained were subjectée itetn analysis
for improving the questionnaire. Seven questions were vechfrom the questionnaire by sacrificing only 2% efficientgxplaining
the FM channels characteristics. Final questionnaireuded 14 questions that was used to analyze the data. The datanalyzed
by using factor analysis. Final questionnaire included déstjons that were used to analyze the data. The data wazeadly using
factor analysis. Six factors were identified on the basisgégrvalues and were named as 1) Resource quality, 2) Infivenzontents,
3) Sports briefing, 4) Regional Music, 5) RJs communicatkili, 6) RJs Local dialect competencies. The total amountasfance
explained by all these six factors was 69.937%. The firsbfda. resource quality explained the highest amount aéwae i.e. 19.613.
By identifying two variables from the first factor and onerfreach of the remaining five factors, a test battery was dpeeldor the
assessment of FM channels. Weights were allotted to eadtiguen the test battery on the basis of the variance expthby the
corresponding factors. Finally, on the basis of these visigttriterion was developed to convert the responses ofstemérs into a
single index FMRP which can be used to compare the populaiif§M channels.

Keywords: Factor analysis, FM radio, rating system, RJs.

1 Introduction

Audience research was formally established within the BBA936. Its role was to act as an instrument of public
accountability as well as providing feedback to the progreeimakers and management. Research studies are carried
out for FM stations to get the proper niche[1](Geller, 197®)day, audience research is extensively used by publio rad
managers while making decisions about programming andraisohg [2](Stavitsky, 1995).

The importance of understanding one’s audience is impbftanperformance of FM stations [3](Chaffee and
McLoed, 1968). Further, the audience identification hasnbeescribed as the key to successfully satisfying an
audience’s needs [4](Atkin, 1983). Audience researchesarried out by advertisers and broadcasters to buy and sell
audiences [5,6,7](Beville, 1988; Buzzard, 1990;Webstat bichty, 1991).During 1980s a research revolution swept
across U.S. public radio [8](Giovannoni, 1991).

Lumley (1971) [9] discussed three important questiondedléo audience measurement: What are the purposes of
radio broadcasting in general? How can methods be devetopmitermine whether broadcasting fulfills these purposes?
Is it possible to standardize the measurement techniquietiwave been found to be useful?

Commercial approaches to audience research uses telephoreys conducted by the Cooperative Analysis of
Broadcasting and C.E. Hooper, as well as A.C. Nielsens Audtier, a mechanical device which metered the usage of
radio sets [5,6](Beville, 1988; Buzzard, 1990). Consuklaare being hired by the radio stations to conduct a
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psychographic analysis of its listeners to assess thefeqgmeces regarding the stations programs and persosalitie
[10,11,12](Psychographic Analysis, 1985, Giovannon@1t Stavitsky, 1993).

The media research promotes meritorious contents towalkthaketplace” model where the public interest is served
by a media system that is responsive to audience preferascesealed in their choices” [13] (Ettema & Whitney,1994).
At present there are hundreds of FM radio channels whichidrgaheir programmes in different cities around India.
Though there has been many attempts made in the past to delelguality programs aired by the FM channels, but
very recently in India, a need was felt to conduct scientédgearches for providing feedbacks to the channels to ineprov
their program quality and contents so as to fulfil the exgea of listeners in different age categories.

In India the radio industry recorded a growth of nearly 58006 with 2.4% to 3.1% share of radio in the advertising
industry. This is further expected to increase to 5.5% byethe of 2011. The size of the radio industry is projected to
increase at a compounded annual growth rate (CAGR) of 28% fRs 5 billion in 2006 to Rs 17 billion by 2011
[14](FICCI-PwC report, 2008). It predicts that India’s rddvertising revenues will more than double to US$ 390
million between now and 2013, increasing at an 18% CAGR. htrest, it expects the overall entertainment and media
sector in India to deliver a 10.7% CAGR on average over the fiexyears, compared with a global average of 2.7%
over the same period [15] (Indiaknowledge @wharton, 200%)ere is deadlock among the FM channels to succeed in
the radio market, so researches towards the developmeriesf battery may work wonders towards the interest of FM
channels.

The core of the interest of all the FM Channels in India is Tindidn Potential. Research studies done in this area
clearly indicates that there is a vast commercial poteirtiéthdia for this medium. Plainly, the radio sector cannad an
should not be satisfied with the existing growth rate. Whdasumption in India is still largely at home, 'the radio on
the move’ trend is catching on in urban and semi-urban afegqlndian entertainment Industry Focus, 2010). The easy
availability of FM radio sets at affordable price pointsngéang from INR 40-INR 150) is fuelling its mass penetration.

India’s radio industry has a strong growth potential if mamisms and policies are put in place. India, with its diverse
regional influences, is in a prime position to take advant#fgbe growth potential of this segment. With privatization
gathering momentum, the increased number of private rddiomels across the country is likely to transform commeércia
radio from an urban phenomenon to a national one. This stdyhique attempt towards understanding various factors
responsible for establishing quality FM channels usefultfie society, and developing a test battery for assessig th
popularity of FM channels on the basis of the listeners respdowards identified factors.

Television rating point (TRP) is a mathematical numberztifrom a matrix of data obtained by the audience for
a particular television program or channel of TV shows thdidates the popularity of a TV channel or programmes in
India. In this study an attempt has been made to develop a RMneh rating point (FMRP) system for assessing the
usefulness and popularity of FM channels in a scientific way.

2 Material and Methods

Sample: Eighty college students were randomly selectedttasgparticipants (male = 40, female = 40,) in this study. The
mean age and standard deviation of the participants we8ey2®and 2.4 yrs respectively. Out of eighty college stuslent
forty were from the postgraduate and forty from undergraelpeogram. Subjects were informed that the purpose of the
study was to explore the expectations of the participants fhe FM channels as a listener and that there were no right
or wrong answers, and therefore they should give their fopikion. They were informed that full confidentiality would
be maintained about their responses. Sample for the stuslyl@avn only from those students who used to listen to the
FM radio channels more often.

Questionnaire Development: A preliminary questionnainesisting 21 statements was developed on the basis of the
literature, audience feedback, responsible of FM charamedswith the consultation of experts in the media industry.
During the development of the questionnaire the reseasdieat visited different FM channels available in the Gwalior
city and conducted personal interviews with the FM channaghagers such as, 91.9FM, 92.7 FM, 94.3 Fm and 95.1
FM. The 21 statements in the questionnaire reflected thenkss possible views and their expectations from the FM
channels. The questionnaire measured the attitude of spemeents on these statements. All statements had fiveneptio
ranging from strongly agree to strongly disagree. Theggoreses were converted on a 5-point scale with 5 marks given
to strongly agree and 1 mark to strongly disagree. The quesdire with 21 statements was administered on 80 subjects
selected in the sample. Marks obtained by each subject ahelP1l parameters were added. On the basis of these
marks the subjects were divided into higher(having pasiittitude) and lower groups(having negative attitude)igq
the first and third quartiles. In other words the subjects sehimtal marks on the questionnaire was less than Q1 was
categorized in the lower group whereas the subject haviagrtwarks greater than Q3 was categorized in the higher group
Scores on each statement were compared in both these lowgingrbups using two sample t-tests. The statements for
which mean difference was not significant were deleted; iizauch questions do not explain the characteristics of
FM channels. Owing to these criteria seven questions wdetatdieand the final questionnaire was obtained by retaining
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Table 1: Descriptive statistics for different parameters

Parameters Mean SD
P1 FM channel must provide more of old Hindi songs 3.6456 17.17
P2 FM channel helps an individuals in discussing their pgabkproblems and suggesting solution to it 3.9494 972
P3 The presentation style of RJ is the key to popularity of lindhannel 41519 .961
P4 FM channel should provide some kind of prizes and incestig its listeners 4.0000 1.025
P6 FM channel must contain more entertaining programs 2.215969
P7 A good sense of humor and ability to present funny prograsncan do wonders for RJs 41266 1.078
P8 It would be more interesting if listeners are given morancie to talk to the celebrities 3.9367 .991
P9 RJs voice must be clear and melodious 4.2658  .956
P10 FM channel should plad4 x 7 3.8481 1.199
P11 FM Channel must give information about sports 4.3544 7 .81

P12 FM Channel should provide information regarding edanat/professional course available in the city 4.1772 22.0
P13 FM Channel should provide information regarding défershopping offers available in the city 3.9241  .828
P14 RJs should speak in understandable language prefémeiydi 3.7595 1.088

fourteen questions only. Factor analysis was conducteddwhkhe loss of variance explainability by the removed seven
statements. The analysis showed that there was a redu¢@8f wariance only by eliminating seven statements. It was a
good tradeoff to reduce 2% variance explainability at thet of eliminating seven questions. The variance explained b
the retained 14 questions in the questionnaire was 69.94%.

Data Analysis: The final questionnaire consisting 14 qoestivas used for analyzing the data. While administering
the questionnaire on 80 randomly selected subjects onlyarficjpants had returned the filled-in questionnaire and
therefore the responses of 79 subjects were used for asidBefiore administering the questionnaire the students wer
briefed about the guidelines to be followed while filling in@tquestionnaire. Data were collected in a classroom gettin
In order to motivate the participants to give reliable resm they were explained the basics of FM channels
functioning. The data so obtained from the subjects on alllih statements were subjected to descriptive analysis as
well as factor analysis.

3 Results

Participants responses were converted into scores on édlch &4 parameters. The data obtained were examined for
their accuracy and missing values. These data were suthjerescriptive analysis for computing mean and standard
deviation. These statistics are shown in Table 1. The maahdparameter P11(FM channel must give information about
sports) was maximum .e. 4.35, whereas it was minimum foptirameter P1(The FM channel must provide more of old
Hindi songs). The mean values for each of the fourteen pasamare graphically shown in the Figure 1.

Further, the factor analysis was used to analyze the datasing the SPSS version 17.0. In order to ensure the
applicability of factor analysis on the data obtained irs tstudy the KMO test was applied. Since the value of KMO for
this data set was 0.62 which is greater than 0.5 hence apipiioaf factor analysis was justified. Further, the value of
Bartletts test of sphericity was 241.90, which was founddaignificant at 0.000 level. Significant value of Bartle#stt
indicates that the correlation matrix is not an identity nxagnd therefore the factor model in this study was appeat@r

The first step in applying the factor analysis was to compugecbrrelation matrix which is shown in Table 2. This
table shows the relationship among different parametegsif@ant correlations have been shown with star sign. The
correlation with one star (*) indicates its significanceQt level whereas the correlation with two star (**) indicates
significance at .01 level.

The Table 2 reveals that the subjects who believed that FMraanust provide more of old Hindi songs (P1) also
believed that it should provide some kind of prizes and itigen to their listeners (P4) and RJs to use understandable
language specially Hindi (P14).

Those who believed that FM channels should help an indiVidudiscussing their personal problems(P2) were also
of the opinion that RJs voice must be clear and melodioustP@FM channels should operate 24x7 (P10), provide sports
information (P11), provide educational/professionalrsewpportunities in the city (P12) and different shoppiffgrs
available in the city (P13). The subjects, who believed pnasentation style of the RJs is the key to the popularitynof a
FM channel (P3) also had an opinion that RJs voice must be atebmelodious (P9).

The subjects who believed that FM channel should providesskind of incentives to their listeners (P4) were also
found to be of the opinion that FM channels must telecassia@ngs more often (P5), provide opportunity to the listene
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Fig. 1: The mean scores of FM parameters

Table 2: Correlation matrix for the data on different parametersfdhannels.

Pl P2 P3 P4 PS5 Po P7 P8 P9 P10 P1ll P12 P13 P 14
Pl 1 029 .026 223% - 157 .068 =166 145 -.120 -.102 .092 -171 -.028 223%
P2 1 132 219 118 161 A28 .090 A400%* 200%* 233%  306%* 34 5%% -.145
P3 1 065 =012 .116 =093 131 A420%* 220 143 142 095 023
P4 1 230% 103 -081  315%% 340%% 209 015 .196 317%* 138
P5 1 073 221 192 3945 209%* -017  .193 186 -.143
P6 1 -.088 -.026 .131 .073 .000 .065 340%* .001
P7 1 080 054 273% 341%% 154 097 212
P8 | .194 A34%* 170 27T -.006 211
P9 1 A438%* 075 567 .398%* .062
P10 1 147 A20%* 272% .060
P11 L .200 .040 011
P12 1 319%* 016
P13 1 065

P14

* Significant at 0.05 level (2-tailed)
*% Significant at 0.01 level (2-tailed)

to interact with celebrities (P8), RJs voice to be more chat melodious (P9) and channels to provide information
regarding shopping offers available in the city (P13).

Those who believed that, a FM channel must telecast latagissmore often (P5) were also found to believe that RJs
voice must be clear and melodious (P9) and FM channels toZ#ay (P10). The issue of providing more entertaining
programmes by the channels (P6) was highly related withahatoviding various shopping offers available in the city
(P13). Similarly those who were of the opinion that humours funny programmes works wonder for the channels(P7)
were also of the opinion that channels should operate 24X3j@hd it must provide information about sports (P11).

Those who were of the opinion that the FM channels shoulchgeran interaction of the celebrities with their
listeners (P8) were also of the view that the channels musipeeative for 24 7 (Q10) as well as it must provide
educational/professional opportunities available indfg (Q12). Further, those who were of the opinion that the RJ
voice must be clear and melodious (Q9) were also of the viewvttite channels must operative 24 7(Q10), and it must
provide educational opportunities (P12) and shoppingsfi®ailable in the city (P13).

Those who desired that FM channels should be operative 28y (Rere also of the view that the channels must
provide educational opportunities (P12) and shoppingefi@ailable in the city(P13). Lastly, the subjects whodedd
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that the channels must provide educational/professigabunities (P12) were also of the view that it must proviue
knowledge about various shopping offers available in the(€l13).

After the correlation matrix was obtained the data was famtd by using the principal component method of factor
analysis and the initial solution of the factors was obtdirnghis initial solution was subjected to varimax rotatian f
the final solution. The final solution provides more clear @t non overlapping factors. The initial solution and final
solution after the varimax rotation obtained in the analgse shown in Table 3.

Table 3: Total amount of variance explained by each factor prior @ @fiter varimax rotation.

Compo- Initial Eigenvalues Extraction Sums of Squared Loadings | Rotation Sums of Squared Loadings
nent Total % of Variance Cumulative %| Total % of Variance Cumulative % | Total % of Variance Cumulative %

1 3.339  23.853 23.853 3.339 23.853 23.853 2.746 19.613 19.613
2 | 1.559 11.136 34.989 1.559 11.136 34.989 1.601 11432 31.046
3 1.528 10.916 45.905 1.528 10.916 45.905 1.471 10.508 41.553
4 1215 8.682 54.586 1.215 8.682 54.586 1.458 10414 51.967
5 1.147  8.191 62.777 1.147 8.191 62.777 1.264  9.027 60.994
6 |L002 7.160 69.937 1.002 7.160 69.937 1252 8.943 69.937

It can be seen from the Table 3 that only six factors weremethin the final solution and for each factor the eigenvalue
was more than 1. In factor analysis the number of factors easliany as the variables but only those factors are retained
whose eigenvalues are more than 1.

Since these factors were obtained by using the principalpoorent analysis hence the percentage of variability
explained by the first factor is the highest. Here, in the famdlition, the amount of variance explained by the first facto
was 19.613%. The second factor explained 11.43% of thetaténce explained by all the six factors together. Third
factor explained the variance of 10.50% and the fourth faexplained 10.41% of the total variance. On the hand factor
5 and 6 explained only 9.03% and 8.94% of the total variansgattively.

All these six factors collectively explained 69.94% of thadat variability and hence the questionnaire can be
considered to be the reliable instrument of measuring tiite@ towards various parameters of FM channels.

After extracting six factors on the basis of eigenvalues/tr@bles were identified in each factor on the basis of their
loadings on the factor. The factor loadings were used asexion of retaining variables in a factor. If factor loadiofgany
variable on the factor was 0.6 or more it was identified in faetor. Owing to this criterion four variables were ide rifi
in the first factor. Depending upon the nature of the vargahe first factor it was named as Resource Quality because
all the variables under this factor explain the quality aiaerces which the FM channel programs should have. Similarl
the second factor had two variables and it was named as IafarenContents. The factor 3 had only one variable and
was named as Sports Briefing. The factor 4 included two visadnd was named as Regional Music whereas factor
5 and factor 6 contained only one variable in each and was d@a®nd&Js Communication Skill and RJs Local Dialect
Competencies respectively. These factors along with thiahlas identified in it are shown in the Table 4. It can be seen
from the Table 4 that the factor 1 consists of maximum numbganables i.e. 4. It is because of the fact that this factor
explains the maximum amount of variance in comparison togh®ining five factors.

4 Test Battery for Assessing FM Channel

After retaining six factors and identifying the variableshem a test battery was developed by picking up two varsable
from the first factor and one from each of the remaining fivadiexc The two variables were identified from the first
factor because of the fact that it explains the maximum wagan comparison to that of remaining five factors. The
final inclusion of the variables in the test battery was madéhe basis of highest loadings of the variable in that factor
However, the parameter P5 was included in the test battethebasis of its significance in the present day scenario.
Thus, while including the variables in the test battery stimes importance of the variables also needs to be seemthste
of only the magnitudes of factor loadings. The variablesetecded in the test battery are shown in the Table 5.

Thus, finally seven test parameters were identified to etatha quality and popularity of the FM channels and their
progarmmes.
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Table 4: Factor along with identified variables and their factor ogg in the final solution.

Factor 1: Resource Quality

Mo, Test Parameters Factor loading
3 The Channel must telecast latest songs more often 584
9 BT voice must be clear and melodious 706
10 FM channel should play 24x7 JJ13
12 FM Channel should provide information regarding educational/professional courzes avatlable in the city 626

Factor 2: Informative contents

by

No.  Test Paramefors actor loading
4 The FM Channel must contain more entertaining programs 728
13 FM Channel should provide information regarding different shopping offers available in the city 173

Factor 3: Sports briefing

MNo.  Test Parameters Factor loading
11 FM Channel must give information about sports 839

Facter 4: Regional music

MNo.  Test Parameters Factor loading
1 The FM Channel must provide more of old Hindi songs 186
4 FM channel should provide some kind of prizes and incentives to its listeners 548

Factor 3: RJ's communication skill

MNo.  Test Parameters Factor loading

3 The presentation style of BT 13 the key to popularity of an FM Channel 0.868
Factor 6: RJ's local dialect competencies

Mo,  Test Parameters Factor loading

14 E.I'® should speak in understandable language preferably in Hindi 0.905

Table 5: Test battery for assessing FM channels.

No. Test parameters Factor loadings
5 The Channel must telecast latest songs more often .684
10 FM channel should play 24x7 715
13 FM Channel should provide information regarding different shopping offers available in the city T73
11 FM Channel must give information about sports .839
1 The FM Channel must provide more of old Hindi songs 786
3 The presentation style of RJ is the key to popularity of an FM Channel .868
14 RI’s should speak in understandable language preferably in Hindi .905

5 FM Channels Rating Points

On the basis of the parameters identified in the test battemyis in Table 5 an index providing the FM channel rating point
(FMRP) was developed to evaluate the popularity of FM chiEnamong audience. FMRP was developed by allotting
different weights to the responses of the audience on theealm@ntioned seven parameters in the questionnaire. The
following is the criteria of computing the FMRP.

FMRP =272xP5+290x P10+ 3.26x P13 +3.0x P11 +2.98 x P1 +2.58 x P3 +2.56 x P14

Where, P5, P10, P13, P11, P1, P3 and P14 are the scores (Qubfath® respondent on the respective parameters.
Thus, the minimum value of FMRP recorded for a particulapoesient would be 20 (when all the marks obtained on
these seven parameters are 1) and the maximum value wou(@vhe@ all the marks on these seven parameters are 5). If
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the responses on these parameters are obtained on a samglghgécts then the single FMRP can be obtained by taking

the average of individual FMRP obtained by the subjects ssudsed above. This FMRP can be used to compare the
popularity of FM channels. Since the performance of each Rkhoels need to be evaluated hence one need to modify
all the seven statements mentioned in the table 5 as follows:

—The channel telecast latest songs more often

—FM channel play4 x 7

—FM channel provide information regarding different shappoffers available in the city
—FM channel gives information about sports

—The FM channel provides more of old Hindi songs

—The presentation style of RJ is good

—RJs speak in understandable language with good in Hindi

Responses can be obtained on a 5-point scale as discustedirotedure section and may be converted into marks
before computing the individual FMRP.

6 Discussion

During the development of the questionnaire, 21 questiaTe wtudied but after the item analysis seven questions were
dropped. These seven questions did not explain much of thebilety in explaining the performance of FM channels.
This fact was proved by the application of factor analysierehtotal variability was reduced from 72% to 69.94% i.e
around two percent. Thus, it was a good tradeoff to done awifly seven test parameters just by sacrificing 2%
variability.

While studying the correlation among 14 FM parameters ingihestionnaire several parameters were found to be
related among themselves which were discussed during tedis of the study. But the highly significant relationships
were observed between channel operation round the clodB) (Rith the quality of RJs voice (P9) and with the
opportunity for the audience to interact with the celebsitiln fact people would love to hear the channel all the time
only when its RJs have catchy voice [17] (Webster and Lich®@1). Much of the success of the programme depends
upon the style of the RJs who can hold the audience for longetidn. Further, people would tune a particular FM
channel if they see any opportunity to talk to their prefdrcelebrities. Thus, FM channel operators must emphasize on
these two dimensions for making the channel more populangraadience.

By applying the principal component analysis six factor avigtentified to rate any FM channels. Thus, instead of
concentrating on so many parameters if the channel admatosttakes care of the six parameters like 1) Resource
quality, 2) Informative contents, 3) Sports briefing, 4) Regl Music, 5) RJs communication skill, 6) RJs Local dialec
competencies, they can enhance their popularity.

Among these six factors quality of resources is the most mapo factor. It is mandatory to know the likes and
dislikes of the people in the region where the channel opsrittcannot be universal for the whole country or state and
therefore one must understand the dynamics of the areaebffatization of the contents to be included in their daily
schedule for operation. People expect that FM channels givesthe latest happenings around the city and the world as
well [12] (Stavitsky, 1993). FM on the move is becoming moogpplar now-a-days. People prefer to use FM channels
during driving for their preferred latest music and intéirgg talks rather than any other music [18](GiovannoniZ)98
The factor informative contents becomes more meaningftihéf channel keep airing the educational opportunities,
scholarship programmes and any shopping offer availabtbercity [19,12](Hinman, 1992; Stavitsky, 1993). People
now a day are becoming more sports friendly and thereforgspoefing is another important parameter on which the
channels popularity is rated.

Undoubtedly RJs communication skill and his/her knowledbgeut the local dialects are the two most important
parameters which are responsible for the popularity of nbklargely [20](Bailey , 1995). The city where the studg ha
been conducted is at the Hindi speaking belt of India and neelydzause of this, most of listeners liked to listen to the
programmes in Hindi rather than any other language.

Finally, a FM channel rating point (FMRP) has been develdpediving the weights to each of the seven parameters
identified in the test battery. These weights were calcdlate the basis of the percentage variability explained by the
factors from which these parameters were identified. ThilRPMan be used by the researchers to rate a particular
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channel on the basis of the test battery developed in thitysfthe battery can be used to check the popularity of the
channel by the college students only. However studies mayndertaken to develop such index for wider applicability
on bigger audience.

This study had the two main purposes. Firstly, we wanted t@ldp a questionnaire to know the attitude of the
college students on different aspects of the FM channelat fias been achieved by developing the final questionnaire
consisting of 14 questions which measure around 70% of taévariability.

Secondly, we wanted to develop a test battery which couldsbkd by the FM channel administrators to improve their
programmes and policies. This was completed by developi@ddst battery consisting seven test parameters as shown
in Table 5. Further, an attempt was made to develop an indewkras FM channel rating point (FMRP) for assessing
the popularity of FM channels by using the parameters ifledtin the test battery and giving them weights. However, a
modified set of questions as suggested under the heading R¥NEls Rating Points should be used to rate a particular
FM channels.

7 Conclusion

The FM radio could play an important role in sustainable tigu@ent, due to its ability to mobilize the society and give
information to people about their development problems thedr solution. It encourages people and communities to
participate in social projects, and hence spurring theallvdevelopment process. Due to this important factor ihes t
responsibility of FM radio managements to devise their paogs in such a way so as to focus on problems facing the
society and their possible solutions. When planning a radigram it should be determined as to how much time should
be allocated to it and what would be its utility. For radio gm@ms some accepted rules would be formed, so as to avoid
the problems related to their broadcasting. It should bé ikemind which linguistic group dominates a particular area
and what are their interests. The present questionnaieda®syd may act as a vital instrument for the FM radio channels
to gain an insight regarding the expectations of listenensfthem so that the programme quality could be improvised
and made useful to the society.
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