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        This is a rich and timely book on the continued importance of radio broadcasting in
        contemporary South Africa. Chiumbu and Motsaathebe draw links between a variety of radio stations in
        contemporary South Africa, demonstrating how the medium continues to inform public life and citizenship. The
        specific chapters offer exciting discursive material on the vast majority of radio broadcasting in South
        Africa, but also significantly, map out how these can be thought of collectively under the banner of
        post-apartheid democratic ideals. A highly recommended reading for anyone interested in understanding radio and
        its influences both in South Africa and on the continent.
      


      
        Dina Ligaga, Wits University, Media Studies
      

    


    
      
        This is a provocative and rich collection of essays on radio in South Africa, and why it matters. Insights,
        astute overviews and in-depth accounts show how radio creates citizen publics and audiences in its democratized
        spaces. It is an upbeat and largely optimistic collection that forces the reader to take on the busy-ness of
        radio in the country…Through the pages of this timely book, even more areas of research and debate on radio
        will open up for the students of media in South Africa’s vibrant, plural democracy.
      


      
        Liz Gunner, Visiting Research Professor, LanCSAL, U of Johannesburg
      

    

  


  
    
      Radio, Public Life and Citizen Deliberation in
      South Africa

    


    
      This book critically analyses the important role of radio in public life in post-apartheid South Africa. As the
      most widespread and popular form of communication in the country, radio occupies an essential space in the
      deliberation and the construction of public opinion in South Africa. From just a few state-controlled stations
      during the apartheid era, there are now more than 100 radio stations, reaching vast swathes of the population and
      providing an important space for citizens to air their views and take part in significant socio-economic and
      political issues of the country. The various contributors to this book demonstrate that whilst print and
      television media often serve elite interests and audiences, the low cost and flexibility of radio has helped it
      to create a ‘common’ space for national dialogue and deliberation. The book also investigates the ways in which
      digital technologies have enhanced the consumption of radio and produced a sense of imagined community for
      citizens, including those in marginalised communities and rural areas.
    


    
      This book will be of interest to researchers with an interest in media, politics and culture in South Africa
      specifically, as well as those with an interest in broadcast media more generally.
    


    
      Sarah Chiumbu is Associate Professor and Head of School in the School of Communication,
      University of Johannesburg, South Africa. Her research interests include media, democracy and citizenship,
      digital and alternative media, African political and decolonial thought.
    


    
      Gilbert Motsaathebe PhD is an Associate Professor in the Department of Communication and Media
      at the University of Johannesburg and Editor-In-Chief of Communicare -- Journal for Communication Sciences in
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      Renaissance nexus.
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      Introduction


      
        The main aim of this book is to investigate various practices and uses of the radio by citizens in a
        post-apartheid South Africa. The radio medium is the most widespread and popular form of communication in the
        country. The medium occupies an essential space in the deliberation and the construction of public opinion. The
        Broadcasting Research Council of South Africa estimates that the radio medium had 35.7 million listeners every
        week in 2018, reaching over 90% of the people aged 15 years and older in rural and urban centres in a typical
        week in South Africa. There are more than 10 million households with radios in the country. Digital
        technologies have created seismic shifts in the radio industry, but these developments have not disrupted the
        importance of radio in society.
      


      
        On the other side, digital technologies have enhanced radio’s consumption. In South Africa, the print media and
        television mostly serve elite interests and audiences. Still, radio has managed to create a ‘common’ space for
        a national dialogue on critical socio-economic and political issues, in the process producing a sense of an
        imagined community for citizens, including those in marginalised communities and rural areas.
      


      
        Widespread access to radio was not a feature of apartheid South Africa as the medium was used as a tool to
        subjugate black people further and to marginalise them. The practice of racial discrimination, oppression, and
        segregation underpinned the apartheid system. The then ruling regime called for the separate development of the
        different racial groups in the country. Motsaathebe (2011) argues that the so-called separate development that was characterised by the homeland system
        was an elaborate strategy by the apartheid government to divide South Africans so that the different people
        groups could easily be controlled. The Land Act of 1913, passed long before apartheid was instituted in 1948,
        has already pushed black people into tribal homelands of what became to be known as ‘reserves’ (Khunou 2009). The apartheid state did not allow black
        people to own land, and through a slew of legislation and laws, their movement into urban areas and economic
        activities was severely controlled. Apartheid’s racial separation was on all aspects of the political, social,
        and economic life. Not only were black people separated from the whites, but they were
        also separated from each other along tribal lines to reduce their political and social power. The homeland
        system restricted an ethnic group to a particular territory called ‘homeland,’ where it would have its
        government with its president. For instance,
      


      
        
          Batswana were largely restricted to Bophuthatswana as their homeland, Vhavenda to Venda, amaXhosa to the
          Transkei and Ciskei homelands, Bapedi to Lebowa, Matsonga to Gazankulu and the AmaZulu to KwaZulu homeland,
          Basotho to QwaQwa, amaSwati to KwaNgwane and the amaNdebele to KwaNdebele while the white minority remained
          in pocketed territories of fertile and industrious land within South Africa.
        


        
          (Motsaathebe 2011: 117)
        

      


      
        Black people became subjects with limited social, political, and economic capital. In his book, Citizen and
        Subject, Mahmood Mamdani (1996)
        describes what he calls the ‘bifurcated state’ in Africa under settler colonialism. The colonial regime created
        a category of citizens who enjoyed full civil, political, and economic rights, over against a category of
        subjects who were denied these fundamental rights. Therefore, citizenship was a ‘privilege of the civilised,’
        and the uncivilised were ‘subjects’ (Mamdani 1996: 8).
        The British in particular adopted two approaches to ruling colonies: Direct rule as a form of urban power
        (which excluded natives) and indirect centralised despotism through the tribal authorities.
      


      
        Peter Ekeh in his influential essay, ‘Colonialism and the two publics in Africa,’ argues that the experiences
        of colonialism in Africa ‘have led to the emergence of a unique historical configuration in modern postcolonial
        Africa: The existence of two publics instead of one public, as in the West’ (Ekeh 1975: 91). He states that colonialism has created two publics
        that he called the ‘primordial’ and ‘civic’ publics, which operate in a dialectical relation. The former is
        associated with primordial groupings, sentiments, and activities; the latter is associated with the colonial
        administration and lacks the generalised moral imperatives operational in the private realm and the primordial
        public. Ekeh contends that colonial ideologies of legitimation denigrated African societies and cultures and
        glorified the European colonial rule. The African bourgeois ideologies of legitimation accepted colonial ideas
        and principles to justify the leadership of the elites. In this way, it separated indigenous and colonial
        publics, in which different conceptions of citizenship, morality, and material expectations prevailed. The
        bifurcation of the public realm characterised the colonial civil society (Ekeh 1975: 93).
      


      
        The media and means of communication played a critical role in the bifurcation of citizens and subjects.
        Newspapers and broadcasting systems mainly served the needs of the colonial administrators and their citizens
        and were primarily vehicles for advancing the European interests and preserving the political status
        quo. The media acted as propaganda and ideology tools and were used to counter
        nationalist aspirations (cf. Ziegler &
        Asante 1991; Bourgault 1995). The media
        thus served as hegemonic devices for the colonial ideology, to use a Gramscian expression (Stoddart 2007). The media entirely sidelined blacks (the
        subjects). African elites found it challenging to articulate their anti-colonial struggles via the mass media
        as colonial administrators instituted strict laws which regulated the right of blacks to set up and operate
        newspapers, aimed at stifling the spread of ‘subversive’ ideas. This explains why the majority of indigenous
        language publications set up by black people during colonialism did not last long (Motsaathebe 2018). Broadcasting, especially by radio, was invariably
        under much tighter control by the colonialists. The government used the radio to spread values and beliefs that
        were supportive of the empire and its interests.
      


      
        Ideologically, the radio was also used as an incitement to ethnic divisions. This does not mean that the
        colonised did not adopt different forms of opposition and resistance to this media control. Nationalists used
        the press as an instrument for mental emancipation and the decolonisation of the mind and as an essential tool
        in the ideological mobilisation and advocating of nationalist sentiments. For instance, in South Africa, the
        South African Broadcasting Corporation (SABC) was the mouthpiece of the Nationalist Party government and was
        used to serve narrow and racialised interests. Even though broadcasting stations in selected indigenous
        languages were established, the government of the day still controlled them. However, Gunner (2019), in her book Radio Soundings, shows how
        black presenters working in these radio stations used creative defiance strategies to resist the apartheid
        propaganda through the medium of language. Gunner (2019:
        22) talks about black resistance ‘hiding in the thicket of language.’ Zulu radio dramas aired on Radio
        Bantu subverted apartheid’s ideologies and were one of the hidden weapons of sonic resistance (Gunner
        2019). The African National Congress’s clandestine radio
        station, Radio Freedom, became one of the key tools used by the liberation movement to counter the
        apartheid state’s propaganda messages and to articulate an alternative political narrative (Lekgoathi 2010: 139).
      


      
        The end of colonialism and apartheid transformed state–society relations, albeit with many continuities. The
        ideas of both Mamdani and Ekeh, discussed above, point to the dilemmas of exclusion and belonging carried over
        in the postcolonial state. The implication is that the bifurcation of ‘citizen and subject’ has continued in
        postcolonial Africa. Mamdani (1996: 8) states that
        ‘although the bifurcated state created by colonialism was deracialised after independence it was not
        democratised.’ Many African countries, including post-apartheid South Africa, remain, to some extent,
        semi-bifurcated states (cf. Wasserman &
        Garman 2014). As a result, a form of elite continuity exists in many postcolonial states. Because of this,
        attempts to establish a democracy in many countries have been thwarted. In the arena of media, African states
        inherited the colonial, authoritarian media systems and repressive media laws. In the state-owned media,
        although editorial policies and faces changed, the organisational forms and structures established under
        colonialism remained the same for a long time after political independence (Ziegler & Asante 1991; Bourgault 1995). Despite the democratisation efforts from the 1990s onwards
        and the adoption of constitutions that guarantee freedom of expression and media freedom, the media face many
        obstacles, both political and economic. The coming of social media has democratised the use of and access to
        the media and communication.
      


      
        South Africa differed from other African countries in terms of its colonial inheritance in the media systems.
        Unlike most African countries, the apartheid government did not own and control the print media; therefore,
        there is no state media in the country. Although the print media during apartheid was privately owned, it
        tended to serve the interests of the state and mostly sanctioned the apartheid social and political system
        (Chiumbu et al. 2016). After the apartheid
        regime, reforms took place in the print media sector, resulting in ownership changes, a diversity of content,
        and the de-racialisation of newsrooms (Wasserman & De Beer 2005). Broadcasting, the most controlled by the apartheid state, witnessed
        far-reaching changes. While many African countries held on to broadcasting, South Africa opened up the
        broadcasting sector extensively. Through a rigorous open consultation process, the country adopted a diverse
        broadcasting system comprising three tiers – public, commercial, and community broadcasting. The radio sector
        opened up to create hundreds of radio stations. The then Independent Broadcasting Act (IBA) of 1993 made
        provision for the licensing of community radio stations to cater to the historically disadvantaged groups.
        Between 1994 and 1997, the IBA issued more than 80 community radio licences (Mtinde 2003). Today, the country has 296 radio stations – 18 public
        radio stations, 22 commercial stations, and 256 community stations.
      


      
        Despite the extensive changes that the South African media have undergone, the media, especially the print
        media and television, remain elitist and middle-class. There are certain ideological continuities between the
        apartheid media regime and the current media systems (Wasserman & De Beer 2005; Duncan 2014; Govenden & Chiumbu
        2020). Also, although the South African media landscape is moderately pluralistic, with the existence of
        various newspapers and television channels, there is a notable lack of diversity in content and viewpoints,
        especially in the print media sector. Perspectives of poorer people and people in marginalised communities are
        often missing. Duncan (2014: 92) aptly describes this
        situation when she states that the country’s unequal media system has dispossessed ‘the most marginalised South
        Africans of media spaces that should have come into being after the transition to democracy.’ Garman and
        Wasserman (2017b: 6) argue that the media
        have contributed to the ‘bifurcation’ of society by ‘privileging a narrow view of South African society from
        the perspective of elites.’ Radio, on the other hand, has attempted to provide a space for participation of a
        majority of people in the country. It is the medium that has achieved the approximation of the Habermasian
        public sphere. Radio offers the potential for more broad-based participation in deliberation and debate by
        providing multiple voices and perspectives. Digital technologies are further expanding the public sphere. By
        using these technologies, the radio sector is now able to distribute their content and
        interact with the audience in more creative and meaningful ways. Digital technologies have blurred the
        boundaries between production and consumption and enable average citizens to participate significantly
        (Urrichio 2004, cited in Chiumbu & Ligaga
        2013: 245).
      


      
        The chapters in this book show the multifaceted ways in which the radio sector in a post-apartheid South Africa
        has given space for citizens to air their views and take part in debate about significant socio-economic and
        political issues of the country. The chapters are organised into four themes, namely: (1) Participation and
        citizen deliberation; (2) Identity, religion, and culture; (3) Radio and digital technologies; and (4)
        Political economy. These themes are not exhaustive, but capture the essence of the post-apartheid South African
        radio.
      

    


    
      Participation and citizen deliberation


      
        Having a voice and being heard are essential elements in what it means to be a citizen (cf. Couldry 2010; Garman & Wasserman 2017a). Citizenship links closely with
        participation. People cannot exercise their citizenship when they are not able to voice their concerns. While
        the practice of citizenship takes place in many spaces (e.g. community meetings, street protests, social clubs,
        etc.), in our post-modern world which is spatially disconnected and where people cannot often meet face to
        face, the media create important spaces, providing opportunities for deliberation, argumentation, and
        participation. The media also act as mirrors of society and, in turn, shape the daily rhythms of our social and
        political realities. Therefore, it is within these media environments that citizenship is shaped and
        maintained. Jones’s notion of ‘mediated citizenship’ becomes vital in understanding the media’s role in
        contemporary meanings of citizenship (Jones 2006). ‘Mediated citizenship’ is defined as the process where citizens’ concerns, desires, and
        aspirations are represented and conveyed by the media. In this way, the media act as resources that enable
        citizenship practices among citizens. A radical democratic notion of citizenship (Mouffe 1992) is being applied in this instance when citizenship is
        actively constructed rather than stemming from a given legal status. In many African countries, radio, in
        particular, plays this vital role of mediated citizenship. Sibiya and Mhlambi (Chapter 1) contend that Ukhozi FM, a popular Zulu radio station with a listenership of
        more than 7.8 million, provides its listeners with opportunities to take part in the programming and this makes
        them active citizens. Some of the listeners, through their active listening, have created real audio
        communities that transcend the radio into real-time community connectedness.
      


      
        Talk radio has become a key media platform for interaction, debates, and citizen participation (cf. Bosch
        2011). In this volume, the chapter by
        Munoriyarwa (Chapter 2) argues that a popular talk radio station,
        Radio 702, acts as an agonistic public sphere. Mouffe (2000: 15) defines ‘agonistic pluralism’ as a form of radical
        democracy characterised by antagonism, difference, and dissent. This means that citizens
        need spaces where they can express their disagreements and where differences can be confronted. Radio
        702 provides this space. However, Munoyarirwa cautions against unbridled antagonism, which seems to
        characterise the station, and calls for the reclaiming of civility. Rural community radio stations are also
        facilitating active citizen participation, as demonstrated by Molale, Ogunsanya, Leketanyane, and Asak
        (Chapter 3). They argue that listeners of Mahikeng FM, a
        rural community radio station, represent themselves through ‘empowered’ participation and involvement in
        deciding what constitutes news for them.
      

    


    
      Identity, religion, and culture


      
        In promoting citizenship and participation among listeners, the radio medium also plays a critical role in
        reshaping identities. The media play a vital role in creating a sense of belonging and the maintenance of
        societal structures, values, and identity. Several scholars have shown how the media (both old and new) have
        acted as the foundation in the shaping, distribution, and institutionalisation of identities (cf. Kellner
        1995; Georgiou 2006; Buckingham 2008; Gauntlett 2008). The media act as a catalyst in helping people to imagine
        their sense of self and identity. Benedict Anderson argues that notions of identity and community are imagined
        ‘because the members of even the smallest nation will never know most of their fellow members, meet them, or
        even hear of them, yet in the minds of each lives the image of their communion’ (Anderson 1991: 6). The media create discourses for imagining community.
      


      
        The national broadcaster, the SABC, has established radio stations to cater for the 11 official languages in
        the country in the hope of promoting a sense of belonging and identity among citizens. Commercial radio
        stations have also given citizens a space to forge various imagined communities through talk radio and phone-in
        programmes. South Africa boasts more than 250 community radio stations and, as stated earlier, these were set
        up to empower communities that were previously, during apartheid, without access to the media. Over the years,
        these radio stations have facilitated the construction of new identities. Community-of-interest radio stations,
        for example, serve the purpose of identity building, mostly in the areas of culture and religion. The chapter
        by Chiumbu and Motsaathebe (Chapter 4) analyses two faith-based
        community-of-interest radio stations in South Africa – Radio Islam International (Muslim radio) and
        Chai FM (Jewish radio), and how they are essential in the formation of shared identities for Muslim
        and Jewish South Africans respectively across the globe. Chapter 5
        also discusses radio and the creation of Muslim identities. Haron argues that soon after the end of apartheid,
        South Africa’s Muslims were among those religious minorities that made certain that structures and institutions
        were erected to maintain their identity as Muslims. One way of achieving this was the creation of community
        radio stations. The chapter evaluates two audio-streaming South African Muslim radio
        stations, and how they reinforce Muslim identities.
      


      
        The radio medium can also facilitate the mediating of conversations on religion and culture. In Chapter 6, Frahm-Arp analyses how Prophetic Pentecostal-Charismatic
        Christian (PPCC) issues are understood and talked about on a secular talk radio station – Radio 702.
        In South Africa, like most African countries, Pentecostalism has become an increasingly prominent feature of
        its religious and political landscape (cf. Anderson 2005). In recent years, there has been media coverage of Pentecostal church leaders performing fake
        miracles and also stories of financial scandals in the church. These developments have created heated debates
        in many societies, and the radio sector has played an essential role in mediating these debates. Frahm-Arp
        argues that Radio 702, while it afforded space to both the accused church leaders and their followers,
        still performed a limiting role where the presenters framed the PPCC churches as illogical and unscientific,
        thus failing to equitably articulate the deep meanings that were attached to their faith and beliefs. In
        contrast, Vukani Community Radio, located in a small town in the Eastern Cape, the focus of Chapter 7 by Tyali, contributes to plural religious voices and belief
        systems. Vukani Community Radio thus becomes a site of many religious communities of interests.
      


      
        Religious radio stations take up a large proportion of the African broadcasting landscape. Most of them are
        Catholic stations. In contrast to other African countries which have multiple Catholic radio stations, South
        Africa has only one station – Radio Veritas. Karombo and Kibombwe in Chapter 8 argue that, apart from promoting integral evangelisation, Radio Veritas builds a
        participatory citizenship among the Catholic community in the country. Even though the station does not operate
        as an inclusive public sphere as it does not target non-Catholic listeners, it serves marginalised groups being
        overlooked by the mainstream media, such as the elderly, children, the sick, and the poor. In this way, the
        station creates a sense of unity and belonging among Catholic believers (cf. also Frahm-Arp 2011).
      

    


    
      Radio and digital technologies


      
        A majority of radio stations in South Africa have adopted the use of digital media technologies, partly made
        possible by the high connectivity and penetration rates of mobile phones. According to the Report on the
        State of ICT Sector in South Africa by the Independent Communications Authority of South Africa in 2020,
        the country’s smartphone penetration amounts to more than 91.2% (ICASA 2020). The radio medium in South Africa,
        as elsewhere, has become interactive and listeners can now access it on multiple platforms. Listening to a
        radio station on the internet allows diverse forms of engagement and utilisation.
      


      
        The emergence of the internet has not killed radio as previously feared but has enhanced and transformed the
        medium. One major transformation of the radio sector is the emergence of a new medium – r@dio – which describes
        operations that sound like traditional radio but which are accessible via audio-stream on
        the internet. Baird and Krüger in Chapter 9 explore the operations
        of several r@dio stations in the country in terms of their content offerings and how they create and construct
        audiences and measure success. They argue that this new medium offers real opportunities for extending citizen
        participation in the public sphere by making it possible for new voices to establish a media presence.
      


      
        The use of digital technologies (specifically mobile phones) on traditional radio stations has undoubtedly
        improved the level of audience participation. Radio shows are ephemeral – meaning that people often feel the
        need to respond at the time of airing or else everything feels irrelevant. However, digital technologies have
        introduced an archival element to the radio medium. People can now react to topics that aired much earlier,
        either by listening to podcasts and posting their comments or by directly responding to a topic or debate that
        was raised on social media. Sitto and Lubinga (Chapter 10) show how
        technology has enhanced the participation in radio narratives and altered consumption patterns. They analyse a
        selection of stations that fall under digital radio and r@dio categories to determine how digital technologies
        have rebirthed new radio cultures in the country. They note, however, that these digital developments are
        taking place in urban areas, while rural audiences are increasingly growing disempowered to engage in
        conversations that are accessible to the privileged few who can afford access to technology. However, community
        radio stations in rural areas are fast catching up with digital technologies, as demonstrated by Molale,
        Ogunsanya, Leketanyane, and Asak (Chapter 3) and Tyali (Chapter 7). Digital technologies are slowly transforming the operation mode
        of community radio stations.
      


      
        The merging of media outlets known as ‘convergence’ is the subject of Chapter 11 by Turner. She focuses on how charity programmes on the radio, serving the public, with
        non-profit interests, can represent one way of redressing social imbalances caused by capitalism. To achieve
        this, the radio medium depends heavily on converged media spaces. Turner critically examines the ambiguous
        nature of the radio charity genre between altruism and commerce and reflects on its role in South Africa.
        Chapter 12 by Smurthwaite and Ncube explores how two regional
        commercial music radio stations (YFM and Radio 947) use Twitter as a tool to relate and
        interact with their respective audiences. The chapter demonstrates that commercial music radio listening for
        these two stations, particularly YFM, is now overlapped by discussions, comments, feedback, and
        opinions on Twitter, both connected to radio and separate.
      

    


    
      Political economy


      
        The media operate within the economic and political structures that constrain as well as facilitate their
        operations. The political economy of the media focuses on issues such as ownership, funding, and policy in
        regulating how media companies operate. These macro issues have implications for micro-dynamics, structuring the production and reception of mostly talk radio. Micro practices in radio
        houses include gatekeeping techniques and journalistic practices that influence programming and audience
        engagement. Nkoala and Matsilele discuss these issues in Chapter 13
        which analyses the production practices of an economic news programme on talk radio stations, and Motsaathebe
        and Tsarwe (Chapter 14) who analyse the implication of gatekeeping
        on audience engagement on popular talk radio – Radio 702. Nkoala and Matsilele seek to discover the
        extent to which South African talk radio stations fulfil their normative role of ensuring that disparate groups
        participate in shaping narratives around the structure and direction of the country’s economy through their
        coverage of economic matters. They find that jargon, subject matter, and production practices that are employed
        by these radio stations perpetuate the status quo where some groups, and therefore some views, are
        excluded from the broader economic conversation. Motsaathebe and Tsarwe argue that although the station
        encourages a cocreation in the production of messages by audiences, the levels of participation are still
        stifled by the producers and presenters who, understandably, have to take responsibility for what goes on air
        and ensure that audiences make a meaningful contribution. Therefore, the issue of genuine participation by the
        audience in these types of programmes is far more complex, given the elaborate gatekeeping processes that take
        place behind the scenes. Political economy dynamics have an implication on gatekeeping practices in newsrooms.
        Radio 702 is a commercial radio station that operates within the confines of the commercial
        imperatives.
      


      
        The last chapter in the book (Chapter 15) by Bergh focuses on the
        presentation of the evening radio programme Geldsake (money matters) on an Afrikaans radio station,
        Radio Sonder Grense (Radio Without Borders). The chapter argues that this radio programme functions as
        an everyday ritual that brings comfort and perspective to its listeners. Bergh highlights the conversational
        style and natural warmth and humour characteristics of the presenter, and the use of multimodal metaphors
        involved in the overall discourse of the programme. The chapter views radio programmes as semiotic artefacts
        that play a role in meaning construction in everyday rituals and the expression of identities.
      

    


    
      Radio, public life, and citizen
      deliberation


      
        The chapters in this book show that radio is undoubtedly a resilient medium of enormous importance in public
        life. Despite the limitations of this medium, as pointed out by some authors in this volume, radio has given a
        voice to South Africans across race, class, gender, and ethnicity. Nick Couldry (2010), in his book Why Voice Matters, states that
        neo-liberalism has led to the crisis of voice across political, economic, and cultural domains. Several
        scholars in the critical political economy of the media approach have repeatedly demonstrated that, due to the
        hyper-commercialisation of media corporations, there is a narrowing of the diversity of
        content and views. The media are unable or unwilling to expand the media space to include marginalised and
        class-based voices (McChesney 2004;
        Wasserman & De Beer 2005; Deane 2005). As mentioned above, the print and television
        mainstream media in South Africa do not always accommodate the voices of the marginalised. Radio, on the other
        hand, has attempted to provide plural voices. Radio, more than any other medium, goes a long way in the
        construction of a public. Drawing on the concept of the public by Michael Warner (2002), Chiumbu and Ligaga argue that the radio constructs its
        listeners not only as audiences but as publics. Warner defines a ‘public’ as
      


      
        
          a space of discourse organised by nothing other than discourse itself. It is autotelic; it exists only as of
          the end for which books are published, shows broadcast, websites posted, speeches delivered, opinions
          produced. It exists by virtue of being addressed.
        


        
          (Warner 2002, cited in Chiumbu & Ligaga 2013: 245)
        

      


      
        Therefore, ‘publics do not exist apart from the discourse that addresses them’ (Warner 2002, cited in Chiumbu & Ligaga 2013: 245). This means that listeners do not merely listen to the radio
        station, but actively participate and are united as a public through the discourses on the radio. Thus, a
        ‘public’ is ‘a coherent entity whose nature is collective; an ensemble characterised by shared
        sociability, shared identity and a sense of that identity’ (Warner 2002, cited in Easton 2005:
        23; original emphasis). Easton (2005) states that a
        group of people listening to the radio comprise an audience or a collection of listeners. Still, a group of
        people listening to the radio and participating in deliberation through phone calls, e-mails, and social media
        encompass a public (cited in Chiumbu & Ligaga 2013:
        245). Audiences of talk radio, specifically, form an influential public as they can view themselves as part of
        a dispersed community engaging with similar radio content through the act of calling in, hearing themselves on
        air, and hearing fellow listeners call (Easton 2005:
        17). Topics raised on the radio are further discussed on social media platforms, creating a virtual community
        around issues of national importance. People who are strangers are temporarily united in their pursuit of
        information (Chiumbu & Ligaga 2013: 246). Radio thus
        provides a shared communicative space to discuss and deliberate on issues of national importance.
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      Introduction


      
        This chapter discusses developments adopted by radio-listening communities in determining the nature of their
        social relations with the radio, specifically the Zulu-language-based public radio station Ukhozi FM,
        established during the early 1940s. What is being called into question behind these developments in the
        Ukhozi FM community’s radio-related life is the idea of a singular, one-dimensional communication
        system. While the engineering of radio programming is an unavoidable factor in modern states, with African
        audiences the agency of a listening community in determining the overall strategies of radio programming
        reveals itself to be a big part of establishing who is the presenter in the radio station and the extent to
        which the presenter builds rapport between the radio station and its listenership base, as well as other
        external (inter)national interested radio communities.
      


      
        The idea that African audiences are highly interactive in that they determine the daily activities of their
        specific radio station has recently been tested in several protracted and highly publicised spats between the
        radio management and African audiences of specific radio stations. One case in point is the sacking of a
        popular kwaito artist and famous music producer, deejay (DJ) Sbu (aka Sibusiso Leope) and a television
        personality, Zama Nhlapho. Both presented Ukhozi FM breakfast shows and were forced to abandon the
        programme after the station as well as the print and social media platforms were inundated with complaints from
        the station’s listenership base (Mhlambi, Mjiyako,
        & Zungu 2019). Seemingly, these listeners, who belong to ordinary folks with their interconnections to
        other forms of social and political organisations, have drawn on the strengths of social arrangements within
        their local civic organisations to form not only an active audience for the radio but also a political
        avant-garde structure that proceeds from their created grassroots social composition. These
        organisational structures ensure that listeners speak with crystal clarity and from an informed collective
        position when challenging the radio management.
      


      
        This chapter focuses on two case studies. The first involves Nhlekelele (his real name is Mjabuliseni Qwabe),
        who was first a listener and later became a presenter and celebrity at Ukhozi FM. The second case
        involves Owen Ndlovu, who was a sports commentator on Ukhozi FM and then turned
        businessman and introduced the Summer Song of the Year concept to the SABC which took the notion of audience
        participation to new heights. Following the active listening habits of Nhlekelele and Ndlovu, this chapter
        challenges the very principle of Anderson’s notion of ‘imagined communities’ regarding African radio
        communication systems and their listeners. African radio audiences are using traditional media and social
        media. Through SMSing (sending texted messages with mobile phones) and Twitterverse (using Twitter), Ukhozi
        FM listeners have introduced novel ways through which traditional radio and television transmission could
        expand its footprint and at the same time serving the radio listeners’ material interests, which also extend to
        local municipality-related programmes that use the spin-off to invest in tourism and leisure.
      

    


    
      African-language radio listeners and their
      interests


      
        In the study of early radio broadcasting in South Africa, Thokozani Mhlambi (2015) observes that pioneering isiZulu radio presenters, Mpanza,
        Dhlomo, and Masinga moulded the cultural and intellectual lives of their African listeners. These three
        presenters had varying temperaments in their interfacing with state agencies responsible for the introduction
        of an African-language radio service. The roles of these presenters interfaced with three essential tiers of
        control, which determine their positions within the South African Broadcasting Corporation’s (SABC) management
        and their relationship with the African publics. They interacted with the ministerial paternalistic directives
        which excluded them in the directions envisioned in the total structural engineering of radio broadcast; they
        interacted with their immediate managers who remained bosses by pulling strings and excluding them in bigger
        visions of the broadcast and their roles within that sphere; and they interacted with their audiences and
        publics, where their roles as presenters were also strained and ambiguously received.
      


      
        Mpanza, the very first presenter of the radio station, had a two-fold relationship with the SABC, determined
        mainly by the white liberal attitudes that recommended him to the language service. His ambiguous position
        elicited multiple responses. On the one hand, he was viewed as participating in the dominant culture’s
        formation of ‘cultural zoos,’ an aspect which was increasing in all subjugated societies throughout the globe
        at the time. On the other hand, especially given the context of his other engagements with the activities of
        the Zulu Society established in 1936, he was seen as attempting to preserve aspects of the language and
        culture. The peremptory nature of the SABC’s relation with Mpanza as a presenter of war news and other
        programmes introduced pro-traditional sensibilities which, while in keeping with his language consciousness,
        were also troubling in its being appropriated by the segregationist government for controlling Africans
        (Mhlambi 2015: 66). These double-edged dialectics affected
        the moulding of future presenters and their audiences as can be seen with the critical
        responses of Dhlomo and the quiet tactical negotiations of Masinga.
      


      
        Radio commentators shyly take up the dimension introduced by the African audiences’ highly complex soundscapes
        and communicative ecology (Slater & Tacchi
        2004). Communicative ecology entails the complete classification of communication media types and
        information flows within the community. The introduction of African-language radio services were inserted into
        highly developed cultures of interactivity stemming from the oral world and its variant forms of oral
        discourse. The initial write-ins which started from Mpanza’s tenure (Mhlambi 2015) right up to the moment when Kansas City Mchunu used a combination of write-ins and
        phone-ins in the 1970s in his programme Zakhala Izingcingo (phones ring), are some of the
        indications that African audiences are attuned to the African-language radio services as a communication
        technology in which they can have a stake in the communicative act. Radio Zulu audiences in this
        programme and later ones such as Akesishiyelane (let’s share together), Ezawomama
        (women’s matters), and Jabul’Ujule (be happy and content), made relatively easier by
        the mobile phone culture, have seen them engaging in contemporary issues which situate African lived
        experiences across all sectors of the society. This redirected paths against traditional authorities relate to
        their subversive language when referring to the apartheid state, white and African forms of patriarchy,
        exclusion, marginalisation, and other forms of deprivations (Nkosi 2014).
      


      
        Nonetheless, what remains to be understood is how these audiences can subtly infiltrate radio programming,
        being mostly conceived as a one-way form of communication. To this end, the work of Gunner (2019) on the participation of audiences in radio broadcasts is
        significant. She posits that the African radio medium also works within oral frames of reference on which these
        audiences base their interactivity. Her notion of the ‘migratory nature of orality’ refers to the entry point
        through which audiences stake a claim on a radio station which uses their language for communication, as the
        examples below will illustrate.
      

    


    
      From poor listener to self-made celebrity and
      radio personality: The case of Nhlekelele


      
        The success of interactivity between radio presenters and their audiences became a tradition, especially after
        1994, since when some radio listeners have transcended their inherently imaginary existence and, instead, have
        become very popular as listeners, almost evolving into celebrities in their own right in the audio community.
        Since the advent of mobile phones and the resulting enhancement of the communicative ecology, Ukhozi
        FM radio station’s listeners have utilised these devices to turn their imaginary existence into real
        existence by making regular calls to the radio station. This audio community of regular callers comprises more
        than a handful of personalities who started as ordinary callers and who were imaginary at least from the radio
        station’s perspective. Frequent callers who turned into radio personalities in Ukhozi
        FM are Nhlekelele, Kutuza, Mzonjani, Bhojasi (late), City Ximba, Sipho Ndima, Jazi, Mandla Zulu
        (‘Boyfriend’), Bongani Miya, Melusi Zindela, Mathuli Thuli Nkwanyana, and others. Notably, these personalities
        made regular calls, at least once in every programme, from the breakfast show through to the mid-morning,
        lunch, and afternoon shows, until the night shows. With the radio station boasting a listenership of nearly 8
        million listeners, thousands have since complained about this situation, as they find it extremely difficult to
        have their calls picked up by the radio station. However, the above-mentioned personalities seem to have found
        a way of making those calls and have succeeded over the years.
      


      
        Perhaps what has made these callers popular and their voices and names linger in the minds of other listeners
        is not only the regularity of their communication with the station but also their tendency to emulate the radio
        presenters. They do this by having their signature catchphrases whenever they are on air. In other words, radio
        presenters serve as these listeners’ role models, and their interaction becomes somewhat self-reflecting on the
        part of both the presenter and listener. For example, Bongani Miya will say his name and surname and where he
        comes from – that is, Ezakheni Township in Ladysmith. His signature is unchanged each time he calls, before
        airing his comments on the issues of the day in that particular programme.
      


      
        Another example is that of Jazi. Most radio presenters recognise his voice, and when he goes on air, he will
        introduce himself in this fashion: ‘Ukhuluma noJazi, eDumbe, eMangosuthu eMasimini’ (You’re talking to
        Jazi, in Dumbe, at Mangosuthu area at Masimini village). As he bids goodbye, he has another catchphrase:
        ‘Hhelahhela!’ This term does really have any meaning other than an exclamation of happiness. Nhlekelele (a
        nickname, meaning ‘disaster’), also has a popular catchphrase with which he greets the audio community
        humorously: ‘NguNhlekelele, udomethi, umasaka, into engafundile, i-principal yasehostela’ (It’s Nhlekelele,
        the doormat, the useless one, the uneducated thing, the hostel’s principal). These words sound more like
        self-created praise names than real names, and the intention is to amuse the listeners because there are no
        principals at the hostels. Oral art forms naturally find ways to express themselves through the auditory
        sector. The fact that he calls himself an ‘uneducated thing’ is significant, because Nhlekelele is not well
        educated, and because of this, he tends to degrade himself. Nhlekelele also calls himself a ‘disaster’
        (probably because of the unexpected things that he always utters). When he greets the radio-listening
        community, he would say, ‘Amen!’ or ‘Good morning’ at night, or ‘Good evening’ in the morning. The deliberate
        switch of greetings intends to amuse the listeners, and this helped to shape and create his personality on air
        from which, later, a celebrity has emerged. The fact that he calls himself names like ‘doormat,’ ‘principal of
        the hostel,’ and the ‘uneducated thing’ is revealing of his level of education. We believe that it is an
        escapist way of dealing and coming to terms with his limited education. We learn that, as a young boy, he
        aspired to become someone significant in the community. This deliberate use of words is
        an attempt not only to escape his real self but also to accept it, which is a public emotional exercise.
      


      
        Mjabuliseni Qwabe (he turned 45 in 2020), aka Nhlekelele, originates from oBuka near eMpangeni. He
        dropped out of school in Grade 3, following the death of his mother when he was only in Grade 1. Qwabe fathers
        three boys, namely Mmeli, Falabo, and Nkonzo, and remained single following the untimely death of his fiancée
        before 2010. He works at a hospital in Germiston, east of Johannesburg, and his being a regular caller on
        Ukhozi FM has since earned him a better position at the hospital, considering his little education. In
        an interview with a daily newspaper, he reveals that his manager, on discovering that he was the regular caller
        at Ukhozi FM, gave him a better position (Khuzwayo 2010). His new position entails transporting nurses and blood samples to the blood bank in
        Boksburg. This suggests that in different communities the radio is used for various purposes and it is
        associated with a wide range of meanings beyond communication, including asserting a kind of status.
      


      
        Nhlekelele has had regular interactions with the radio station for more than 20 years. Outside his interactions
        with the radio, he often gets hired as a master of ceremonies during weddings, twenty-first birthday parties,
        and wedding anniversaries, and he is remunerated for that, just like any celebrity will charge for rendering
        the same services. His mere presence is celebrated even at funeral services. In 2010, his loyalty as a regular
        communicator with the radio station, particularly during the late-night slots, bore him some fruit when it
        earned him an exclusive, prepaid trip to England. He was invited by one of the England-based radio station’s
        listeners, Nhlanhla Sithole, to spend a few days in the latter’s offshore apartment. Nhlekelele’s positioning
        during late-night slots, necessitated by the nature of his job at the hospital that operates 24 hours per day,
        is coincidentally strategic, and this serves him well because his activity is during the most popular slot.
      


      
        Nhlekelele’s invitation to visit England drew the attention of the media, and, more importantly, challenged the
        essentialised notion of the imagined community about whom Anderson (1983) strongly contends. The regular
        travels of Ukhozi FM to different areas as part of its social outreach and marketing drives also
        confirm the challenge to this essential one-dimensionality of the communicative system. When Ukhozi FM
        presenters travel to spaces and places where a regular caller resides, they will make sure to visit that
        particular caller and physically interact with them, making them more real to the listeners. As presenters
        postulate and imagine the listeners, the listeners simultaneously imagine and vivify the radio presenters. The
        presenters imagine that their regular listeners are on both ordinary and extraordinary levels – ordinary in the
        sense that they do exist out there as human beings, and extraordinary as they are regular listeners. They
        cannot therefore be disregarded or relegated to the imagined world. That is one of the reasons why when
        listeners are encountering presenters face to face, they are often shocked because their physical looks do not
        match the voice they hear on radio – the voice through which they create a specific picture in their minds
        (Sibiya 2001). It is their imagination of each
        other that drives them to want to have a face-to-face encounter and this process of
        turning the imagined into real becomes an interestingly shocking one (not necessarily in a negative way).
      


      
        Besides, when one of these callers lose their cell phone or they become sick, the entire audio community would
        know about it, revealing a public–private interplay between them in similar ways to the celebrities. We also
        contend that these callers create their audio community by becoming friends with each other on the airwaves – a
        sub-community within a broader imagined community. When a caller talks on the airwaves and is invited to greet
        a few people, they will send regards to other regular callers. Those particular callers whose names have been
        mentioned on air will, in return, greet the first caller as soon as they start talking. As a result, the names
        of regular callers are mentioned constantly and circulated on air daily. Some of these names, including
        Nhlekelele’s, are mentioned more regularly than the names of radio presenters. Their on-air popularity results
        in their eminence in the communicative ecology beyond the radio and their respective individual communities. It
        earns them roles as community spokespeople and agents for both audio and societal groups in that they do not
        only comment about development or its lack in their areas, but also carry messages of birthday wishes and
        deaths in their respective communities.
      


      
        Stated differently, they are trusted with both the communal and individual messages, while the less fortunate
        callers rely on these regular callers to convey their messages. They unfailingly convey on-air birthday
        messages from different people in their communities or network of friends on a daily basis. Private information
        regarding birthdays typically remains unknown unless someone divulges it on air. Hence, we think that the
        community members, due to their privileged positionalities and regular interactions with the radio station,
        give these callers messages to voice them on the radio on their behalf. It is this constant, mutual dialectic
        between them and the radio station that makes radio programming in Africa and South Africa an exciting
        phenomenon.
      


      
        Without the regular callers, whose good fortune remains a mystery to those who continuously try in vain to call
        in, radio programming is almost non-existent. In other words, distant as they are from the engineering and
        programming facilities, their calling-in becomes integral to the radio programming. This interaction between
        radio production and consumption affirms the assertion of Tacchi (2000: 289–298) that radio is ‘central to the everyday lives of most people in their leisure
        pursuits, as a soundscape to their domestic and work lives, or in developmental enterprises and promotion of
        democracy.’
      


      
        Nhlekelele attributes his success in life to Ukhozi FM, mentioning, particularly, its presenters
        Ngizwe Mchunu and Vusizwe Langa. Perhaps the assertion that there is a real mutual interaction between the
        radio station and its listeners is best illustrated in the 2014 case, when the late former Ukhozi FM
        DJ Vukani ‘Chilli M’ Masinga invited Nhlekelele to co-host one of the weekend’s evening shows. Masinga
        (aka Daddy) was later forced to leave the radio station following allegations of a misdemeanour.
        Masinga, who shockingly passed away in January 2020 at the age of 42, successfully co-hosted the show with
        Nhlekelele and enhanced an even glibber rapport, thus making the latter smoothly
        transcend the boundary between production and consumption of radio content. Nhlekelele handled the new
        challenge quite well and his tenure as a radio presenter is vividly remembered as much as his tenure as a
        listener. The listeners were not surprised by Nhlekelele’s voice as he has been one of the top regular callers
        for the past two decades. Although this bodes well for the radio station’s general listenership base, it is
        worth noting that, as a presenter, Nhlekelele would not part with his other counterpart role as a listener.
        When he is not formally presenting content, he will still unflaggingly make those calls, consequently blurring
        the borders in the rigid perception and understanding of radio production and consumption.
      

    


    
      Linking SABC radio audiences to mobile phones,
      social media, the internet, and broadcast and print cultures


      
        
          Owen Ndlovu: ‘SABC stole my millions’.
        


        
          (Makhoba 2020)
        


        
          SABC ‘stole my Summer Song of the Year concept’.
        


        
          (Bambalele 2019)
        

      


      
        These are some of the headlines that screamed from the local daily newspapers at the end of 2019 and the start
        of 2020. The catastrophic announcements to radio listeners who participated in the Summer Song of the Year
        competition disrupted decades-long traditions of programming and listening cultures that have come to define
        the African-targeted broadcast, either in African languages or in English. The news coverage about the tussle
        over the Song of the Year concept between Ndlovu (founder and owner of Michael Owen Productions) and the SABC
        was soon followed by in-depth interviews on the SABC’s Morning Live show and other SABC shows, where Ndlovu and
        the SABC management explained to irate radio listeners and other media publics the contractual clauses and the
        court interdict which failed to announce a song playing at the turn of the year. It soon became clear that the
        listeners’ indignation was not partisan, but was carefully crafted around vested interests: Their year-long
        preparations in their social spaces for the festival, their favourite artists missing out on prizes, and, most
        of all, missing out on the prizes after spending massive amounts SMSing to their stations with suggested
        favourite songs.
      


      
        The tussle with Michael Owen Productions is a grey area. Due to the lack of space, this chapter will not cover
        this in detail, but will only mention a few notes on how this song-of-the-year concept came about. Born in
        Soweto, Ndlovu grew up in Glencoe near Dundee in KwaZulu-Natal. The deprivation of rural existence drew him to
        Radio Zulu as pastime activity, while he had dreams of working as a presenter at this station. His
        favourite presenter was Cyril Bongani Kansas City Mchunu, and out of a desire to be like Mchunu, he studied News Anchoring at the South African Academy of Dramatic Arts in Johannesburg in 1991. Upon
        completion, he picked up employment in a heel and laundry-peg making company. In 1993, he decided to leave the
        job and study Sound Engineering at Mexus College, a qualification he never finished. Nonetheless, he utilised
        some of the skills from this qualification when he worked with the Soul Brothers as their sound engineer.
      


      
        His interest in the showbiz industry was born and he tried his luck, without success, with the Shell Road to
        Fame Competition, a talent scout programme that helped many local vocal artists to shoot to stardom. He joined
        Dan Tshanda’s SPLASH band as a backing vocalist (Ndlovu 2019) until around the time he was appointed by the SABC as a sports presenter for Ukhozi
        FM – from 1998 to 2017. The contract that Ndlovu held with the SABC as sports presenter ended two years
        after he had closed another separate contract with the Corporation for the Summer Song of the Year competition,
        which kicked off in the middle of 2015. For the next three years, the competition ran without a glitch. It
        began to experience problems after the launch of the campaign towards the close of 2019, whereby it is alleged
        that owing to the expiration of the contract in March 2019 between the SABC and Ndlovu (and his company,
        Michael Owen Productions), the SABC took over running the campaign without the further involvement of Ndlovu’s
        company. On the eve of the announcement, on 31 December 2019, Ndlovu procured an interdict from the High Court
        and stopped the SABC from announcing the winner of that year. The case was set for 10 February 2020, where the
        court would determine if the concept of the voted song of the year is Michael Owen Productions’ intellectual
        property, or if the SABC acted within its right to go solo with the campaign, seeing that his contract had
        ended. An out-of-court settlement was reached between Ndlovu and the SABC, the details of which were never
        divulged to the public. Nonetheless, Ukhozi FM was given the legal right to announce the winner and
        this was done in March 2020.
      


      
        The contested notion in the debacle lies in the semantics of ‘voted song of the year’ as opposed to ‘non-voted
        song of the year.’ The idea of the non-voted song of the year, which featured in the Top 10 or Top 20 or even
        Top 40 playlists of a radio station, is an old concept. In Radio Zulu, Kansas City Mchunu’s Zakhala
        Izingcingo in the 1970s was the forerunner. Since then, many other African-language radio services, including
        African-targeted radio stations, had top songs in their charts’ countdown pushed through programmes, especially
        those being presented during the weekends. Michael Owen Productions has since innovated the concept by not only
        marrying voting radio publics of the 18 SABC radio stations to the best song of the year but also by linking
        the event with a range of other entities in the showbiz industry, print, broadcast, and new media technologies,
        including its socials dimension. Michael Owen Productions has further linked all these entities with music
        genre supporters; these, on their own, occupy a different world of die-hard supporters who have a web of
        events, festivals, fashion battles, and dance styles connected to the genre and would
        therefore have a visible and tangible role in influencing who wins the song that ‘breaks’ the year.
      


      
        These Maskandi1 music fans and publics of other genres have
        always existed, participating in regional events, sometimes as bitter rivals. Still, the Song of the Year
        competition temporary makes them forget their long-standing feuds and all would rally around an artist to
        emerge from the province or a Maskandi supporting group. Together, all these Maskandi supporting groups are
        called AmaBhinca (the traditionalists). Still, they are divided into subgroups determined by their
        favourite Maskandi artists such as Cevuzile, Abafana bakaMgqumeni, Ichalaha, Khangelani DSD, Bahubhe, Jaiva
        Zimnike, and Igcokama Elisha. The biggest group with a fan base of 156,816 members is The Blue Nation; the
        group’s lead singer is Khuzani Indlamelemze Mpungose whose cult-like status is mesmerising. These groups seem
        to be a driving force behind the popularity of the Maskandi music genre, and the genre is kept alive through
        several festivals and activities around it throughout the year. The running slogan through all these groups
        centres around notions of being a conspicuous consumer, known as igcokama – a well-groomed, modern but
        very traditionalist and conservative individual – which sheds existing stereotypes of Maskandi musicians and
        their fan bases as backward and unkempt (Ayandastk_Media 2020).
      


      
        Michael Owen Productions linked this vast, complex Maskandi fan base and its grassroots organisation to the
        summer song competition. Not only do these fans participate through SMSing, but they also present themselves at
        the event of announcing the winning artist and listeners at Richards Bay’s annual two-day festivals (31
        December and 1 January). These festivals offer a line-up of prominent stars on New Year’s Eve and upcoming
        artists on New Year’s Day, and the latter artists will, in turn, be new entrants in the New Year Summer Song
        competition. Not only did the sudden boom of tourists in such a far-flung area as Richards Bay make this place
        vibrant with festival activities, but local businesses in the accommodation, restaurant, craft, and taxi
        industry also experienced profits with the flood of merrymakers who came for the two-day events which usually
        concluded with a Family Day Picnic Festival at the beachfront. Both the listeners and businesses organised
        extensively away from the radio, and the failure to announce the winning artist for the 2019 competition
        explained the venting of indignation by listeners of Ukhozi FM when the courts interdicted the SABC.
      


      
        The idea for the concept germinated in 2010 when the Uthungulu District Municipality in KwaZulu-Natal hosted
        the Nigerian national football team at Richards Bay during the World Cup. The municipality wanted to flag the
        district as a tourist destination, and that event alone attracted between 40,000 and 100,000 visitors over two
        days. When Michael Owen Productions pitched the concept to the SABC, it had the support of the Uthungulu
        District Municipality, because it already had the extravagant Come Duze/Last Dance Music Festival running.
        Ndlovu further had support from Sipho Ndaba of Imbawula Investments, which owned the Last Dance Festival and
        had partnered with the KwaZulu-Natal provincial government in a Private/Public Partnership Programme. The Imbawula Investments had further partnered with SABC television and
        radio services such as Ukhozi FM and Metro FM for a live broadcast of the events. Therefore,
        by 2019, this festival had already been the highlight of the city’s tourism calendar for nine years, having
        attracted no fewer than 20,000 revellers, while each year the revenue for the city amounted to R250 million.
        With Michael Owen Productions’ collaboration with this network, the Uthungulu District Municipality revenue
        increased to R100 million over the two days, with public and government institutional stakeholders at all
        levels of Uthungulu District Municipality society benefitting.
      


      
        In numerous promotional interviews given to the national broadcaster and print media, Ndlovu has decried the
        modest lives of artists, with a number of them making millions for their music companies and earning little in
        return. Further, he was concerned about the emerging trend that always supported prominent internationally
        known artists who knew how to play the industry and its associated networks, while no consideration was given
        to young and upcoming artists and the genres they espoused. His idea sought to level this field by providing
        radio listeners with a chance to decide on favourite South Africans musicians who genuinely resonated with the
        values and worldview of African society in the country. The concept was beneficial to the SABC as his
        competition drew in an active listener base, and later on, when the competition was attached to the payment of
        TV licences, the SABC was at once able to start addressing long-standing crises of income generation through TV
        licences. The public was also to benefit as two cars were to be given away, one for the listener who chose the
        correct artist and the other for having paid their TV licence. The artists themselves also benefitted, as the
        winner received a car and a cash prize. The other artists in the top ten also received cash prizes.
      


      
        The campaign brought together all 18 SABC radio stations, and each station encouraged its listeners to vote for
        their favourite song. The winning artist was announced live at the SABC 1’s Come Duze on New Year’s Eve, which
        was transmitted at the Last Dance Music end-of-year bash in Richards Bay. Depending on where the winning artist
        was, he was flown in by helicopter into the bash to perform the winning song when the clock struck midnight.
        The winning song was required to have been a hit song, to have dominated at least five SABC radio stations, and
        to have received the most number of votes from all SABC radio stations combined. The listeners were to SMS
        their choice to a dedicated line attached to the radio station. The issue of a dedicated line is another aspect
        that sparked the furore between Ukhozi FM and Michael Owen Productions. On realising the embargo
        granted by the court on the eve of the announcement by Ukhozi FM on 31 December 2019, the station
        opened a separate line and proceeded with the competition. It would seem that they also did the same thing the
        previous year, sparking the Twitter furry of vote-rigging which, according to irate listeners and the Limpopo
        Artists Movement, resulted in an artist from Limpopo, King Monada (aka Khutso Steven Kgale), losing
        the competition (Mjo 2019). Nonetheless,
        Michael Owen Productions’ concept was well embraced by the national and provincial
        Department of Arts and Culture, the KwaZulu-Natal Provincial Municipality of Uthungulu District, and the SABC’s
        management (Khanya PR & Media Solutions n.d.).
      

    


    
      Expectations (un)fulfilled: The Twitterati, radio
      DJs, and drama at the votes


      
        Although the Summer Song of the Year competition was subjected to certain forms of adjudication which ensured
        transparency, when the SABC released the voting figures which were followed by a full audit by the firm, Sizwe
        Ntsaluba Gobodo, to showcase to the public the breakdown of votes for the artists nominated for the campaign,
        the Twitterverse was put into a spin when the outcomes did not meet their expectations. From broadcast and
        print, the battle took to social media. The Twitterverse was abuzz with tweets and memes of local and
        international popular culture celebrities and local political notables accompanying incisively crafted phrases
        that sprouted in all directions. The opinion pieces included broader issues. In one case, the rigging of the
        competition results made them demand that Ukhozi FM account for the missing 18,000 votes which would
        have changed the outcome (Mthombeni 2019). In
        another case, the Twitterati took swipes at what they considered to be ethnic prejudices of some radio stations
        such as Ukhozi FM in the choice of winning artists. @_itsmalenhle said:
      


      
        Why are Zulus called tribalists. Banomoya is not even a Zulu song yet we are happy for it. We dislike Malwedhe,
        we don’t dislike Pedi people. King Monada just needs to stop making temporary songs. By 1 December that idibala
        had already lost momentum. Let’s be honest.
      


      
        @Tebz stated:
      


      
        Some people dislike King Monada because he’s not one of their own. I don’t have to mention names. They know who
        they are. #HappyNewYear2019 #ComeDuze2019.
      


      
        However, Prince Kaybee said that he did not understand how the radio station’s song of the year was about
        tribalism when he was not even Zulu:
      


      
        I don’t understand how #SongOfTheYear is about tribalism. First of all I’m not Zulu. I work very hard, no
        gimmicks, no hype but pure music! I love King Monada and his different style, but unfortunately I won. Let’s
        celebrate together as a country. I love you Limpopo.
      


      
        However, Ukhozi FM listeners said that their song choice had nothing to do with tribalism, asking King
        Monada’s fans to direct their anger towards Limpopo’s Thobela FM for also not placing Malwedhe first.
      


      
        The memes in the form of photos of local and international popular celebrities or
        political celebrities, considered as ‘moegoes’ (laughing stock deserving of collective contempt) made
        for a camaraderie atmosphere in the Twitterverse. Ndlovu, who followed diligently all the media publicity
        generated by the Summer Song of the Year debacle, responded to all criticism, at times denying or dismissing
        some as hoaxes intended to smear his concept and campaign. In other instances, some radio DJs were dragged into
        the fray. Two DJs, Boeli Mailula and Makwena ‘Kwenuisto’ Makgakga from Thobela FM, were suspended for
        inappropriate comments pre-empting the outcome of the contest before the official announcement at the Come
        Duze/Last Dance Festival (Makhoba 2019).
        Another Ukhozi FM presenter, Khathide Tshatha Ngobe, was also suspended for a lack of proper etiquette
        on Facebook when responding to listeners on the reasons behind the failure to announce results by the end of
        2019 (Ntuli 2020). At times, artists themselves
        were accused of rigging votes. In one instance, DJ Tira was threatened and therefore ordered not to appear at
        the festival because he was suspected of having influenced the outcome against a favourite artist chosen by a
        particular faction. Ndlovu also received threats because his company interdicted the SABC from announcing the
        winners at the end of 2019 (Ngcobo 2020). A few
        of these listeners are demanding compensation for the thousands of rands spent on SMSs.
      


      
        Despite the seamy side of the listener’s responses to what they considered provocation by the way in which the
        competition was handled by everybody involved, there is also a happier dimension to this. This side emerged
        quite earlier on before the cancellation. By the middle of December 2019, a Maskandi artist, Ntencane from
        KwaZulu-Natal, had topped the top 10s. His song ‘Wawuthembeni?’ was the only Maskandi song to be listed and
        this sparked one supporter’s frenzy that the entire AmaBhinca support base had already identified dance moves
        to be performed during the announcement (see below, Figure
        1.1).
      


      
        [image: Image]


        
          
            Figure  1.1  A Bhinca supporter
            performing ukudunusa dance style to be performed at the end of the year
          

        
      


      
        The following Twitter message is a response to the announcement of a dance style (shown in the picture below)
        to be performed:
      


      
        Sanbonani.ngyazi nibusy kodwa ngicela ozongfundisa ukugida sakudunusa guyz, phela kungase kusphinde futh
        lokho.khona esengikuzwile. (Hello, I know you are busy but I need someone to teach me the dunusa dance,
        guys; you know what happened last time; it might also happen again; there are rumours that I have heard.)
      


      
        The Twitterati reached out to AmaBhinca’s Twitter page and pleaded with anyone who could teach them the dance
        moves:
      


      
        Thabile Zulu posted on 23 December 2019 and explained what the dance moves entailed:
      


      
        Umdunuso indlela okubizwa ngayo umdanso kaMaskandi, kubukeka sengathi sizongena ku-2020
        sidunusa ngemuva ngokufakwa kwengoma kaNtencane ohlwini lezingoma ezizohlukanisa unyaka.
        (Bend-and-point-your-bum is the name of this Maskandi dance. It seems as if we are going to kick into 2020,
        pointing-our-bums following the inclusion of Ntencane’s song in the end-of-year song list.)
      


      
        The tweet below also attests to the anticipation of supporters and the exuberance of activity attending
        preparations of Amabhinca subculture for the big end-of-the-year announcement:
      


      
        Le combo yam isendleleni…kusazoba mnandi. (My combo is on its ways…it will be nice.)
      


      
        The dance is a very slow, soft-treading traditional wedding dance meant for women – it is
        called umgqashiyo. AmaBhinca supporters, mostly a group of young males called Amagcokama,
        have appropriated this dance and would strut about almost bent double, causing the bum-and-hip area to
        protrude. They would then sway that entire area, dropping each bum cheek and hip from one side to another as
        they step and tread softly in unison. Seemingly, this move has been rehearsed and performed at many events,
        including at universities and other public places, and was ready to be performed at the announcement on 31
        December 2019.
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            Figure  1.2  A tweet publicising
            the ukudunusa dance style
          

        
      


      
        With other supporters of the Ntencane Maskandi artist, their Twitter messages posted images of themselves (see
        Figure 1.3 below) in full traditional gear, identifying
        themselves first as belonging to the Maskandi support base and, simultaneously, highlighting Ntencane as the
        artist they are rooting for.
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            Figure  1.3  A Bhinca maiden in
            neo-traditional Zulu attire
          

        
      


      
        Others also posted jokes about the system AmaBhinca used to get their favourite artist to win the contest. The
        observations made in these jokes were not frivolous, but provided an understanding of how they organised
        themselves around the winning Maskandi artist from their province. What also emerges in
        these jokes are shocking cell phone data consumption patterns, which later, when the winning song was not
        announced, sparked the indignation of listeners. They, in turn, demanded that they should be compensated:
      


      
        Sekubonakale ibhinca lithenga I artime ka R2000 e Shoprite kulugile sekubhedile shute vele singena ngo
        Ntencane. (IBhinca has been seen buying airtime worth R2,000 at Shoprite. It is OK, this means we are going
        into the New Year with Ntencane).
      


      
        Also:
      


      
        Asivume ayasicanda amabhinca, if you can’t beat them, join them. (Let us concede, amabhinca are walloping
        us; if you can’t beat them, join them).
      


      
        Lastly:
      


      
        The problem is that you all are voting for 9 songs while amabhinca are united behind 1 song. Ninyile! (You
        have been screwed!)
      


      
        Moreover, the rallying of support does not happen privately. Still, AmaBhinca supporters organise events where
        they plan further festivities which will be underlined by all who come to vote for the favourite artist, who in
        2019 was Ntencane. The invitation below attests to listeners’ organisational structures at the highest level
        where unknown and known members of the AmaBhinca community are made to interact around a common goal.
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            Figure  1.4  A tweet campaigning
            for Ntencane voting festival
          

        
      

    


    
      Conclusion


      
        Ukhozi FM listeners enter this technical space through communicative ecologies that stem from their
        world of organising channels of communication. This chapter has revealed that radio listeners are more than
        just passive consumers of radio content. The case studies of Nhlekelele and Ndlovu aptly demonstrate that
        listeners are real rather than imagined; they are actively involved in the production of the content that they
        ultimately consume, thus challenging the notion that they are imagined communities. They are actively
        participating citizens in the radio audio communities.
      

    


    
      
        Note
      


      
        1    Maskandi is derived from an
        Afrikaans word, musikante, which can be translated with ‘musicians.’ This music genre’s dominant
        characteristics include traditional dancing, praise poetry, and accompaniment of lead and bass guitars.
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2    A Habermasian critique of the democratic functions of the open-line programme on Radio 702

Allen Munoriyarwa



Introduction

A strong democracy is hard to conceive and build without placing communication at the centre (Marshall & Kingsbury 2006). The numerous struggles and activisms for free airwaves that the world has witnessed since the advent of radio broadcasting are testimony to the importance of radio as a contemporary yardstick for democracy and the democratic well-being of nation-states (Fairchild 2012). Since its early articulations by scholars such as Schumpeter and Weber (cf. Saeed 2009), the concept of democracy has mutated, and in the process raised some critical aspects. One of these aspects is that as democracies ‘mature,’ their ‘ripeness’ has mostly been measured by the growth of ‘mass communication as a key in the organisation of public life and opinion formation on issues that concern the citizenry’ (Saeed 2009: 466). Since its invention more than a hundred years ago, the radio medium has survived the rapid technological changes that took place across the world. As a medium of communication, radio is one of those platforms with a fraught history of tensions and contradictions. Reflexively, its history has demonstrated the extent to which it can be a utility of propaganda, and, simultaneously, a medium possessing a democratic promise in its different reaches.

Rapid technological changes have, over time, transformed the formats, genre, and aesthetics of radio, as it seeks to retain its audiences who are inexorably attracted to other media platforms. The invention of the telephone, for instance, has had a massive impact on the way that citizens receive and interact with radio as a medium of communication. For example, radio stations now provide live phone-in programmes for its audiences (Coleman 1998). One of the radio formats that has become very popular in the modern era is talk radio (Rubin & Step 2000; Bolce, De Maio, & Muzzio 1996). Talk radio is a format that is characterised by (telephonic) conversations, initiated by a programme host, which usually involves discussions on a selected topic – be it sports, the economy, current affairs, or breaking news about any issue (Bolce et al. 1996).

This chapter interrogates the democratic functions of a talk radio programme in a less-explored context of South Africa during the 2019 national general elections in the country. Premised on the public sphere theory of Habermas (1962; 1989; 1992), the chapter explores the extent to which a popular open-line radio programme, The Eusebius McKaiser Show, has constituted an ideal public sphere in the Habermasian sense. This daily show (09:00–12:00) is an interactive platform for debate and discussion and allows both the presenter and the listeners time to unpack some of the issues of the day. In the last two hours of the programme, the presenter invites a guest for a question-and-answer session, in which the public is allowed to phone in and partake in the discussion by asking the guest questions, providing comments, or any other contribution that they may wish to make. This was generally the case during the 2019 general elections in South Africa where senior political party elites were invited to appear as guests on the programme. The chapter utilises selected May 2019 general elections open-line talks hosted on Radio 702’s phone-in programme. It subjects these programmes to a conversation analysis.



Talk radio and democracy: Revisiting the literature

A growing body of literature has explored, at a global level, the contribution of talk radio to political debates (Bolce et al. 1996; Nisbet 2009). There is a widely shared view that talk radio contributes to different extents and in different contexts to public participation and deliberation (Bosch 2010) and allows for the parallel discursive arenas where discourses are circulated (Fraser 1990). Talk radio has also been associated with the phenomenon of ‘dial a democracy’ (cf. Bolce et al. 1996). This concept has been used in US talk radio practices, where voters express their political preferences on radio. Talk radio has allowed voters and citizens to obtain political information quite easily (Bolce et al. 1996). This has given rise to the phenomenon of ‘talk radio democracy.’ Thus, talk radio, in the existing literature, is hailed as a vital conduit of the democratic process (Bosch 2010).

In Africa, for example, Nyamnjoh (2005) has widely theorised the concept of ‘pavement radio’ – a term first popularised by the historian Stephen Ellis (1989). The term has been utilised by scholars to explain the peculiar ‘African public sphere’ based on street rumours, discourses in markets, hair salons, bars, and buses – the so-called informal economy of orality. This is what some people are calling a ‘digital pavement radio,’ occasioned by digital technologies.

Pavement radio is a concept that does not distinguish between listeners and broadcasters (Bosch 2010). It is a preferred format among poor citizens in Cameroon (Nyamnjoh 2005). Kellow and Steeves (1998) have noted the power of talk radio, citing Radio des Milles Collins in Rwanda. They find that this radio station was able to utilise the power of talk radio to spew hate which, in a way, helped to incite the génocidaires. All these have been possible because people have been able to embrace and utilise the interactive format of the radio medium and engage with other publics.

In Sierra Leone, Talking Drum Studio has effectively utilised talk radio formats for reconciliation and uniting a deeply divided and fragmented country (Bosch 2010). Sierra Leone had undergone a violent and bloody civil war in the late 1990s and early 2000s. Talk radio has been effective in forging a new era of reconciliation by providing spaces on which citizens could connect and engage. Ghana has not suffered the civil war tragedy of Sierra Leone, but in the Ghanaian context, talk radio has been useful in political and social discussions. Boateng (2003) notes that talk radio in Ghana has provided free space, away from government intimidation. This free space has given people a ‘sense of empowerment’ – empowerment that comes with the ability to criticise the government without fear of reprisals. Bosch (2010) notes that in South Africa talk radio is increasingly popular. It has grown exponentially from the 1990s when the media was liberalised. A proliferation of new radio stations from the communal levels has made the talk radio genre even more popular by the day.

Hence, available literature broadly agrees that radio, on top of being a popular medium, is also a dominant mediator of democracy (Fairchild 2012). It provides ‘democratic aesthetics’ (Fairchild 2012: 14). General debates have ensued about the public role that radio plays and how it can enlighten the masses by bringing cultural knowledge and entertainment to people. Radio programmes have been broadly accepted as a space of public communication that connect the governors to the governed more than any other mediated space (Kelso 2018). Some literature has identified that the radio medium in Africa serve two primary purposes (Moorman 2019): It has, on the one hand, been used to project state power (Fairchild 2012), while, at the same time, is used to disseminate information and news (Moorman 2019). Kelso (2018) further notes that radio is actually a form of participation in democracy. In some political contexts, it perpetuates the dominant ideology (Kellow & Steeves 1998).



Contextualising Radio 702 and The Eusebius McKaiser Show



Radio 702 is based in two of South Africa’s economic hubs – Cape Town and Johannesburg. It is a private-commercial radio station owned by Premedia (Wigston 2001). The station deals mainly with current affairs – social, economic, and political issues in South Africa (Horwitz 2001). It ‘provides talk-back programming which tackles a range of social, political and economic issues in South Africa’ (Chiumbu & Ligaga 2013: 244). Initially, Radio 702 targeted a middle-class audience age group between 16 and 24 years of age (Wigston 2001). Over time, its target audience changed and it now targets a listenership between 25 and 49 years of age (Wigston 2001). Wigston (2001) argues that the station has lost the youthful audiences as a result of its transformation from a music channel station to an all-talk radio station but has compensated for this loss by an increase in upper-income adults who joined the station. It now attracts a mature and educated listenership of more than a million (BRC 2020; BRC Rams n.d.). It has become a leading urban-based elite radio station (SAARF n.d.).


The Eusebius McKaiser Show is a major flagship talk show of the radio station, hosted by a mostly affable and renowned radio talk show presenter – Eusebius McKaiser.1 The programme is a three-hour mid-morning spoken-word, phone-in style presentation focusing on ‘mainstream issues.’ The first hour is called ‘unscripted radio’2 because people can call with an idea of their choice and discuss it. During the May 2019 elections, the last two hours of this programme were characterised by guests invitation. The presenter invited political party leaders or their representatives to discuss their election campaign manifestos and what they argued were the significant challenges that are facing South Africa. Listeners were then invited to call in and engage with the guest, with Eusebius himself adjudicating over the phone-in programme. So, the programme would start with a question-and-answer session between the host and the guest; then a phone-in would be opened to the audience. This was its character between February 2019, when campaigns for the elections started, and 8 May 2019, when the voting took place.



Theoretical framework: The public sphere theory

In his now influential public sphere theory, Habermas envisages a single, potentially universal sphere where private citizens engage in critical debates about issues of public interest (Habermas 1989). A tenet of the public sphere theory relevant to this chapter is the concept of the emphasis on public voices and on ‘letting the public in’ (Dahlgren & Sparks 1992). The emphasis here is on the public having (unlimited) opportunities to access these spaces and narrate their interests. For Habermas (1989), the public sphere comprises of spaces such as the press and institutions of political discussions such as parliament, literary salons, coffee shops, and other public spaces where citizens engage in supposedly rational discussions. The mere expression of a public opinion by individuals was and is not sufficient to constitute a public sphere (Hofstetter & Gianos 1997). The caveat lies in the production of a critical and rational debate on these spheres. Talk radio has been theorised around the public sphere theory (Chiumbu & Ligaga 2013). This is because of the supposed space that it provides to citizens to air their views and engage in debates and discussions.

Talk radio is hailed as providing a conduit to a discursive and deliberative democracy (Phillips & Smith 2003). This is because, on talk radio, there is citizen deliberation and participation. While profit imperatives dominate commercial radio, there have been other spaces on radio that have provided opportunities for citizen deliberation – for example, community radio. While community radio caters for a specifically defined community, it still constitutes a public sphere. Radio programmes also provide spaces for counter-discourses (Fraser 1990). Bosch (2010) argues that commercial talk radio, while providing for commercial (profit) motives, generates more public and collective discussions of nationally salient issues. Dahlgren and Sparks (1992) note that in talk radio programmes like The Eusebius McKaiser Show, deeply fractured societies where segregation exists within variegated layers of hostile publics, talk radio assumes a legendary status by providing the glue to unite these groups.

The public sphere theory has been as subject to praise as it is to intense criticism. Scholars have criticised this theory for its exclusion of other publics, particularly women (Fraser 1990) and the working class (Kellner 2000). The theory has been criticised for idealising the bourgeois public sphere (Kellner 2000) and in the process neglecting the existence of multiple public spheres (Fraser 1990). An enduring criticism has been proffered by Mouffe (1996) who argues that Habermas’s theory takes for granted that debates in the public sphere would be rational and critical. Mouffe (1996: 745) argues that ‘Habermas’ theory erases the dimension of the political and impedes envisaging in an adequate manner the nature of pluralistic democratic public spheres.’ She opts for ‘agonistic public spheres’ that create agonistic democracies. These are contesting public spheres, where there is no ‘rational critical debate’ envisaged by Habermas (Mouffe 1996: 745). Rationality is, according to Mouffe, neither possible nor desirable in public spheres. It makes room for dissent and for the institutions through which this dissent can be manifested (Mouffe 1996: 745). Habermas’s consensus would be exclusionary of dissenting views and would therefore kill democratic contestations. Thus, the agonistic public sphere does not jeopardise democracy; it is in every essence the very condition of its existence. Despite these and other criticisms, the theory provides the lens through which the election debates on The Eusebius McKaiser Show were debated.



A note on method

This chapter utilises conversation analysis as a method (Peräkylä 2007; Goodwin & Goodwin 1992). Conversation analysis analyses the ‘mechanics’ of social interaction among human beings (Peräkylä 2007). It is a naturalistic and descriptive approach to data, although researchers have extended its understanding to make it more critical. It increases our understanding of the basic ‘generic’ practices of conversation that sustain human interaction (Drew & Heritage 1992). This method is preferred when dealing with audio recordings, video, or any other natural interactions, such as radio talk shows and phone-in programmes (Goodwin & Goodwin 1992). It offers minute details of conversations, meanings, and understandings generated through talking (Drew & Heritage 1992). Furthermore, conversation analysis allows the researcher to analyse how participants give and receive information, ask and answer questions, and present arguments.

The talk show3 is analysed in terms of the following coding aspects: Specific actions such as how questions are asked on the programme; making qualitative assessments of how the host and the caller or guest interact during the conversation; how they interact through (dis)agreeing; how the host controls the programme; how the host gives respondents room to discuss topics during the programme; and how participants agree and disagree during the programme. The question is: How do generic organisations of conversations and interaction on a talk radio programme facilitate (or not) a public sphere?



Findings

The open-line conversations used for analysis are as follows:


	The open-line conversation between callers and Adv Tembeka Ngcuakaitobi on the land question in South Africa.4

	The open-line conversation on the political party manifesto debates with political party leaders from the ruling party, the African National Congress (ANC), and three opposition parties – the Economic Freedom Fighters (EFF), the Democratic Alliance (DA), and the African Content Movement (ACM).



The above conversations are analysed through the lens of the public sphere theory. The first section presented below, argues and provides evidence that, in many ways, The Eusebius McKaiser Show is a public sphere in light of the Habermasian theory.



‘Are they ready to govern?’ Inclusivity and participation

‘Are they ready to govern’ was a (famous) underlying motif that the host always referred to in discussions about the elections and election manifestos. The statement pointed out the direction of engagement expected by the host between the leaders of the political parties and callers. Two significant benchmarks of Habermas’s public sphere are inclusivity (cf. Fraser 1990) and participation (cf. Dahlgren 2002). From this perspective, I argue that the talk show attempts largely to create a public sphere that is inclusive and participatory. The programmes subjected to conversation analysis show evidence that citizens participate through conversations and engage in discussions around the suitability of South Africa’s political parties to govern. Some of the conversations around South Africa’s post-apartheid governance questions led to the creation of a consensus. For example, the following conversation was noted on the programme:


Host: 
Do you think the ANC is doing a good job of governing South Africa? Let me know your thoughts…

Caller 1: 
Hello Eusebius…this nation is broken…there is no hope everywhere, no jobs, no electricity…the ANC is corrupt…

Host: 
Thank you for keeping it short… I have another caller online…hello…

Caller 2: 
We are in this mess courtesy of the ANC…the only thing they know is how to loot our resources…

Caller 3: 
The economic crisis we are in is authored by the ANC and its so-called cadres…they deserve to go to prison.



Such a conversation is an open embrace of the principles of Habermas’s public sphere theory. This is, as Habermas articulates, an open discussion of general political issues. The performance of South Africa’s ruling party has been a topical issue in South Africa’s public spheres (Booysen 2011). It even became a subject of serious political contestations towards the 2019 elections as the ruling party battled factionalism (Booysen 2011). The ‘report card’ of the ANC performance generated fierce discussions and argumentation characteristic of the public sphere. The identification of an issue of common interest is a characteristic of the public sphere (Mutz 2007). In this particular case, the ability of the ANC to govern in the face of growing inequalities became the central issue in the face of poverty (Wabiri & Taffa 2013) and less than impressive economic growth (World Bank 2018). To broaden participation, the talk radio host has created a Twitter hashtag and a text message facility in addition to the phone-in programme. Admittedly, in a country with one of the highest rates of inequality in the world (World Bank 2018), there is a need to problematise questions of access to spaces such as Twitter. Access may be limited for the subaltern, due to high data costs.

Bosch (2010: 78) argues correctly that talk radio – such as The Eusebius McKaiser Show – provides relevant information to a democracy because ‘it brings personal opinions into a public space by providing an accessible alternative to interpersonal interaction.’ There will always be participants who do not find face-to-face interaction very rewarding (Armstrong & Rubin 1989). Kim (2009) agrees, noting that non-purposive communication can be central to the formation of a more robust public opinion on important political issues. Schudson (1997) has also stated this point, arguing that, even more than face-to-face communication, mediated communication is very relevant to a democracy. These arguments make talk radio crucial to the public sphere, a space that fertilises a democracy. The public sphere thus provides spaces in which the public exchange information, especially those seeking political information. On The Eusebius McKaiser Show, the political information provision dimension is achieved in two ways. First, listeners exchange crucial information among themselves on the programme. For example, the following conversation captures my argument succinctly:


Caller 1: 
We have to think about voting the EFF…they do not even promote women to power…it is about the leader Julius and some few men…that is all…

Caller 2: 
I think the last caller does not know the EFF…it is a very diverse party with women leaders in positions of authority… I am not sure if that caller has heard about Leigh-Ann, Hlengiwe, and many more? These are women in high positions that make up this revolution…



Second, the host provides crucial political information to listeners on this sphere. For example, during one of the open-line programmes on which the then leader of the DA, Mmusi Maimane, was being hosted, the host sketched the following pertinent political information about the party:


Host: 
Welcome to another edition of this show… Today Mmusi is in the house for you to talk to. He leads the biggest opposition party in the country…the party governs three big metros…the party also retained its government in the Western Cape province…



As a public sphere, therefore, the host provides critical data for the participants who are seeking political information. The information also assists participants in this sphere to interpret reality, while the host initiates discussions that are serious – engaging with serious political questions. Thus, The Eusebius McKaiser Show acts as a public sphere by sanctioning public discussions of political and economic issues confronting the South African nation. In some instances, participants export their private problems into this public sphere created by the talk show. For example, when the leader of the ACM, Hlaudi Motsoeneng, was on the programme, one caller retorted:


Caller: 
I am calling from the North West… I am sitting here as a tailor. This is because this country has been failed by politicians like Hlaudi who is sitting there… Now I have been reduced to a tailor, mending clothes for people who have failed this country…



Judging from the above conversations, the talk show offers a space for political dissent – anti-establishment discourses that would not have been possible under a pre-1994 censored media environment. The programme attracts many phone-in participants, while its Twitter hashtag creates a platform for citizens to participate with little fear of victimisation from those in power. Thus, like the classical public sphere, the talk show allows for participants’ connectivity and engagement on critical political issues.

In terms of the kind of public sphere that the talk radio creates, two issues emerge from the data analysis: First, the public sphere created by the talk show is largely devoid of civility, which sometimes means that the critical-rational debate that Habermas (1989) has envisaged is lacking in this space; second, the election conversations on this programme showed a public sphere that is captured by the elite – generally ‘refeudalised’ by the elite.



Deliberative incivility on talk radio public spheres

It is not easy to provide a ‘universally’ agreeable definition of what ‘incivility’ is (Jamieson, Volinsky, Weitz, & Kenski 2017). This is because the communicative and rhetorical practices of both ‘incivility’ and its direct opposite, ‘civility,’ are contextual and almost always situational (Benson 2011). What most definitions concur on is the notion that incivility in public deliberations such as open-line radio programmes, online comments, and television talk shows connotes discourses that derogate (Carter 1998) and debase (Santana 2012). Others have added that uncivil deliberations in public spheres include, among others, insults and rude behaviour (Mutz 2007). There is a generally shared agreement that incivility in public spheres such as talk radio does not support the political values of public reason (Rawls 1996; Jamieson et al. 2017; Carter 1998; Santana 2012; Benson 2011).

Furthermore, incivility has negative consequences for the political engagement of the electorate (Coe, Kenski, & Rains 2014). It also reduces public participation in platforms such as talk radio (Gervais 2015; Santana 2012). This section argues that conversations on Radio 702’s The Eusebius McKaiser Show frequently bordered on uncivil discourses. It has become a characteristic of this particular public sphere.

On several occasions during conversations, callers insulted political guests, and in some cases dismissed them as wishful thinkers in ways that bordered on the uncivil. The following examples are conversations captured on the programme during the run-up to the May 2019 elections:


Host: 
We have a caller on the line…what do you want to say to Hlaudi who is here in the studio?

Caller: 
I am Bra Willy from the North West… Hlaudi took down the SABC…he is a thief…and a thief cannot run a country…he should go to prison…after serving his sentence he should be deported to Lesotho where he came from…that man is a tsotsi…we don’t want him here…a crook…



Another caller retorted:


Caller: 
You are a pathetic figure…in need of serious mental evaluation…do you think rational voters would take you seriously?



Another trend in the conversations was that even the host, Eusebius McKaiser, sometimes made uncivil remarks about guests that he had invited to the programme. He did this through actions such as disrupting callers and telling them to hang up, cutting off guests in the middle of a conversation. At one point, he told a guest, ‘If you want to make this a conversation, give me a chance to respond to…’ The following conversation with ACM leader, Hlaudi Motsoeneng, was one of those moments of the host’s incivility:


Host: 
You do not have a matric certificate…you lack credibility… I am not even taking you seriously…I don’t even care who is listening… I know you, you talk about ten things at the same time… So you are not even motivated by a deep sense of justice…you want us to help you revenge the ANC…hayi hayi hayi…5



Daniel (2010) notes that any response in a conversation that tries to provoke a visceral and invective response from another speaker is in itself uncivil. In other responses, the host directed this incivility to callers, for example:


Caller: 
I am happy you have in the studio…

Host: 
Whatever you want to say there, say it fast…



Whenever uncivil language was used, it tended to achieve several goals. First, speakers tended to use uncivil language to malign and marginalise other speakers. In most cases, the victims of insult on the programme usually did not answer back but ended their calls. Victims felt subjugated and silenced. For example, one EFF caller hung up when an unnamed caller answered:


Caller: 
The EFF’s problem is their delusion that they are too big…they think being violent is being big…and now they think they are government material…come on, keep dreaming…you will see after elections how useless you are as a party… I wonder what they smoke…



Sometimes uncivil conversations were pointed at the host himself. For example, one irritated caller remarked on one of the programmes:


Caller: 
I seriously think you like to hear yourself talking and you enjoy expressing your personal opinions than really wanting to get answers.



There were numerous such instances when incivility manifested itself, and sometimes it was hidden in everyday conversations of sarcasm. Most of the uncivil conversations were intended for politicians who were hosted on the programme. The question would be: Why was much of the deliberative incivility targeted at politicians? There are no clear answers to this question. Perhaps one can speculate that the public might be venting their frustration on politicians who, for a long time, have not taken their problems seriously, treating them as just a periodic reservoir of votes, or seeing them as obstacles in need of management, or just cogs on the path to governance.

Whether incivility is necessary for a thriving public sphere or not has been subject to debate (Schudson 1997; Papacharissi 2004; Bourgault 1995). Some have argued that this incivility is necessary (Schudson 1997; Bourgault 1995). They argue that it is part of the ‘energy’ that a robust public sphere requires. A democratic public sphere requires a vibrant political domain and political institutions that can respond to and incorporate the energy that arises from the debate, protest, confrontation, and politics (Bourgault 1995). Schudson (1997) argues that a democracy may require citizens to take a step back from civility itself. Such discourses are, therefore, a necessary departure. Habermas (1989; 1992: 56) argues for a critical but rational public sphere. He explains that ‘the fact that we can understand one another…means that we are committed to using reason to resolve disputes and engage in critical debates.’ Habermas, while not explicitly writing about civility, talks about reason as a fundamental social practice, one that includes moral and political questions. Overall, if the public sphere is to be inclusive, productive, and deliberative, it would require some norms guiding interpersonal exchanges based on dignity and decency, all of which are norms of civility. This is what sometimes lacked on the talk show programme discussed here. Deliberations sometimes became intemperate and openly rude. This form of deliberation excludes those who could not engage in such invectives and in the process made conversations fall apart. Civility is therefore a necessary glue that keeps debates on the public sphere intact.



The swing to an elite public sphere

An elite public sphere is dominated by the conversations of the ruling (political) elites (Calhoun 2010), businesses leaders and other privileged sections of society (Ferree, Gamson, Gerhards, & Rucht 2002). It includes discourses that may well be beyond the comprehension of the laity (Livingstone & Lunt 1994) or the lower classes. In the process, an elite public sphere (Drew & Holt 1988) is created. The election conversations on the programme were more about disseminating elite opinions and giving this process a façade of civic participation dressed in a phone-in involvement and Twitter comments. Yet the agenda was set by the political elites. The swing to an elite public sphere manifested itself in three ways, as discussed below.



Guest selection

It is worth noting that between April and May 2019, as the election campaign intensified, almost all the leaders of the major political parties in South Africa were invited to the programme. Those who made it to the programme included the then leader of South Africa’s main opposition party (the DA), Mmusi Maimane, the leader of the second largest opposition party (the EFF), Julius Malema, and leaders of a plethora of small parties that had mushroomed in the build-up to the elections. Senior members of the ruling party, the ANC, also made it to the programme in different schedules in the lead-up to the elections. In its most classical sense, the public sphere conceptualised the political participation of the middle class (cf. Hyden & Okigbo 2002). By so doing, the classical public sphere affirms the ‘existence [within] each individual [of] the multiple subject positions corresponding both to the different social relations in which the individual is inserted and to the discourses which constitute these relations’ (Mouffe 1996: 90).

The dominance of the political elite on this programme arguably is an affirmation of the capture of the public sphere by the middle class (Calhoun 2010). When the elites capture the sphere, the laity voices are either completely drowned or follow along with the well-rehearsed conversation script of the elites. This is akin to the crisis of the public sphere (Calhoun 2010) in which it is ‘refeudalised’ (Habermas 1989: 472). With the ‘refeudalisation of the public sphere,’ Habermas means the maintenance of an illusion of the public sphere which, ironically, gives sanction to the decisions of the ruling elites (Habermas 1989: 477). One of the consequences is that citizens are ‘zombified’ (Barton 2005: 181), meaning that they are made to participate in debates that they have not initiated. On The Eusebius McKaiser Show, the swing to an elite public sphere is achieved in many ways – the most prominent being how the host selected his guests, picking most of them from the political elite.



‘Policing’ the limits of the conversation

The host of the programme also tended often to police the debates. For example, when interviewing Hlaudi Motsoeneng, the host invited the callers:


Host: 
I will now open the line to you, our callers. Please tell me, does Hlaudi not undermine education? … What do you think about his past at the SABC? … What comes to your mind when you hear the name ‘Hlaudi’?



In another episode with EFF leader, Julius Malema, the host announced:


Host: 
I want you callers to tell me what you think about Julius Malema…his past as an ANC member…his conduct in parliament… I want to start with economics…we have racism to deal with…but if the economy is not working, we kiss goodbye to this… I think you agree with me?



This was an attempt to limit the terms of the phone-in discussions that would resume shortly. Thus, the participants had become passive – participating in a debate whose limits were flagged by the host. It was an attempt to define the terms of the debate by narrowing it to specific aspects of the host’s interests. Hence, the talk show did not escape institutional control. It still exhibited those complexities of any phone-in programmes that make a claim that it represents an active debating public sphere untrue to some extent. In these instances, the host becomes an all-powerful individual whose influence is felt within the confines of the programme. It therefore becomes more of a ‘scripted radio’ – following the script dictated by the host.



The nature of the conversations

Another way in which this public sphere became an elite space was the kind of discussions on this talk show. Some of the questions that were debated were, arguably, beyond the level of the ordinary callers of the programme. For example, both the EFF and DA leaders respectively had very long conversations with the host:


Host: 
Our economic growth rate is not impressive…we have recorded near 0% growth and if we do not record growth equal to Mozambique and Angola…it means the economic trajectory we want to follow is lost…

Malema: 
Our party promises economic growth bigger than 3%…[interjection]…

Host: 
Do you mean in the first half you are going to grow the economy by more than 3%?






Malema: 
Look at the growth rates of China…we need to stop illicit financial flows in the economy… and lead from the left…



I argue that the average voter would not easily relate to the economic growth measures in Angola and Mozambique. Nor would they be able to relate quickly to China’s economic growth rates and how China ‘leads from the left.’ This conversation therefore appealed more to experts than laypeople of the public sphere. Thus, in this way, the show limited participation in the public spheres. This prompted two callers to respond:


Caller 1: 
I want to ask how all those figures translate to jobs?

Caller 2: 
Whatever you are talking about, you are not answering the question how this economy should generate jobs and electricity enough for everyone…what are the figures for?



This was a clarion testimony that participants have been ‘lost in translation’ as some of the conversations excluded them by focusing on economic data and other specificities which they could not readily interpret and understand.



Discussion: Going back to ‘gentleman’s ways’ – reclaiming civility on talk radio public spheres


The Eusebius McKaiser Show syncs neatly with Habermas’s public sphere theory in three main ways. The show presupposed the problematisation of areas hitherto unquestioned. Other characteristics of the show include the originality of the discussions and the depth of the topics raised during the show. The second criterion is the application of a critical (but not always rational) debate on economic and political issues. The third criterion is the accessibility of the programme to whomsoever wished to participate. Participants had to be able to contribute information through the phone-in facility and should have been treated as equals, with no regard to status.

However, I argue against the incivility displayed during the show. My argument is therefore against the agonistic public sphere of the Mouffean proposition. I agree with Mouffe that agonism promotes free speech, but I argue that free speech does not need to be routinely associated with ‘verbal slaps’ in the face. Public spheres are spaces of information exchange (Mouffe 1996) and learning (Habermas 1962). The process of learning and exchanging information should not necessarily inflict pain on others. A public sphere degenerating into personal attacks is not, in my view, an ideal platform for the robust exchange of information. Loomis (2004) is right in pointing out that the issue of civility is basically about two sets of (often competing) values: The value of free expression versus the value of respect. I argue that one of these values – the value of respect – should anchor the other – the value of free expression. We cannot treat the one as if it can happen without the other. Incivility alienates other contributors on the public sphere and, as Daniel (2010) notes, uncivil discourses can reflect negatively on both the programme and all who engage in it. Debates that enlighten a topic should adhere to (established) rules (Guinness 2008). Incivility degrades these rules. Civility is therefore a useful asset in building democracy (Herbst 2010) and helps to create a world that is safe for diversity (Guinness 2008). On a popular talk radio programme like The Eusebius McKaiser Show, civility should be the glue that keeps such programmes from flying into pieces through ‘verbal combats,’ disrespect, and insults. Herbst (2010: 67) notes that civility keeps the organised society from disintegrating into pieces.



Conclusion

In this chapter, I have argued that, in several ways, The Eusebius McKaiser Show represented a public sphere in the classical Habermasian sense. However, the public sphere that this programme attempted to create has been undermined by many other factors. First, in some of the conversations, the debate has become overtly uncivil, thereby compromising the critical-rational debate which is central to Habermas’s argumentation. Second, the prevalence of elite guests and voices on the programme transforms the space to an extent into an elite sphere that turns politics into a managed show in which leaders and parties routinely seek the acclamatory assent of a depoliticised population. Thus, while it mostly is discursive, it sometimes hollows out the masses, and then becomes a pseudo-public sphere with exclusionary tendencies. The talk show, nevertheless, was a space that carried open possibilities of a rational public sphere.



Notes

1    Radio 702 and Eusebius McKaiser have, however, in the meantime parted ways (#Newswatch 2020).

2    This programme still exists but is no longer hosted by Eusebius McKaiser who left the station in June 2020. It is now hosted by political journalist Clement Manyathela.

3    Data for this talk show is available on YouTube and podcasts of the radio station Radio 702. This chapter focuses on the programmes being aired during the month before the general elections (approximately from 1 April to 9 May 2019). To deal with the huge amount of data, the chapter focuses on programmes directly dealing with election discussions. Five election phone-in sessions from the show, each lasting an hour, were used for analysis. Episodes of the show can be accessed on 702 Podcasts (n.d.) and Tune In (2020).

4    The debate on land reform was (and still is) topical, going into the 2019 general elections. It was at the top of the election manifesto agenda of two left political parties – the Economic Freedom Fighters (EFF) and the Black Land First Movement (BLF).

5    Hlaudi Motsoeneng’s matric certificate controversy has been a huge issue in South Africa since his days at the national broadcaster, SABC. The then Public Protector, Thuli Madonsela, asked him to produce his matric certificate officially. He has, up to this day, not produced it.
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      Introduction


      
        The ubiquitous nature of the radio medium and its flexibility to accommodate literate and illiterate
        populations has never been in doubt (cf. Mihailidis & Thevein 2013). This advantage is further enhanced by a technological convergence
        which has made the radio medium ever more mobile. The convergence of radio and other digital technologies is
        globally growing at a fast pace and this presents an advantage for the programming of participatory radio
        content to maximise the diverse expression of opinions and allow citizens to share their daily experiences
        through the use of this easily accessible mobile technology (Thompson 2013). It is in this respect that the radio is a critical mass
        medium in the development of rural or local communities.
      


      
        The issue of community development is an ongoing topical matter, especially in developing countries, and it is
        conceptualised within the sphere of a participatory development communication. The concern in this respect is
        how to stimulate and sustain participation, engagement, and inclusion of rural dwellers in the actualisation of
        the contextual development that particular communities require. These inclusions and engagements are the
        guiding principles behind any community radio, from as far back as when the first ever community radio was
        established in 1947 by a catholic priest, Jose Joaquin Salcedo, named Radio Satutenza, based in
        Columbia (cf. Manyozo 2009). In the African
        context, the first African community radio to be established was called Homa Bay Community Radio in
        Kenya (cf. Quarmyne 2006). In Africa, the principle of community participation and an approach developed from
        the bottom-up, through dialogue and the accommodation of subaltern and rural voices, was paramount.
      


      
        The inclination towards participation in development communication is indicative of a two-way, dialogical
        process where meaning is a product of interaction. This gives community radio the
        advantage in that it can facilitate mass access and ideally encourage participation, dialogue, and empowerment
        (Chiumbu & Ligaga 2013; Fröhlich, Däschle, Geerts, & Jannusch 2012; Manyozo
        2009; Mtimde, Bonin, Maphiri, & Nyamaku 1998), hence its suitability for rural communities. However,
        a review of relevant literature, especially in the South African context, shows that there is little evidence
        backed by empirical research to support these claims. For example, Chiumbu and Ligaga (2013: 243) observed that the literature is flooded with research
        efforts geared towards the use of radio for development purposes, while the ‘mundane’ and ‘everyday usage’ of
        the radio medium by citizens are not rigorously investigated.
      

    


    
      Context


      
        This chapter is a critical-reflective account of rural citizens’ ‘participation’ in community radio, with the
        aim to explore if it is confined within a communication system for development and social change – an
        ‘emerging’ school of thought within development communication literature which borders on Freire’s dialogical
        praxis approach (Freire 1970; cf. Manyozo
        2006; Melkote & Steeves 2015; Wilkins 2009). Additionally, this study takes a cue from Gunner, Ligaga, and
        Moyo (2011: 8–9), who have explored the transformative, ‘bottom-up,’ and counter-hegemonic approach to radio.
        In this way, the study interrogates the extent to which citizen participation is applied/practised in the
        context of news programming in community radio.
      

    


    
      Community radio in South Africa: A brief
      context


      
        The Media Development and Diversity Agency (MDDA) is a public entity set up by the South African parliament
        (South African Government 2002: 2, 4). It is
        charged with creating ‘an enabling environment for media development and diversity that is conducive to public
        discourse and which reflects the needs and aspirations of all South Africans’ (South African Government
        2002: 2). As part of the MDDA’s functions, the relationship
        between a community radio station and its listeners is conceptualised, construed, and envisaged as active local
        participation in and ownership of the medium by the communities it serves. This is by means of an active
        decision-making ability in operation (i.e. management, content programming, etc.) of the community medium. This
        fundamental principle is enshrined in the Media Diversity and Development Agency Act 14 of 2002 (South African
        Government 2002: 4). The core idea behind the MDDA is to
        give previously disadvantaged and/or other categories of special groups access to air their views and needs
        through the media. The nature of interventions rendered by the Act includes subsidy grants, funding towards
        ensuring the survival of community media, training and capacity development of personnel in critical media
        functions, and partnering with strategic people and institutions towards facilitating a media development.
        Consequently, in line with its mandate, many community radio stations have been licensed,
        increasing from 104 stations in 2004 to 239 in 2015 (Wits Radio Conference 2015).
      


      
        However, as noble and necessary as the MDDA’s objectives are, it has not gone without challenges, notably in
        terms of sustainability and compliance. This was aptly depicted in 2019 by the closure of some non-compliant
        community radio stations by the Independent Communications Authority of South Africa (ICASA) – the agency
        responsible for regulating spectrum allocation and licensing in South Africa. The journalist, Jenna Etheridge
        (2019) makes the following statement about
        this:
      


      
        Icasa will neither promote nor allow illegal broadcasting and illegal use of the radio frequency spectrum…it is
        for this reason that the closing down of any community radio station or any other licensee becomes a step that
        is taken as an absolutely last resort, after repeated attempts on the side of the authority to get the
        licensees to remedy same.
      


      
        Although stakeholders such as the MDDA and the Minister of Communication met to resolve the case, it highlights
        a significant challenge facing the community radio sector. If community radio stations are to fulfil their role
        of engendering social cohesion and diversity, and empowering previously disadvantaged peoples, then the
        stations must be sustainable, specifically on a financial level. However, community media are not expected to
        make a profit. Otherwise, they cease to be such and become small commercial media operated as businesses (it
        which case they can only receive support in the form of low-interest loans), according to the MDDA Act (South
        African Government 2002: 16). In the absence of continuous
        and critical funding and support from the MDDA, stations originally established to function strictly as
        community media, are venturing into the small commercial media space, thus facing sanctions as their closure is
        imposed by ICASA.
      


      
        An important finding that emerged from Tacchi’s exposition on South Africa’s community media space (Tacchi
        2002), is the issue of funding shortages,
        including a shortage of skills for those working in the community radio space. These factors are antithetical
        to what community radio, as an example of citizens’ media, aims to achieve (Tacchi 2002: 77). Using the same findings drawn from the study above,
        Tacchi (2003) made yet another attempt to
        explore the extent to which the promise of citizens’ media is fulfilled by community radio in a comparative
        study set between Australia and South Africa to postulate implications and lessons for India, given the
        interest and wide-ranging debates at that time in that country around the establishment of an independent third
        tier of citizen-based radio. This comparative study gave essential insights, including the point that reliance
        on volunteerism and state subsidy has far-reaching consequences for community radio, including political
        side-effects that may be antithetical to the promise of an independent, apolitical, and effective citizens’
        radio which is premised on the participation of subaltern and rural voices in dialogues to achieve development
        and social change from below (Tacchi 2003: 2185–2187). Additionally, the study concludes that state support and funding during the early
        stages of the establishment of a community radio station, coupled with a sustainable and robust enterprise
        model (i.e. moving from subsidy to enterprise), can enable a community radio station to provide a ‘good and
        alternative community-based service’ (Tacchi 2003: 2187)
        based on the principle of community participation in terms of content production and management.
      


      
        In an ethnographic doctoral research study, Bosch (2003) used a Cape Town-based community radio station, Bush Radio, as a case study to
        explore ways in which a community radio station can foster a community’s sense of identity and belonging when
        closely monitoring the different programme offerings by the station. The study discovered, among other things,
        that Bush Radio contributes towards the creation of multiple communities (i.e. through the
        accommodation of diverse voices) as well as building ‘a new common identity in a post-apartheid South Africa,
        as it has demonstrated through the discussions on hip-hop, Kwaito, children, youth and the LGBTI’
        (Bosch 2003: 259).
      


      
        What is implied in the findings of these studies above is that, through community radio, participation goes
        beyond the mechanical interpretation of the term. In this way, and by means of a community radio station, a
        form of ‘reflexive development’ (cf. Pieterse 1998) is experienced where we see the community radio station creating a space for citizen
        engagement who, in turn, can transform the station into a platform, beyond facilitating dialogue and
        engagements that create a sense of identity and belonging for the communities it serves.
      


      
        This contribution by community radio, from the perspective of citizenship and citizens’ media, has also found
        expression in diverse scholarly contributions in different regions of the world, including the work of Martin
        and Wilmore (2010), who have explored the
        role of community radio as an essential facilitator and representative of local voices in rural parts of Nepal.
        Additionally, it has also found expression in studies on gendered participation that focuses on how
        marginalised women use their community radio as a way of raising their voices in patriarchal societies like
        those in Ireland (O’Brien 2019) and South
        Africa (Fombad & Jiyane 2019).
      


      
        What is common in the literature on community radio is the ideal that community-oriented content production and
        dialogue are essential aspects that can ensure that local citizens, especially the marginalised and subaltern
        voices can actively ‘perform their citizenship concerning design and implementation of meaningful development
        policies’ (Manyozo 2009: 7).
      

    


    
      Ngaka Modiri Molema district and Mahikeng
      FM


      
        In light of what has been stated above, this chapter aims to empirically examine the type and extent of
        participation that exists between rural dwellers in the Ngaka Modiri Molema district of Mahikeng – a town in
        the North West Province of South Africa – and Mahikeng FM, a community radio
        station that serves this area. The study was conducted in two rural villages, namely Motlhabeng and Dibate,
        being in Ward 30 of the Mahikeng Local Municipality.
      


      
        A combined dataset by Media Monitoring Africa (2016), extrapolated from South Africa’s 2011 census (South Africa 2011), the 2016 community survey (South Africa 2016a), as well as the 2016 municipal elections (South Africa
        2016b), reveals that these villages are
        together estimated to constitute a population of more than 7,500 residents, who are predominantly
        Setswana-speaking (Media Monitoring Africa 2016). The data
        further reveals that 94% of the residents in these two villages have access to a cell phone, 71% have access to
        a radio, and 48.3% can access the internet (Media Monitoring Africa 2016). The data also reveal that the communities have a 28% employment rate (i.e. just under 2,000
        residents are estimated to be employed) (Media Monitoring Africa 2016).
      


      
        Through a qualitative research approach, semi-structured interviews were conducted, following a purposive
        sampling technique of 13 respondents, comprising of ten regular listeners and three employees of the community
        radio station. The research was conducted between June and August 2019.
      

    


    
      Theoretical leanings


      
        The study hinges on participatory communication, which is regarded as one of the paradigms rooted within
        communication for development and social change (i.e. the development communication theory source). The
        theoretical line is essential in order to position the study’s scholarly contribution, which is to show how
        ‘participation’ can be understood and defined if it were to be conceptualised within the participatory
        communication paradigm of the development communication theory. For detailed studies and in-depth accounts on
        the evolution and theoretical ‘make-up’ of the field of development and communication, see Manyozo (2006; 2008), Huesca (2008), Jacobson and Storey (2004), Quebral (2006), Tufte
        (2017), and Melkote (2018). Additionally, an anthology edited by Gumucio-Dagron and
        Tufte (2006) gives a historic account of
        decades of foundational research that has enriched the field. The present study’s focus is on participatory
        communication relating to a community radio station in the South African context.1
      

    


    
      Community radio as participatory
      communication


      
        According to Tabing (2002) from the United
        Nations Education Scientific and Cultural Organisation (UNESCO), a community radio station is operated ‘in the
        community, for the community, about the community and by the community. The community can be territorial or
        geographical – a township, village, district or an island’ (Tabing 2002: 11). A community radio station is known to be the epitome of news and information; it is
        designed to cater and serve all the needs of the community of its interest. Its main goal is to inform,
        educate, and entertain the listeners and at the same time develop its community members.
      


      
        The root of this study is the underlying idea that community radio is meant to be a developmental tool for its
        community. Members of the community must be encouraged to use their radios as an informative tool and to
        represent themselves through participation and involvement in the station. Ongoing debates in the development
        of literature and practices concerning the merits of participation make this case worth exploring, since
        participation is the heartbeat of a community radio station.
      


      
        The nature of reality and needs is different for various communities. In this situation, participation is
        intended to engage stakeholders who are experiencing different realities. From a surface and simplistic view,
        participation conveys the idea of active inclusion that guarantees satisfactory results, but this may not
        always hold true. Tufte and Mefalopulos (2009) comment that stakeholders have different perspectives and meanings of participation. As
        such, there is no consensus definition for the concept because some regard it as the mobilisation of people to
        eliminate unjust hierarchies of knowledge, power, and economic distribution, while others define it as the
        reach and inclusion of inputs by relevant groups in the design and implementation of a development project.
        These, according to the scholars, are two of the main approaches to participation which embraces a social
        movement perspective and a project-based or institutional perspective.
      


      
        Mefalopulos (2008) discusses the concept of
        participation and identifies four typologies:
      


      
        	Passive participation: This is also called ‘participation by information’ and is the weakest
        because stakeholders are only informed of actions and feedback in a minimal way.


        	Participation by consultation: Stakeholders are consulted, their opinions and perspectives are
        sought, but these do not guarantee the inclusion of their inputs in the final output.


        	Functional participation: Primary stakeholders participate in the discussion and analysis of
        predetermined objectives by experts, but this does not always lead to significant changes, as outcomes are
        already determined by experts.


        	Empowerment participation: This is the strongest of the four typologies. Empowerment participation
        is where primary stakeholders are willing to initiate the participation process and actively engage in the
        analysis of outcomes. This typology is achieved through dialogue that is used to identify and analyse important
        issues and find solutions through knowledge and information sharing.

      


      
        In terms of how participation is entrenched in community radios, Bosch (2014: 429) notes that members of the community are allowed to
        become part of a programme by contributing their opinions and ideas and to state what they need or what their concerns are. Mtimde et al. (1998) highlight areas where participation is required in a community radio station for the
        election of leadership (board members or trustees), policy-making for the station, the management of the
        station, selection and provision of programming, production of programmes, and the external representation of
        the station.
      


      
        As we understand that a community radio station’s primary function is to disseminate information to the
        audience or the community of their interest, doing that requires not only a contribution from members of the
        station, but also a contribution from members of the community. This understanding is also emphasised by Sáez
        (2013), who points out that community radio
        is more than merely referring to the instruments of information dissemination; it ‘implies reclaiming the
        centrality of citizenship in the communicational process, particularly as regards content production and media
        management’ (Sáez 2013: 557).
      


      
        When it comes to the production of content, it is through dialogue that the community is given a chance to take
        part in any topic that is presented to voice their opinions and to contribute to the topic presented on a radio
        programme. This is one way in which community needs can be unearthed. Added to this, Fraser and Estrada (2002: 71) postulate that
      


      
        community radio can provide the platform for the public dialogue through which people can defi ne who they are,
        what they want, and how to get it, at the same time building long term capacity to solve problems in ways that
        lead to sustainable social change and development.
      


      
        In this view, it stands to reason that, unlike just approaching communication and engagement from a mechanistic
        perspective (i.e. a top-down information transmission and monologic communication), dialogue focuses on an
        interactive conversation where there is collaboration in the sharing of ideas, and a cocreation of meaning in a
        participatory manner (cf. Barker 2001; Deuze
        2006; Melkote & Steeves 2015; Sáez 2013; Tufte & Mefalopulos 2009; Van Raaij 1998). This argument can be linked to the exploration of Tufte and
        Mefalopulos (2009: 13) on the conceptual differences between
        dialogic and monologic communication. The difference lies in the latter form of communication which describes
        the one-way transmission of ideas from a source to a receiver and it mainly emphasises the sender or source’s
        importance in transmitting messages to other individuals, with the result that the recipients or receivers act
        on the information stimuli in such a way that the sender’s objective is fulfilled. Thus, receiver participation
        is de-emphasised, and the cocreation of meaning in the process of communication between source and receiver
        arising from the interplay of feedback exchanges does not feature in a mechanistic view of communication.
      


      
        By approaching communication from the two-way, interactive, and dialogic perspective, community radio becomes
        an essential agent of participatory development, democracy, and social change, especially for rural dwellers
        who are marginalised when it comes to topical issues of national development in the South
        African context (Seadira 2019). Perhaps an
        all-time quintessential effort aiming at exploring the role of community radio in promoting development and
        social change for rural dwellers may be that of Manyozo (2009), who traces the history of community radio globally and particularly in Africa.
      


      
        Manyozo relates the experiences that are recorded where several models, centred around sustainability,
        community-oriented content production, and capacity-building, were tested in the African context as a way of
        building on the lessons that were learned elsewhere (in Latin America, for instance) with the conceptualisation
        ofcommunity radio as an aspect of citizens’ media. One example is that of the establishment of a rural-based
        radio training and research institute in Burkina Faso, named CIERRO (Centre Interafricain En Radio Rurale
        De Ouagadougou), established to build a ‘management and programming capacity for rural stations’ and
        support rural radio stations owned and managed by the communities themselves (Manyozo 2009: 7). This objective was premised on the principle of empowering
        local citizens to actively participate in the production of meaningful content aimed at bringing a significant
        development and social change from a bottom-up perspective (Manyozo 2009). These are essential insights for the present study given that they reflect the relevance of
        participatory communication as a theoretical framework in the exploration of community radio as an agent of
        development and social change for rural dwellers. Moreover, Mtimde et al. (1998: 15) write copiously on the advantages and suitability of the radio medium for rural
        community development:
      


      
        [C]ommunity radio is a crucial communication tool that is easy to run and maintain. Radio is the most
        accessible mass medium of communication in use. It is a particularly effective means of communication in
        communities where most people can neither read nor write, as those people can speak and listen. Its
        listenership is therefore far more numerous than the readership of newspapers and audience of television,
        particularly in developing countries. Technically, its production costs are significantly lower than those of
        most printed or video community media. Likewise, its reception is easier and more affordable than that of
        community video or television and leaves out the distribution nightmares of community publications.
      


      
        In sync with the conceptualised notion of participatory communication, the concern raised by these authors is
        how to enhance, stimulate, and sustain participation, engagement, and inclusion of rural dwellers in the
        actualisation of the contextual development of those communities who particularly require their services,
        instead of implementing unwanted programmes that bear little impact (Dagron 2002: 2). This is especially so, given the background that countries
        in the Global South – a categorisation that Africa belongs to – are mostly poor and cases of disease, drought,
        illiteracy, poverty, and inequality are pervasive.
      


      
        Consequently, development communication is a matter of policy and political processes,
        with developing countries at its centre (OECD 2014). Tufte and Mefalopulos (2009: 3) note that
        clamour for participation in development issues arise from questions such as ‘Who voices the concerns of the
        poorest and most marginalised populations?’ and ‘How is a policy developed, and who participate in the
        decision-making processes?’ At the core of these concerns lies the quest for the participation of the
        ‘voiceless’ from developing countries.
      

    


    
      A brief note on methods


      
        The qualitative methodology was preferred for collecting data in fulfilment of the objectives of this
        investigation. Because ‘participation’ as a concept advances the involvement of people in the construction of
        their social reality, it logically follows that the nature of social reality will differ for various groups of
        people who are informed, for instance, by culture, education, economic status, location, occupation, and gender
        (Kincaid & Figuera 2009; Manyozo 2017; Mefalopulos 2008; Melkote & Steeves 2015; Tufte
        2017; Waisbord 2008). Consequently, ‘participation’ is nuanced and contextual.
        Mindful of this perspective, the present study espoused a constructivist approach and has adopted a position
        that the value of knowledge is in the construction of multiple realities of lived experiences of research
        subjects, understood by studying and interacting with them in their natural environment (Creswell & Creswell 2018; Daymon & Holloway 2011; Tracy 2013). The preceding rationale accounts for the adoption of a
        qualitative approach for this investigation.
      


      
        An exploratory research design approach was adopted to navigate the deconstruction of participation pertaining
        to Mahikeng FM, a community radio station in the North West Province of South Africa. The objective
        was to explore how participation is understood and enacted by both the community radio station and its
        listenership, based in the two villages, Dibate and Motlhabeng. Consequently, the population for the study was
        the content producers/managers at Mahikeng FM and listeners located in Dibate and Motlhabeng. These
        two population subsets from which participants were selected are located in the Ngaka Modiri Molema district of
        Mahikeng.
      


      
        For both subsets of the population, participants were purposefully selected based on the criteria that they are
        rural dwellers and that they have access to, and rely on, Mahikeng FM for regular news and updates of
        current affairs. Cumulatively, 17 interviews were held for both subsets of populations: Three interviews for
        the personnel of Mahikeng FM (two news producers and the programme manager), while the remaining 14
        interviews – seven each of Dibate and Motlhabeng – were held with participants drawn from a wide range of
        demographic and economic status. The interviewing process occurred over 50 days and was an iterative process
        that involved several brief, follow-up interviews to either probe ideas further, collect more relevant data or
        simply clarify significant positions expressed by participants. All interviews were recorded for analysis. The
        data were analysed thematically using emergent ideas from the data itself. For the
        analysis process, interviews were transcribed and repeatedly listened to before the perspectives were reduced
        to two main themes. The themes were grouped in pairs of related actions – namely, reporting and discussion, and
        public enlightenment and infotainment. The enactment of both ‘participatory’ themes is discussed next.
      

    


    
      Deconstructing the participation of rural
      dwellers in Mahikeng FM


      
        From the perspective of both the contributing Mahikeng FM personnel and listeners, there has been
        participation between both stakeholders. However, there was a sharp discrepancy in what each defined as
        ‘participation’, which, for instance, accounts for participating listeners’ discontent at reactive discussions
        or reporting. Conversely, the station wanted listeners to take the initiative in terms of bringing issues to
        its attention. This disconnect consequently led to frustration on the part of participating listeners who
        desired an ongoing interactive engagement with and implementation of their suggestions by the station. In
        contrast, the personnel of the radio station expressed satisfaction at the level of ‘participation’ that
        existed and how it is enacted. Consequent upon the findings, two dominant themes emerged.
      

    


    
      Theme one: News reporting and on-air
      engagement


      
        A significant reference point that featured in all participating listeners’ perspectives is Mahikeng
        FM’s flagship news programme, Marang a Dikgang (loosely translated as sunset news),
        which airs daily between 18:00 and 19:00. From the perspective of the listeners, phone-ins, text messages,
        WhatsApp messaging, and Facebook, comments on topics presented on the mentioned news programme (and other
        programmes by extension) constitute ‘participation’ because, according to one participant, ‘we can give our
        opinion on programmes when we call them.’ In this respect, participants uphold that it is the responsibility of
        Mahikeng FM to find news and reports for them to ‘participate’ or comment on. From the perspective of
        the radio station, the following excerpt from the programme manager shows that the station performs to the
        expectations of the listeners in terms of reporting and providing a forum for discussion:
      


      
        We do practise community participation by allowing the listeners to give their opinions on a certain matter
        regarding the community. Sometimes we allow them to come to the station if there is a matter that is really
        affecting them and we invite relevant stakeholders in that matter so that they can answer for themselves and
        the community can be satisfied.
      


      
        The enactment of regular journalistic functions of reporting and allowing feedback interaction is the
        responsibility of both the listeners of Mahikeng FM and the station itself, endorsing participation on
        both sides. As such, a participating listener opined:‘I think they use the simplest methods of interaction;
        nothing is complex, as they use Facebook, WhatsApp, and Twitter, and these are the social
        networks that people are familiar with.’ Similarly, another listener averred:
      


      
        The station is trying…they let us know what is happening, they let us talk about what is happening every day
        because, if you can think of it, if Mahikeng FM did not allow us to speak our mind and discuss, how
        will leaders know what we like and don’t like? People will just be ‘striking’ and no one will know we are even
        angry about the striking, but because our station is there, we can talk.
      


      
        The above sentiments confirm what Krüger (2011: 64) correctly identifies as the role that a community radio station should play, which is to
        handle its news output in such a way that it can ‘shape a local agenda and local discussion’ as part of
        building a local public sphere. Likewise, on the reporting and discussion theme, the fact that listeners have a
        platform in the form of Mahikeng FM to air their concerns, especially on service delivery deficiencies
        and corrective measures, qualifies as ‘participation.’ Indeed, service delivery dissatisfactions were the most
        prominent of listeners’ concerns during the interviews. Since service delivery is a major issue in both Dibate
        and Motlhabeng, the participants were content with being able to access their local representatives and
        municipal officials, express their needs and frustrations, and seek recourse via Mahikeng FM. It was
        no wonder, then, that a news producer stated that ‘there are a few instances where community participation has
        assisted us as the station. It makes us be seen and acknowledged within communities.’
      


      
        Predicated on the station’s fulfilment of its watchdog function, particularly on infrastructure and services,
        and allowing their listenership base in Dibate and Motlhabeng to express their views on the same topic, it is
        understandable that both the Mahikeng FM personnel and interviewed residents concluded that there was
        participation.
      

    


    
      Theme two: Public enlightenment and
      infotainment


      
        Another factor that participating listeners of Mahikeng FM found beneficial is the station’s
        programming in terms of enlightening and educating the rural listenership about elections, service delivery,
        health, and sports. The nature of the station’s programmes, though not the product of active involvement and
        implementation of listeners’ input, was deemed to inform, enlighten, and educate listeners about far and near
        topical issues. This correlates to a standard surveillance, interpretation, and correlation function of the
        media and merely fulfils these by registering a measure of satisfaction with listeners because, again, they can
        give their opinion on any issue of Mahikeng FM’s reports. It also correlates with one critical
        dimension on the agenda-setting function of the media, where the station manager selects a list of topics that
        they think are of public interest and, in the process, creates an ‘information bubble’ around the listeners,
        inundating them with the content that is unilaterally preselected and predesigned, based
        on a flawed belief that it is in their best interest.
      


      
        The station’s personnel indicated that it anchors all public enlightenment and infotainment programmes on local
        realities. First, the stories that they report are inspired by the lived experiences of its listenership base
        and, second, implications and/or benefits of all reported issues (either directly derived from the immediate
        environment or not) are analysed for the listeners. Participating listeners expressed three main sub reasons,
        all derived from and related to the enlightenment and infotainment theme, why they listen to Mahikeng
        FM. All participating listeners indicated that the station informs and enlightens them about their
        culture. More specifically, elderly participants listen for information and enlightenment while younger
        participants listen for entertainment and information regarding jobs and school incentives (bursaries and
        grants).
      


      
        The lay use of the expression ‘participation’ suffices for any form of minimal involvement which, at best,
        could be no more than what Tufte and Mefalopulos (2009: 6)
        term ‘participation by consultation’ or mere voicing of opinions, without those views forming part of the
        eventual action. Alternatively, it could be used to mean what we call ‘reactive participation’ where decisions
        or actions are taken by the dominant coalition on behalf of a social unit, and they (the people in the social
        unit) are subsequently consulted to provide their opinion. The concept of reactive participation aptly
        describes the nature of engagement between Mahikeng FM and its listeners. Thus, a discontent was
        inevitably present, given the type of involvement that existed.
      


      
        For clarity’s sake, Mahikeng FM only does conventional journalistic reporting, analysing issues and
        allowing its listeners to express their opinions on some issues. Thus, the station invariably assumes an alpha
        position in which it substantially determines what content it should produce for the consumption of the
        listeners. With the entrenchment of this relationship akin to an expert–novice association, it is only logical
        to expect a reactive participatory relationship to ensue. Ironically, neither an expert–novice association nor
        a reactive participation relationship is envisaged for a community radio station and its listeners. The MDDA
        Act (14 of 2002) explicitly provides that community media such as Mahikeng FM are established to
        ‘redress exclusion and marginalisation of disadvantaged communities and persons from access to the media and
        the media industry [and] promote media development and diversity by providing support primarily to community’
        (South African Government 2002: 2). According to the views
        of participating listeners, it does not seem as if Mahikeng FM conforms to the spirit of its legal
        mandate.
      


      
        While participating listeners expressed their satisfaction with being able to give opinions on reported issues,
        there was consensus and dissatisfaction with their exclusion in determining the content that airs on
        Mahikeng FM. Rather than just providing opinions on programmes, listeners wanted to be hands-on
        regarding what the station produces. To this extent, listeners requested frequent imbizos with content
        producers and the management of Mahikeng FM where peculiar affairs, needs, and situations of the
        communities are discussed, converted to content programmes for the station, and aired
        regularly to reach the broader stakeholder spectrum (politicians, the business community, academic
        institutions, government agencies, etc.) for redress. Listeners desire the empowered participation typology of
        Tufte and Mefalopulos (2009). Surprisingly, most of the
        listeners did not think that community members could influence expert media practitioners’ decisions on the
        conduct of their operation and the content that they produce. What is clear, then, is that although listeners
        want active, results-oriented empowered participation, they are still caught within the perpetuation of
        reactive and passive involvement, given that they think that they are not competent to influence the radio
        station content and management direction – by implication, it means that their intention is to defeat the MDDA
        Act.
      


      
        Considering that listeners were conflicted in terms of their roles and desires regarding the Mahikeng
        FM content and management direction, the following excerpt from the programme manager regarding their
        expectations of listeners has some basis: ‘Some of those that are complaining have not tried to come to the
        station to lay such complaints. They just complain from the street and do not come directly to us.’
      


      
        It is clear that both parties have different conceptions of ‘participation’ and each expects the other to take
        the initiative. However, the overriding type of participation that should be enacted is derived from the MDDA
        Act. Therefore, anything short of empowered participation is not desirable. However, to realise such an
        empowered involvement type, education of rural dwellers is seemingly necessary for clarity on the purpose of
        community media such as Mahikeng FM and their roles towards achieving that purpose. This will erase
        any conflict or feeling of inadequacy that listeners expressed. It is also necessary for the station to be
        active and proactive in engaging its listenership in communities rather than always expecting listeners to take
        the initiative.
      

    


    
      Conclusion


      
        The meaning of ‘participation’ within the chosen context is theoretically misconstrued and limited with regard
        to rural dwellers engaging in on-air discussions on pre-planned topics organised by the manager of the radio
        station. This observation is buttressed by the dominance that radio station managers exert, given that they
        unilaterally make decisions on topics for consumption by the community. This implies that decision-making in
        terms of content is still primarily restricted to the station, which goes against the MDDA’s stipulations.
      


      
        Considering that the literature has conceptualised ‘participation’ as beyond the simplistic notion of the term
        (cf. the discussion in the section ‘Theoretical leanings’), the findings show that, in practice, there is
        little understanding of such a theoretical conceptualisation. As far as Mahikeng FM and its listeners
        are concerned, the lack of such a theoretical understanding leads to tensions and misgivings between both
        stakeholders, with the implication that the role that the MDDA Act (14 of 2002) expects
        the community media to play is not achieved, especially as far as involving rural dwellers is concerned.
      


      
        Against this backdrop, we have two recommendations – namely, training and capacity-building of the personnel of
        community radio stations, and an ongoing evaluation of community radio stations by the MDDA to determine their
        shortcomings and institute solutions where necessary. Although training and capacity-building are part of the
        significant interventions by the MDDA, this study reveals that Mahikeng FM lacks skilled personnel who
        understand what is envisioned as the kind of participation desired for development and social change as stated
        in the Act.
      

    


    
      
        Note
      


      
        1    Cf. Manyozo (2012: 152–195) for a treatment of the conceptual relationship
        between the participatory communication approach and community media.
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      Introduction


      
        Digital media technologies have transformed the face of radio broadcasting. Radio, now accessed on multiple
        digital platforms, is allowing diverse forms of utilisation and engagement. This chapter analyses the role and
        functions of religious community radio stations that transcend geographical borders to cater for the
        community-of-interest listeners outside South Africa. Community radio operates in two classifications: A
        geographical category catering for a community within a designated area, and a community-of-interest category
        that transcends locality to embrace those who share the same interests within the nation-state. Digital
        technologies have opened up opportunities for the community-of-interest radio stations to broadcast beyond
        their borders and reach translocal and diasporic communities. Therefore, the meaning of community radio has
        transformed, and community-of-interest radio stations are playing a critical role in identity formation beyond
        the borders. The chapter focuses on two faith-based community-of-interest radio stations in South Africa:
        Radio Islam International (Muslim radio) and Chai FM (Jewish radio). Using the concepts of
        translocalism (Appadurai 1996; Greiner & Sakdapolrak 2013) and liminality
        (Turner 1969) or third space (Bhabha 1994), this chapter advances the following
        arguments: With digital media technologies, community radio producers have taken into consideration the
        distribution of their programming to the communities beyond their geographical boundaries. By doing so, the
        radio stations maintain their specific form and content, but at the same time adapt their programming to suit
        listeners in translocal and liminal spaces. This then opens up opportunities for South Africans who are living
        outside the country to still participate in developments taking place back home. Added to that, South Africans
        of Muslim and Jewish identity are allowed to virtually interact with non-South Africans who share their faith
        and interests. This sharing is essential in the formation of belonging and identity.
      


      
        The chapter addresses two research questions: How have digital media technologies changed the way in which the
        two radio stations operate? What implications do these changes have on programming at the two stations? The
        study that informs this chapter utilised a combination of research methods: In-depth
        semi-structured interviews with two radio presenters and one producer at Radio Islam International and
        the founder/producer and one presenter at Chai FM. A content analysis of the radio stations’ social
        media platforms and websites was also used. The chapter also uses empirical insights from previous research
        conducted on Radio Islam International by one of the authors of this article. The research, conducted
        between November 2010 and April 2011, focused on how digital media technologies were transforming Radio
        Islam International in terms of audience engagement, meanings of the term ‘community’ and institutional
        practices. The research conducted interviews with the station’s staff and participant observation of the
        newsroom, where radio presenters demonstrated how they use social media platforms to connect to listeners, both
        in South Africa and abroad. In addition, a virtual ethnography of audience feedback and other relevant
        information was conducted on the station’s websites.
      


      
        The chapter starts with a brief discussion on Muslim and Jewish identities in South Africa in order to provide
        a context for the issues raised in the chapter.
      

    


    
      Muslim and Jewish identities in South
      Africa


      
        South Africa has a complex mix of different races, cultural identities, languages, and ethnic ties. During the
        apartheid period, the government introduced numerous legislations based on racial classification. For instance,
        the Population Registration Act 30 of 1950 divided the South African population into four main racial groups:
        Whites, Blacks, Indians, and Coloured people (people of mixed race) (SAHO n.d.). When South Africa became a
        democracy in 1994, it embraced diversity and multi-racialism. The South African Constitution, adopted in 1996,
        provides equal human, political, and social rights to all individuals regardless of race, ethnicity, or
        language. The Constitution further recognises 11 official languages and freedom of worship. The post-apartheid
        state is committed to a policy of religious and cultural pluralism. The population of South Africa is about
        59.62 million people (Stats SA 2020). Almost
        80% of the South African population is said to adhere to the Christian faith. Other religious groups are
        Hindus, Muslims, and Jews. A minority of the South African population does not belong to any of the major
        religions but regard themselves as traditionalists or of no specific religious affiliation.
      


      
        Islam and Jewish religions are minority faiths. Islam is practised by roughly 1.5 to 2.0% of the total
        population. It is also one of the fastest-growing religions in South Africa. In South Africa, Islam is divided
        into three categories: The Malay or Cape Muslims who are classified as ‘coloured’ under apartheid
        classification; the Indian Muslims group, and the black Muslims (Frahm-Arp 2011: 2014). Thus, there are multiple Muslim identities in the
        country. According to the Kaplan Centre (2020), South Africa is home to 52,300 Jews (accounting for 0.08% of the population), making it the
        largest Jewish community in Africa, and twelfth largest in the world (WJC n.d.). The main body of
        representation for the Jewish community is the South African Jewish Board of Deputies
        (SAJBD). The two biggest metros, Johannesburg and Cape Town, contain the largest Jewish communities. There has
        been a significant emigration of Jews in the last couple of years, and South Africa’s Jewish population is
        rapidly shrinking (Kaplan Centre 2020; Graham 2020). The Jewish community in South Africa remains
        one of the most nominally Orthodox communities in the world – about 85% of the community is affiliated with
        Orthodox synagogues. However, there is a significantly growing progressive community (WJC n.d.). Approximately
        89% of the Jews in South Africa were born here. Of the remaining 11%, a quarter were born in Zimbabwe, a fifth
        in the UK, and a further fifth in Israel, while 96% hold South African citizenship (Graham 2020).
      

    


    
      Radio Islam International and Chai
      FM – a brief context


      
        After the end of apartheid in South Africa in 1994, the country embarked on significant reforms in the
        communication and media sectors. In the broadcasting sector, the government adopted a three-tier broadcasting
        system comprising public, commercial, and community broadcasting. The then Independent Broadcasting Act of 1993
        made provision for the licencing of community radio stations to cater for the historically disadvantaged
        groups. Between 1994 and 1997, the then Independent Broadcasting Authority (IBA) issued more than 80 community
        radio licences (Mtinde 2003). The IBA has
        since been replaced by the Independent Communications Authority of South Africa (ICASA). Radio Islam
        International was one of the first stations to receive an operating licence. It was registered in November
        1993 and received its operating licence in April 1997. The station is located in Lenasia, south of
        Johannesburg, a community made up of mainly Indian and mixed-race people. The station operates alongside other
        Muslim-based stations in the country such as Channel Islam International in Johannesburg, the
        Voice of Cape Town and Radio 786 in Cape Town, and Radio Al Ansaar in Durban.
      


      
        Radio Islam International is managed by a board of directors, a management committee, a programming
        committee, and, lastly, the listeners association. The mandate of the board is to oversee the operations of the
        station, but it does not interfere with programming. The purpose of the management committee is to oversee the
        day-to-day activities of the station. The management committee works closely with the programming committee and
        listeners association in determining the programming strategy of the station (interview with presenter of
        Radio Islam International, November 2019). Like many community radio stations in South Africa,
        Radio Islam International and Chai FM are using various digital media technology tools for
        both programming and audience engagement. Radio Islam International operates on all major social media
        applications, including Twitter, Facebook, Instagram, and YouTube, all of which have their unique features and
        a significant following of people. At the time of writing this chapter, Radio Islam International had
        30,500 followers on their Twitter account, 20,060 people on Facebook, 21,300 followers on Instagram, and 5,070
        subscribers on YouTube.
      


      
         Chai FM is Africa’s only Jewish community radio station, and outside of Israel
        it is the world’s only English-medium Jewish talk station. It provides a platform for Jewish interest and
        general news, views, and opinions. The station received its licence in 2006 and broadcasts from Johannesburg.
        Globally, the station is accessed through different digital technology platforms. The station boasts with about
        85,000 listeners daily, and has 15,000 daily listeners in more than 80 countries around the world on the
        internet (Chai FM n.d.). The station has 4,270 followers on Twitter and 4,288 people on Facebook. The station
        does not use a digital signal but employs an analogue signal. It makes use of live-streaming technologies
        through its website. It has a board of directors whose membership includes every Jewish organisation in the
        country. The board, however, does not have an editorial say in any programming (interview with Chai FM
        founder and presenter, November 2019).
      

    


    
      Radio, digital technologies, and the changing
      nature of community radio


      
        Digital technologies are reconfiguring both radio’s institutional structures and its practices (cf. Lowe & Hujanen 2003; Hendy 2003; Van Selm, Jankowski, & Kleijn 2004; Atton 2004; Chiumbu & Ligaga
        2013). Although the medium of radio has always been interactive ‘through platforms such as phone-ins, the
        current multiple digital platforms allow even more diverse forms of utilisation and engagement’ (Chiumbu 2014: 250). A significant component of research on
        radio and digital media technologies in Africa has mostly focused on how these technologies have enhanced
        audience engagement (cf. Dralega 2008; Moyo
        2012; Willems 2013; Chiumbu &
        Ligaga 2013). The issue of how these technologies are reconfiguring the meaning of ‘community,’ and hence
        the identity formation of its listeners, has not been vigorously researched, apart from a few studies (cf. Moyo
        2012; Chiumbu 2014). The central features of community radio characteristics relate to the issues of place
        (geography) and shared interests. According to Buckley (2008: 4), ‘[c]ommunities may share proximity or place but also cultural, linguistic and other
        interests.’ The geographical community ‘recognises the need to be grounded in a place defined by intimacy in
        face-to-face social contact and associated with shared (and disputed) social/cultural memory, both of which
        ultimately connect to common concerns that directly impact people’s daily lives’ (Himmelstein & Aslama 2003, cited in Chiumbu 2014: 252–253).
      


      
        In terms of interest, community radio can transcend its locality to embrace those who share the same interests
        within the nation-state. The facet of the community of interest ‘recognises the need to seek out like-minded
        individuals and groups who constitute communities of interest preoccupied with concerns that often transcend
        the specifics of distinct milieus defined by locality’ (Himmelstein & Aslama 2003, cited in Chiumbu 2014: 253). Digital technologies have transformed these two facets of community radio. Geographical
        community radio stations are no longer bound to a certain community but can now be
        accessed online by other communities who also actively participate in the community radio station through chat
        rooms and social media applications. Community-of-interest radio stations are also no longer bound to a
        nation-state but can now reach listeners with the same shared interests across time and space. Community radio
        stations now exist in both national and transnational spaces and reach listeners within and across the
        nation-state in an ‘imaginary’ conception of their community.
      

    


    
      Theoretical framework: Translocality and
      liminality


      
        The changes to community radio occasioned by digital technologies entail a reimagination of the community radio
        concept. The concepts of translocality and liminality are useful in this process. Translocality is rooted in
        transnational studies and is used ‘to describe socio-spatial dynamics and processes of simultaneity and
        identity formation that transcend boundaries – including, but also extending beyond, those of nation-states’
        (Greiner & Sakdapolrak 2013: 374). Translocality is used
        by scholars from a variety of disciplines and thus has several meanings that assemble on phenomena involving
        mobility, migration, and spatial interconnectedness beyond national boundaries (Chiumbu 2014: 254). Arjun Appadurai speaks of ‘virtual neighbourhoods’ that
        are created through new forms of electronically mediated communication (Appadurai 1996: 195). Depicting how places are constructed from a distance is
        the essence of translocalism. Appadurai expands on the theory of Anderson (1991) about the imagined communities in several directions. He
        argues that locality can no longer be perceived as a given social reality placed in a bounded site, but that
        locality is produced. He points out that the media travel together with the migrant; thus, due to global
        technological communications, people are virtually still involved in locality, despite living their everyday
        lives in different places all over the world (Appadurai 1996).
      


      
        Following Appadurai, Carpentier notes that the translocal becomes ‘the moment when the local is stretched
        beyond its borders while remaining situated in the local’ (Carpentier 2007: 6). Carpentier, in his study on Belgian community radio,
        states that the concept of the translocal helps us to conceptualise the ‘global’ diasporic community which is
        still embedded in its local communities and ‘allows theorising the moment where the local is effectively
        expanded by moving into the realm of the outer context, which is traditionally not considered to be part of the
        local’ (Carpentier 2007: 10–11). Translocalism, therefore,
        is the coming together of the local and the global, similar to glocalisation, ‘but in comparison to the glocal,
        the translocal implies an inverse approach that allows taking the local as the point of departure and adding
        the global as a second component’ (Carpentier 2007: 6).
      


      
        The concept of liminality refers to spaces in-between or what Homi Bhabha (1994) refers to as a ‘third space.’ Bhabha adapts the key idea of liminality by Victor
        Turner (1969) to explain the shifting nature of identity in
        the modern world and implies notions such as third space, hybridity, and exile.
      


      
        Bhabha’s theory of a third space has gone beyond its origin in postcolonial studies to
        signify a space of ‘betweenness’ occasioned by globalisation and digital technologies (cited in Chiumbu
        2014: 255). Liminality in this chapter is used to
        (re)conceptualise the audiences of the two radio stations which are located outside South Africa, but still
        access the stations to feel connected to home. Community radio, now being accessed online, therefore becomes
        another way in which these individuals can still participate in issues of national interest and importance back
        home. Since the proliferation of digital technologies in the late 1980s and early 1990s, migrant groups
        increasingly make use of digital media platforms to access specific media from their country of origin.
      


      
        The need for diasporic people to connect to home has always been there, even before the coming of the internet.
        In the pre-digital era, this was done through various means such as mail, telegraph, telephone, and fax.
        Internet technologies have provided further opportunities for diasporic communities to maintain social,
        political, and cultural connections with their home countries (cf. Karim 1998; Aksoy & Robins 2000; Georgiou 2006). This chapter, therefore, draws on the notions of translocality and liminality to examine the
        implications of the ‘in-between’ status for the identities of Radio Islam International and Chai
        FM.
      

    


    
      Translocal and liminal identities in Radio
      Islam International and Chai FM


      
        Radio Islam International and Chai FM were both initially established to cater for
        geographical communities. Radio Islam International started to cater for residents of Lenasia while
        Chai FM broadcasted to the greater Johannesburg area. Over time, both stations have adopted a hybrid
        model that mixes the geographical and community-of-interest ethos. With the help of digital technologies, both
        stations have transcended their original boundaries to serve a broader community within and beyond South
        Africa. The concept of translocality explains this phenomenon. Radio Islam International, as an
        Islamic community-of-interest radio station exhibited translocal elements even before it started streaming
        online as it sought to reach audiences with an interest in Islam across South Africa. From its original
        geographical base in Lenasia, the radio station expanded to include other townships to the south and even
        beyond Johannesburg through the use of Modak Max 300 satellite decoders (Murkens 2009; Moyo 2012).
        Technological limitations curtailed the mission to reach Muslim communities beyond the nation. However, this
        changed with the coming of digital technologies, as Radio Islam International became what Carpentier
        (2007) calls, a ‘translocal community of interest’ radio
        station. The reality of its new identity was reflected when, in 2010, the station adopted a new tagline: ‘Radio
        Islam: The world is our community.’ This clearly showed the station’s need to reach the Muslim diasporic
        communities. The station later added ‘International’ to its name. Radio Islam International has
        therefore joined other Islam-based online and satellite media platforms to act as an Islamist public sphere.
        Much has been written on the virtual Islamic community and how the internet is allowing
        Muslims around the world to create a new form of imagined community and public spheres where Islam and Muslim
        identities are debated, negotiated, and contested (cf. Anderson 2003; Mandaville 2001).
      


      
        These diasporic online spaces also provide opportunities for intra-Muslim conversations and identity formation.
        Despite the existence of several Islam-based online mediated spaces, it is interesting to see that South
        African Muslims living outside the country still feel compelled to tune in to Radio Islam
        International, thus emphasising their liminal subjectivity and the need to feel connected to South Africa.
        This point also indicates that Muslim identities are not monolithic, but intersect with other forms of
        identification – national, ethnic, and political identities. Although Islam is the most important marker of
        identification among Muslims around the world, South African Muslims living in the diaspora still hold on to
        other forms of social identities linked to Radio Islam International and its physical location in
        Lenasia. In the 2011 interviews, the station manager confirmed that many of the people tuning in to the radio
        station from outside South Africa once lived in Lenasia or have strong ties and connections with the place.
      


      
        Chai FM was established to ‘bring the sometimes fractured Jewish community together and strengthen its
        Jewish organisations’ (Lipman 2008).1 As stated earlier, it targets every Jew,
        ‘irrespective of gender, age, religiosity, cultural heritage or ethnicity’ in and beyond borders (Lipman
        2008). The purpose of the radio station is also to reach out
        to the large South African Jewish ‘diaspora’ so that they can still participate in developments taking place in
        the country.
      


      
        The diasporic listeners of both Radio Islam International and Chai FM exist as liminal
        subjects with hybrid identities. The radio stations also cater to South African audiences who are not residing
        in South Africa. While settled in their new locales, they still feel the need to connect to home through their
        participation in the radio stations. The audiences of Radio Islam International and Chai FM
        are increasingly becoming global and translocal, demonstrating an array of Muslim and Jewish identities across
        time and space. This point is well articulated by Bailey, Cammaerts, and Carpentier (2008: 65) when they state:
      


      
        Diasporas are positioned in complex sociocultural contexts characterised by diverse interactions through which
        their identities are formed dynamically as much through the diaspora–homeland relationship, as in response to
        the exclusion by the host culture. As diasporic audiences, they negotiate their position from a ‘third
        space’…which accommodates an ongoing process of cultural and political negotiation between different hegemonies
        – home and abroad.
      


      
        Although the stations transcend the local, they still remain firmly rooted in it. The majority of topics on the
        radio station pertain to developments taking place in the country. Political and economic developments, in
        particular, drive the programming agenda of the two stations. Religion becomes the
        cross-cutting factor across the radio stations.
      

    


    
      Programming strategies


      
        Programming in community radio should reflect local needs and the interests of its community. The South African
        Broadcasting Act of 1999 stipulates that ‘[t]he programming provided by a community broadcasting service must
        reflect the needs of the people in the community which must include amongst others cultural, religious,
        language and demographic needs’ (Republic of South Africa 1999: 16). This means that members of the community have to participate in the selection and
        provision of programmes. In the case of Radio Islam International, two committees shape the
        programming at the station: The programming committee and listenership committee, both made up of people from
        different walks of life. These two committees meet once a quarter to discuss programming issues, monitor the
        programming, and give critical feedback on what is working and not working (interview with presenter of
        Radio Islam International, November 2019). As stated above, the station focuses on the same topics
        that are current for the general South African citizen, but also zero in on developments taking place in
        Islamic hotspots, such as Syria, Palestine, Somalia, and Afghanistan. For Chai FM, programming is
        planned by the radio staff and influenced by listener feedback. Most of the programmes centre on South African
        politics, Israeli politics, and issues that pertain to the South African Jewish community.
      


      
        Digital technologies have brought out a contradictory development regarding programming. The knowledge and
        reality of a wider audience beyond the community has significant implications for the type of programming that
        both community radio stations pursue. In the case of Radio Islam International, there is a deliberate
        move to produce programmes that have a broader appeal outside the community. This is visualised explicitly in
        news programming. Although the station carries news and information programming geared towards its local
        communities, most news items are increasingly becoming international in outlook. According to the station
        manager, Radio Islam International is increasingly focusing on political events taking place in the
        Arab world as they have enormous implications on Islam and Muslim identities in South Africa and elsewhere. The
        morning show, Sabaahul Muslim by Sulaimaen Ravat, for instance, compiles some of its stories and
        snippets from international news websites to share information with Radio Islam International
        listeners located both nationally and globally. Chai FM is the only Jewish-run English radio station
        outside Israel that operates all day. Other Jewish stations only operate for a few hours throughout the day. As
        such, its programming strategy is deliberately transnational and targets Jewish communities outside South
        Africa, as well as Jewish South Africans. Its programmes focus on various issues, including news and
        developments in the Middle East, Jewish history, and programmes for children and women respectively.
      


      
        Although both radio stations are serving a national and translocal heterogeneous
        audience, it is not suggested that they have entirely abandoned their mandate in meeting the information needs
        of their local communities. The success of both stations remains their strong connection to community needs,
        causes, and interests.
      

    


    
      ‘United in our diversity’ – Radio Islam
      International and Chai FM in its identity formation


      
        New democracies such as South Africa battle to stabilise these democracies and cohere their diverse identities.
        South Africa has diverse ethnic, racial, religious, and class differences that cannot be merged forcibly into
        one national identity. However, these can still be brought together to create a coherent national imagination
        in the minds of citizens. To achieve this, the South African government adopted a Constitution that attempts to
        unite the people in their diversity as stated in the preamble:
      


      
        
          We, the people of South Africa, recognise the injustices of our past; honour those who suffered for justice
          and freedom in our land; respect those who have worked to build and develop our country; and believe that
          South Africa belongs to all who live in it, united in our diversity.
        


        
          (Statutes of the Republic of South Africa –
          Constitutional Law 1996; emphasis added)
        

      


      
        This constitutional declaration means that different ethnic and racial groups could retain some of their
        individuality and still participate in the whole. The country uses the concept of the ‘rainbow nation’ – coined
        by the country’s then Archbishop Desmond Tutu – to denote the supposed unity of the many cultures, identities,
        and nations in South Africa. The government has also set aside 24 September as National Heritage Day, and this
        occasion provides the country with an opportunity to celebrate its diverse backgrounds while accepting other
        backgrounds that are different. Public radio is another tool used to create the ‘unity in diversity’ ethos. The
        South African Broadcasting Corporation (SABC), as part of its public service mandate, runs 18 radio stations,
        11 of which are ‘ethnic’ radio stations making up of all recognised 11 official languages,2 as well as stations for South Africa’s Indian (Lotus FM) and
        San3 (XK FM) communities. These stations were developed
        to promote ‘national unity’ with the objective of building a ‘rainbow nation’ (Mhlanga 2010: xiii).
      


      
        Based on interviews with members of Radio Islam International and Chai FM, the two radio
        stations follow the ‘unity in diversity’ approach. They both recognise that connecting people to their religion
        and culture, without essentialising them, is one way of strengthening post-apartheid identities. By connecting
        both the Jewish and Muslim South Africans to their local and diasporic interests ensures the creation of
        collective identities across time and space. Both stations also aim to provide a sense of
        belonging and identity to South Africans of Jewish and Muslim heritage who are outside the country:
      


      
        
          Chai FM is not a station bound by geography but is a station of interest, and listeners are united
          by common interests. Many listeners of Chai FM are South Africans who have moved overseas. The
          station is a connection to all Jewish people regardless of race, age, and gender.
        


        
          (interview with station founder and presenter of Chai FM, November 2019)
        

      


      
        
          The slogan of Radio Islam is ‘the world is our community’ – this originated from the ideology that
          we broadcast to Muslims all over the world and not only within South Africa. The key aim of this is the
          religious aspect so that South African (and all) Muslims all over the world can feel a sense of belonging
          when listening to Radio Islam.
        


        
          (interview with presenter of Radio Islam International, November 2019)
        

      


      
        The two radio stations have ensured that identity, place, and belonging are fluid, also catering for both South
        Africans outside the country and the broader Jewish and Muslim global community. Radio Islam
        International has in its programming also catered for Muslims in South Africa who do not speak English.
        Some of these languages include programmes broadcasted in Zulu, Xhosa, and Afrikaans. They also have an
        Afrikaans news bulletin.
      

    


    
      Accented radio and community-building


      
        The term ‘accented radio’ as used by Vertovec (2008) and Moylan (2018a) refers
        to production practices on air which reinforce community-building for marginalised and minority communities.
        The idea of ‘accented radio’ is drawn from the concept by Hamid Naficy (2001) about accented cultural production which he developed to
        refer to the emergent genre of exilic/diasporic filmmaking. Accented cultural production is a form of
        production that signifies the marginalisation and displacement of both those represented in the film and the
        producers. The migrant or the minority subject speaks from a perspective of their marginality, but at the same
        time within the communication structures of the host country (Naficy 2001, cited in Moylan 2018a: 48). Therefore,
        ‘accent is one of the most intimate and powerful markers of group identity and solidarity, as well as of
        individual difference’ (Naficy 2001, cited in Moylan
        2018a: 48). From a radio perspective, Moylan (2018a: 48) argues that community radio programmes make accented
        radio programmes arguably more possible:
      


      
        The project of community radio has historically been conceived of as a grassroots initiative to empower
        marginalised communities by providing broadcast opportunities for community
        self-representation… I argue that in addition to this crucial capacity for community expression, community
        radio (ideologically and materially) facilitates communicative avenues for alternative articulations of
        marginalised and minority experiences.
      


      
        The articulation of marginalised and minority experiences ‘functions at the local level – speaking not only to
        the community whose members produce it but also to other local (and marginalised) communities – and
        simultaneously articulates a wider, transnational perspective’ (Moylan 2018b: 283). This point emanates from the interviews with presenters
        of both Chai FM and Radio Islam International, where they state that their radio stations
        provide an opportunity to articulate issues that the mainstream media either gloss over, ignore, or
        misrepresent:
      


      
        
          We are a community. It is good to have a voice where we can express ourselves freely about all issues that
          concern us. It is really nice to hear positive things about Israel as well because mainstream media gives a
          different perspective. Our community radio has the opportunity to set the record straight.
        


        
          (interview with presenter and member of the Jewish board of deputies of Chai FM, November 2019)
        

      


      
        
          Every community feels marginalised when it comes to issues that are close to their heart. Radio
          Islam tackles these topics and provides a platform for Muslims to vent and share their opinion on these
          hot topics. When certain claims are made on mainstream media regarding Muslims, it is given a free ride due
          to the fact that it does not concern Muslims. However, Radio Islam being a Muslim community radio
          station tackles these claims and dissects it, allowing the Muslim community to express how they feel about
          these issues.
        


        
          (interview with presenter of Radio Islam International, November 2019)
        

      


      
        Accented radio programmes thus engage deeply with their target communities through articulating experiences and
        issues that are held dear by the community, both locally and transnationally. Community radio therefore serves
        as a tool of empowerment for both Muslim and Jewish people in South Africa who may feel that issues of
        importance to them are misrepresented or not at all represented by the mainstream media.
      

    


    
      Conclusion: Prospects for enhanced
      participation


      
        Digital media platforms are spaces where mediated communication is increasingly taking place. Communicative
        environments are now digitised and portable, as people consume the media on mobile phones, tablets, laptops,
        and other wireless devices. Despite the ubiquitous digital technologies in Africa,
        community radio continues to be relevant. It still plays a significant role in fostering the expression of
        diverse voices and citizen participation. Its use is amplified by digitisation, meaning that its potential to
        reach more people in the communities is enhanced. Interest and identity-based community radio stations such as
        Radio Islam International and Chai FM, although grounded in their immediate territorial and
        cultural realities, can also now transcend these local conditions to ensure that their community members
        residing outside South Africa, can still partake in local deliberations. At the same time, these stations,
        taking advantage of digital technologies, also target the Muslim and Jewish diaspora, thus expanding
        opportunities for intra-faith and collective sharing membership across great distances. Therefore, the stations
        have the potential to create a uniquely democratic and empowering media space.
      


      
        It is important to note that too much focus on the use of digital technologies to reach diasporic communities
        can disadvantage community audiences who live on the other side of the digital divide. The stations need to
        create a balance between serving the local community in meaningful ways and reaching out to listeners across
        borders.
      


      
        The issues discussed in this chapter also highlight another area of focus: The policy and regulatory
        environment for a community radio. As noted by the definitions of ‘community radio’ presented above, it is
        still viewed by policymakers in a largely essentialist manner as being bound to a fixed space or to certain
        interests. Policy documents and position papers in South Africa and elsewhere still refer to the term
        ‘community’ in idealistic tones to refer to ‘face-to-face’ and small-knit communities. In addition, the policy
        still confines a community radio to local communities and views it as small-scale and highly localised media.
        There is a need for the policy to adapt to the fluid nature of communities in the digital age by engaging with
        different definitions of the term ‘community’ and taking into consideration the imagined communities that live
        globally but still exist and are imagined nationally.
      

    


    
      
        Notes
      


      
        1    Steve Lipman held an interview with the owner and founder,
        Kathy Kaler, on this website.
      


      
        2    These stations are (1) Ukhozi FM (Zulu); (2)
        Radio Sonder Grense (Afrikaans); (3) SaFM (English); (4) Umhlobo Wenene (Xhosa); (5)
        Lesedi FM (Sesotho); (6) Thobela FM (Sepedi); (7) Motsweding (Setswana); (8)
        Ligwalagwala (siSwati); (9) Munghana Lonene (xiTsonga); (10) Ikwekwezi FM
        (siNdebele); and (11) Phalaphala FM (Tshivenda).
      


      
        3    The San are the oldest inhabitants of Southern Africa,
        where they have lived for at least 20,000 years. The term ‘San’ is commonly used to refer to a diverse group of
        hunter-gatherers living in Southern Africa who share historical and linguistic connections (Siyabone Africa
        n.d.)
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        5    The tale of two South African Muslim radio stations


        Airing their views, reinforcing their
        identities

      

      
        Muhammed Haron
      

    

    
      Introduction


      
        South Africa’s Muslims have been a religious minority since their formation more than three centuries ago.
        Throughout this period, its leadership and representative groups made sure that structures and institutions
        were put in place at different historical moments to maintain their Muslim identity. From among contemporary
        Muslims, some individuals and groups have secured the necessary financial backing to continue in this spirit.
      


      
        Considering these, the purpose of the chapter is to assess two audio-streaming Muslim radio stations, which
        were set up during the past few years (c. 2016–2018), distinguishing themselves from those that were
        established during the late 1990s (Haron 2004,
        2015). Unlike the traditional radio stations, these have become accessible via the internet (Anderson
        2004; Keith 2007: 32–33) and they follow what
        Moyo (2013: 212–213) describes as the new
        digital practices and cultures. The chapter thus first undertakes to describe the formation of these two radio
        stations by identifying its principal founders and presenters; second, it demonstrates how the presenters used
        these platforms to reinforce their Muslim identity; and, lastly, it compares the two stations by showing how
        they differ from one another.
      


      
        The chapter also briefly addresses the notion of ‘participatory communication’ for social change as its
        theoretical frame. Before that, it briefly comments on the Muslim media’s role in reasserting the Muslim
        community’s religious identity (cf. Vahed &
        Jeppie 2004; Bosch 2017).
      

    


    
      Muslim media: Reinforcing their religious
      identity


      
        Throughout the post-apartheid era (1995–2020), South Africa’s Muslims ventured into the broadcasting sector
        where representative organisations in different parts of the country vied for licences to launch their communal
        radio stations (Haron 2004). Their concerted exertions –
        despite the differences that exist – may be regarded as part of their desire to employ the radio stations to
        sustain their Muslim identity and to air their diverse views as citizens regarding socio-political, economic,
        cultural, religious, and health matters.
      


      
        In addition to these, the efforts were extremely challenging as they faced various trials
        and tribulations in a constantly evolving democratic nation-state. This state encouraged the participation of
        civil societies – such as religious organisations and cultural groups – by investing their energies, as
        citizens, in the construction of a vibrant nation.
      


      
        Since South Africa’s democratic government had in mind creating a dynamic multireligious and multicultural
        nation, it opened up spaces for the formation of community radio stations to assist in this process. According
        to its rationale, these stations would play a pivotal role in achieving this objective. Alongside this, these
        stations were also set up to empower marginalised communities in particular and its civil society in general
        (NAB 2019; Fox 2019: 61–62). They complemented the respective public and commercial
        broadcasting outlets in unique ways by contributing to the reconstruction of the country’s fractured national
        identity. Being dented and punctured as a result of apartheid’s inhumane policies, it may be argued that
        ‘identity’ was and is still not a fixed variable, but a concept that unquestionably remains contestable.
      


      
        Chipkin (2007) points out that South Africa’s
        overarching national identity has been dynamic. It has tied together religious, ethnic, and linguistic
        subgroups that generally act as essential pillars in the nation-building process. Considering the role of
        religious communities such as South Africa’s Muslims, this chapter investigates how Muslim representative
        groups used their radio stations to promote their religious identity, contributing towards South Africa’s
        national identity. This identity needed to be nursed back to health with the aid of civil society of which
        religious groups form an integral part. Muslim organisations thus proactively established community radio
        stations to achieve their primary and secondary objectives, by using these stations as agents in the
        participatory communication process for social change.
      

    


    
      Community radio: Participatory communication for
      social change


      
        Both the Center for International Media Assistance (CIMA 2007) and the World Bank Institute (WBI 2007) reports share stories about the social impact of community radio stations. The rapporteur of
        the WBI states:
      


      
        
          Through community radio, poor constituencies can develop their news programs and organise discussions on
          matters affecting their community… They share information in a language they understand. They can debate
          issues, produce weekly programs, and develop talkback radio programs by phone or mail drop.
        


        
          (WBI 2007: 1, Annex 1)
        

      


      
        This report accurately states that ‘[i]n the process, poor constituencies who were isolated and marginalised
        are becoming energised, developing informed opinions, and becoming more adept at using the information to
        protect themselves, to make informed decisions and to get results.’
      


      
        Bearing these thoughts in mind, one may state that these community stations have helped
        the diverse socio-ethnic and linguistic communities to reinforce their communal religious identities and to
        contribute to the nation-building process. To date, the existence of these radio stations prove that, with
        their overall inputs and radio talk shows, they have strengthened the country’s national identity in general
        and the communal cum religious identity in particular (Fox 2019: 97; Bosch 2017; Chiumbu & Ligaga 2013: 245). The Muslim organisations, which so
        far have successfully managed their stations, used them to underline their religious identity and to flag their
        national identity in a self-confident way – an emotion that was, for obvious reasons, unheard of throughout the
        era of apartheid South Africa.
      


      
        Nonetheless, scholars such as Bosch (2010),
        Chiumbu and Ligaga (2013), and Chiumbu (2014), among others, have shown that community radio stations,
        since their inception during the mid-1990s, have played and continue to perform a critical role in offering
        audible voices to the minorities and marginalised communities in South Africa’s democratic environment.
        According to Chiumbu and Ligaga (2013: 245), radio audiences
        have been reconceptualised as ‘publics’ in the new ICT environment and this was because of the audience
        pursuance of a participatory culture. The findings of Benham (2018: 2) underscore that the relationship between the radio and its audience was and remains
        strong.
      


      
        Opoku-Mensah (2000: 166), echoed by Dagron
        (2001: 33–34), describes ‘community radio’ as
        a ‘participatory communication’ medium. Dagron, in particular, advises specialists in the media industry that
        everyone should be aware of the political implications of participation in development, and he stresses that
        this is particularly the case with participatory communication. The reason for this advisory note is based on
        two rudimentary points. The first is related to the question of power, and the second is connected to the issue
        of identity. As regards the latter, he underlines that the democratisation of communication paves the way for
        communities to demonstrate their self-esteem and to protect their identity.
      


      
        With regard to the former, Dagron underscores that within a democratic environment, communication cuts through
        power structures that are worded differently, as well as decision-making processes which are usually restricted
        to those in charge (i.e. from top-down). This is also transferred to community members (i.e. from bottom-up)
        who participate in the process. Opoku-Mensah (2000: 171)
        makes a similar observation stating that these members do not only become empowered, but that decentralisation
        of power takes place. Dagron (2001: 34) further highlights
        that these elements, as well as others, are characterising this type of communication and reinforce the
        communities’ capacity to initiate and bring about social transformation.
      


      
        According to the WBI (2007: 1), it has become common to
        observe community participation at various levels of these community radio stations. At the management level,
        for example, members are either bona fide members of the Board of Governors, or they offer advice
        through the office of the manager of the station. Others, however, get involved in
        programming, such as ‘encouraging and supporting programme production by organisations from within the
        community’ (WBI 2007: 1), or they volunteer their assistance
        when the station does outside broadcasting (OB) to be visible at communal events where the station’s producers
        and presenters meet the public. These occasions usually lead to a vibrant interaction and they entice free and
        open communal participation that also affects the station’s communal ratings (cf. Hendy 2000).
      


      
        This has become a common practice among the South African Muslim radio stations when they organise an OB over
        weekends or when special functions such as a book launch or a prominent guest from abroad delivers a Friday
        sermon at a mosque. For example, during 2019, the Cape Town-based Spice Mecca company organised a pre-Ramadan
        Cape Town city castle public event that showcased its spices and that invited other companies to set up stalls
        to sell their goods. Since the event brought thousands of people together, it also had the Voice of the Cape on
        board – as a partner – for the few days to do the OB. Throughout the period, members from the community
        actively participated and spontaneously engaged with the radio show that was on air. A related event was
        organised by Radio 786 at the same time; this took place at the Cape Town International Convention
        Centre where the station had its OB for a full weekend. At both events, the two radio stations were filled with
        participants in communal activities that witnessed listeners and others who did not usually tune in to listen
        to these stations’ programmes, and interacted and exchanged views with the presenters in an open social
        environment – a point highlighted by the WBI report (WBI 2007).
      


      
        These were, therefore, strategies that were adopted to contribute towards social change among socio-ethnic,
        cultural, and religious communities within South Africa’s democratic environment. The outcome of these
        participatory activities caused socio-religious and cultural changes to be effected at both ideational and
        practical levels. These was quite noticeable among the Muslim communities that were exposed to these Muslim
        radio stations – all of which were stationed in the major cities. That said, the chapter now turns to two
        stations that interact and continue to connect with their audiences.
      

    


    
      Two Muslim audio-streamers: Creating aural-waves,
      making inroads


      
        It is alleged that Muslims institutions contribute towards the formation of South Africa’s Muslim identity.
        While the Muslim print media has played a prominent role for decades, its position has since been eclipsed by
        the Muslim community radio stations that were established during the late 1990s (Haron 2005; 2015; Sayed 2019). Although representative theological bodies – together with
        their partners – vied to obtain radio licences, they differed in terms of their outlook on both ideological and
        jurisprudential levels. These organisations were, however, challenged by other groups that were more liberal in
        their outlook and make-up. These groups also applied and succeeded, and are presently
        competing for the same audiences.
      


      
        When these stations went on air, they realised the power (mentioned by Dagron 2001) that they possess since their stations have opened up pathways for their communities in
        a myriad of ways. Compared to the Muslim print media, their airwave reach, for example, was much further than
        they had imagined. The radio stations’ stakeholders (i.e. from the station managers to the newsreaders) became
        aware of their influence as the stations were making exciting inroads and caused aural-waves to vibrate in the
        Muslim communities’ private homes and public spaces.
      


      
        Beside these developments, the management and staff of these stations became acutely aware of these stations’
        vital role in and beyond the Muslim community. They were mostly seen as vehicles of social integration without
        Muslims having had to sacrifice their religious identity. They were reinforcing and solidifying these on a
        daily basis as they broadcast live from their respective studios.
      


      
        Since two audio-streaming stations, which compete with the established Muslim radio stations, came into
        existence within the past five years, the chapter turns its focus to these two stations. It first describes and
        assesses Salaamedia before it discusses Markaz Sahabah.
      

    


    
      Salaamedia, established in 2016


      
        Compared to the established Muslim stations, Salaamedia (n.d.a) – the type that Anderson (2004) and Keith (2007) referred to in their studies – was established prior to the formation of
        Salaam Foundation (SF). SF was set up to complement Salaamedia’s objective, and together with it
        engaged in what it termed ‘humanitarian journalism.’ SF provided the necessary legal framework and platform to
        conduct humanitarian projects. These were given further support by Salaamedia; the latter, which
        operates on an advertising-based budget, generally complies with SF’s adopted mandate since it was registered
        as a non-profit company in South Africa (Registration no: 2016/164270/08). This implies that 95% of its
        contributions are handed out for humanitarian relief purposes.
      


      
        SF’s incoming funds also contribute towards development projects, while the funds cover transport and labour as
        well as administrative costs. SF opines that these collected funds assist them towards the completion of
        various projects. SF began its operations in April 2016 while Salaamedia opened its doors during
        January 2016 with the purpose ‘to go beyond the limits of traditional journalism’ (Salaamedia n.d.a). It does so ‘by telling human stories while
        seeking to inspire people towards active citizenship and participation in helping resolve these challenges or
        at the least bring relief to those who form the essence of the news story’ (Salaamedia n.d.b).
      


      
        This reminds one of Beham’s report. This report refers to an earlier Konrad-Adenauer-Stiftung quote, stating
        that ‘the core of radio was and will always be the listeners and their stories, which are
        told by journalists’ (Beham 2018: 2). Nonetheless, one may argue that Salaamedia has indeed set itself
        an ambitious objective. One thus assumes that being pro-active and with the support that it has, it can achieve
        its goals, depending on each of its journalists. SF’s founding members stress that the type of journalism that
        it is involved in is all ‘about humanitarianism, activism and journalism coming together and forging a brighter
        future’ (Salaamedia n.d.b). For the station
        and its workers, ‘[i]t’s about walking the proverbial talk’ (Salaamedia n.d.b).
      


      
        Founding members and others


        
          Azhar Vadi began his journalism career during 2004 with the Gauteng Muslim community radio station Radio
          Islam International before he moved to Channel Islam International (CII Radio n.d.). During this period, he was able to accompany the
          respected Muslim humanitarian organisation Gift of the Givers to Gaza (Morton 2014: 80–91). This opportunity exposed a situation that provided
          him with endless humanitarian stories. In his capacity, at one stage, as head of a Gauteng-based
          CII’s news desk, he continued to gather and disseminate narratives that stress the nature of
          humanitarian relief activities. After he travelled to Syria in 2012, he reported on the heart-breaking
          happenings as well as the unending humanitarian interventions. It was this continuous exposure that had ‘set
          [him] out on a new trajectory bringing the concept of humanitarian journalism through Salaamedia to the South
          African media landscape’ (Difference Makers 2018).
        


        
          Armed with these experiences, he decided to establish Salaamedia with co-founder Shamsheer Khan who
          was also a former CII sound engineer and station manager. Being an activist by nature, Fatima Patel
          Sookharia, who joined SF in November 2017 and who was appointed SF’s CEO during May 2018, spearheaded a few
          campaigns such as the #AfricaArise campaign. This was a project that took her to Chad, where she encountered
          many Central African Republic (CAR) refugees. Zeenat (2018) wrote about this, forcing readers to ‘remember the forgotten CAR refugees.’
        


        
          Apart from these two founding members, SF was able to bring on board several others to work with them to
          sustain Salaamedia as an alternative online station. One of the station’s key staff members is Ponty
          Moletsane, who was a CII programme producer and who became Salaamedia’s station manager.
          Another key member is Maryam Mkwanda who presents The Maryam Mkwanda (lifestyle) Show (Salaamedia n.d.c). Mkwanda’s excellent
          communication and writing skills have provided her with an opportunity to pen quality content, and these
          writings have since been ‘published as pamphlets and booklets’ (Salaamedia n.d.b). Alongside Mkwanda is
          Mariam Mia, who is a childhood development specialist. She is someone who helps to assist learners in
          overcoming educational challenges. Mia’s #Leading a Child Towards Responsible Childhood campaign is viewed as
          an essential programme in the educational arena. In addition to these individuals, the station also had
          Sabihah Hassim, Mohamed Moti, and Inayet Wadee as presenters, and it currently has,
          among others, Inayet Wadi, Zahid Jadwat, and Muhammed Arai.
        

      

      
        Salaamedia programmes


        
          The presenters and their respective programmes, along with their time slots, appear on the station’s website
          (Salaamedia n.d.b). Each of the programmes is accessibly transferred into a podcast that allows a person to
          download it and listen to the programme at their leisure. Here reference will only be made to two shows that
          offer a glimpse into what this station has on its menu.
        

      

      
        Wadee’s The Alternative View programme


        
          Wadee used to manage The Alternative View programme that runs from 07:30 until 10:00 from Mondays to
          Fridays until COVID-19 broke out (Salaamedia n.d.d). Wadee has been with the station since its inception but,
          like Vadi, was with CII for quite a long time. At the latter station, Wadee anchored the Global
          Dynamics show that covered world affairs including politics and socio-economic issues and, of course,
          religion. He chose the mentioned title for his programme, since he firmly opines that justice should be for
          all.
        


        
          With this in mind, he opines that the alternative media such as this station, which he helped to set up, has
          a key role in shaping socio-economic and political thought. Wadee has made his mark in the Muslim
          broadcasting industry because of his shows in which he ‘identified a significant gap to put forth an
          alternative, informed opinion compared to that presented by the mainstream media’ (Salaamedia n.d.b).
        


        
          What follows is a sample of his programmes that is available on podcasts. On 9 January 2020, Wadee had a
          conversation with Buti Sigasa who speaks on behalf of the Healthcare Stakeholders Forum (HSF) regarding their
          protest march to the Council of Medical Schemes (CMS). In this programme, Wadee encouraged Sigasa to discuss
          the healthcare sector and what the HSF desired from the CMS. The informative show, which can be accessed via
          podcast, provides an insight into the reasons for this HSF march and what its organisers expected to achieve
          in the end.
        


        
          Subsequently, on 4 March 2020, Wadee engaged with Itani Rasalanavho who is a church activist and who was
          asked about the new Boycott, Divestment, Sanctions (BDS) coalition movement that was to be launched in South
          Africa. Although BDS has generally been successful in educating communities about the Zionists’ inhumane acts
          against the Palestinians globally, it appeared that its relationship with the South African branch was
          slightly scuttled (BDS n.d.).
        


        
          Nonetheless, the sample illustrates that Wadee was in touch with significant role players to obtain the
          necessary feedback about the issues under discussion. While he does not overplay the Muslim identity in these
          programmes, one does get an idea that he tries to offer a Muslim view through his interpretation and understanding. Through this method, he underscores the pervasive Muslim perspective.
        

      

      
        Shakeel Garda and Aqeel Wadee’s Shaqattack Show


        
          Shakeel Garda and Aqeel Wadee’s show (Salaamedia n.d.e) reached out to South Africa’s youth groups where they
          talked about issues that affect this age group. They, for example, chatted to Aasif Bulbulia, Azminah Jhetam
          (Johannesburg), and Aqeelah Hendrickse (Stellenbosch) regarding campus life; they asked them how they adapted
          to it and quizzed them about the planned (27–30 March 2020) Muslim Students Association (MSA) National
          Conference (Salaamedia n.d.f). The two young presenters talked with their hosts about the planned conference,
          which would be an important meeting where its members intend to develop policies and address relevant issues.
        


        
          Besides having reflected on what the activities of the MSA were all about and having given some focus on
          Muslim matters such as managing the jama’at khana (Muslim places of congregational prayer) and
          related activities, the discussions also included offering ‘mission’ in different ways. They questioned the
          hosts about the conference’s agenda and the reasons for having it during the mentioned period. Bulbulia
          referred to the MSA charter that addressed spiritual development and the social injustices that exist. The
          main objectives were to develop policies and guidelines for the chapters during the post-conference phase.
          Azminah stressed that the conference would be a great chance to network.
        


        
          In an earlier show, the two interviewed Nazeer Jamal, who is an artist and a radio show host (Salaamedia
          n.d.g). Together they zoomed in on ‘young Muslims in South Africa.’ Jamal, who is an advisor to the
          Accidental Muslim site (Aleker & Parker
          n.d.) that contains a variety of interviews with young Muslims from around the globe, engaged with him in
          a lively chat. The discussion was triggered as a result of Jamal’s Facebook post that questioned how to
          engage and entice young South African Muslims. The whole conversation expanded upon this. The presenters had
          already raised this question on previous programmes, wondering what South Africa’s Muslim youth are indeed
          seeking.
        


        
          The above brief case studies underline the fact that the presenters and their hosts have been concerned about
          Muslim matters. For this reason, the themes and topics that were mounted on their agendas tried to engage and
          unpack issues that affect Muslims as well as the broader community. They raised numerous questions about the
          South-West Asian conflicts that have destabilised Muslim communities and they have questioned many people
          about the place of Muslims in the global village. According to Azhar Vadi’s e-mail communication,
          Salaamedia and SF have separated managerially as from the beginning of August 2020. Azhar Vadi
          resigned from his directorship post at Salaamedia with the idea of focusing solely on SF’s
          humanitarian work, while Shamsheer Khan, who resigned his directorship post at SF, turned his focus back to
          Salaamedia, working on media matters. That said, it is an excellent
          opportunity to shift to Markaz Sahabah.
        

      
    


    
      Markaz Sahabah online radio, established
      in 2018


      
        Compared to Salaamedia, the founders of Markaz Sahabah (MS) view themselves
        differently, even though they share the same Muslim identity that undergirds Salaamedia’s founders. On
        the MS site, its founders uncompromisingly state: ‘We belong to the Ahlus-Sunnah-Wal-Jama’ah [ASJ]’
        (i.e. people who follow the Prophet’s model practice and the majority of congregants) (Markaz Sahaba n.d.).
        They add:
      


      
        [W]e must protect the belief structure of A.S.J., which is the Noble Quraan [i.e. God’s words], the Sunnah
        Mubaraka [blessed practices] of Nabi (S.A.W. [Peace be upon him]), and to protect the honour and
        integrity of every companion…of Nabi (S.A.W.), to believe in the Auliyaa-Allah [God’s intimate friends], and to
        practice on the four Schools of Fiqh [jurisprudence], that is the Shafi’ee, Maalikee, Hanafee and
        Hambalee Schools.
      


      
        This long-winded description demonstrates that the station’s management and everyone associated with it wish to
        see themselves apart from others – that is, those who are open and inclusive instead of being exclusive.
        Further, it hastily adds, ‘Yes, there will be diversity,’ but then shrewdly inserts the condition that ‘it must
        be according to the A.S.J.’ (Markaz Sahaba n.d.) as they understand and interpret it.
      


      
        The question that one should perhaps ask and answer is: What, or rather who, are those that belong to this
        category? Here I will attempt to offer a simplistic response since the focus is on the programmes that this
        station provides and the ideas that it disseminates or propagates. It should also be pointed out that in
        defining themselves as the Ahlus Sunnah, they remind their readers/listeners to ‘[r]emember that we have got
        NOTHING to do with the Shias, we have got NOTHING to do with the Qaadiyaanis or Ahmadis and the Salafis, and
        all these types of people’ (Markaz Sahaba n.d.; original emphasis). This ends in an emotional outburst,
        asserting that everyone should ‘[r]emember that we do not have anything to do with them, [and r]emember that
        some of them are totally out of the fold of Islam, like the Qaadiyaanis and the Shias’ (Markaz Sahaba n.d.).
      


      
        The online statement thus clearly articulates the stand of MS pertaining to their theology. Even
        though it sees itself to be the voice of the ASJ, it distances itself from others. This also implies
        that they indirectly do not identify with South Africa’s nation-building project and stand in opposition to the
        democratic principles enshrined in the Constitution. One thus questions MS’s commitment to the South
        African democratic process.
      


      
         Markaz Sahabah’s founding father


        
          Leaving aside its subtle oppositional stance vis-à-vis the democratic project, funds for
          MS, which has offices in Durban (Overport) and Johannesburg (Lenasia) respectively, are sourced from
          a private company (Capital Group) that fully endorses the ideas and activities of Mufti Hoosen, the main
          founder (HaqIslam n.d.). It appears that
          the funders supported him while he served for 17 years (c. 2001–2018) at CII (CII n.d.).
        


        
          Before he entered the broadcasting industry, he pursued theological studies in South Asia where he
          specialised in Hadith studies (i.e. being trained in all the prophetic statements and practices). Having
          established himself theologically over the years, he was appointed by CII to be its roving mufti
          (i.e. legal advisor on Muslim affairs) in 2001, and for this post he was financially rewarded. He
          acknowledged that the opportunity that he was granted at that station was enormous. He did not only become a
          household name, but also left lasting imprints in terms of his vast knowledge and its application through
          hundreds of legal opinions, some of which appear in his printed Q & A publications (Hoosen 2008). Although some might not agree with the way
          in which he answered the questions that were posed during the Q & A sessions, one cannot deny that many
          were taken in by the way in which he responded and replied to the questions. Indeed, one can hear this on his
          podcasts that are uploaded weekly if not daily.
        


        
          One online CII respondent, named Barryrich, who appeared to have joined the CII discussion
          forum during October 2005, posted on 9 April 2012 in which he described the mufti in glowing terms, stating,
          ‘He talks with real confidence and captivates the listeners with his thorough knowledge which he can
          spontaneously convey… He is also humorous in his responses at times which is always marvellous to hear as he
          surely delivers the message and captivates the imagination of the audience’ (Barryrich 2012).
        

      

      
        Its programmes and presenters


        
          When browsing through this station’s menu of programmes, one finds it rather odd that the station’s founding
          father, Mufti Hoosen, is involved in most, if not all, of them. Over the two years, about 20 different
          programmes were presented. All of them, as far as could be ascertained, were captured in podcasts.
        


        
          Maulana Arafat Hatia, who co-presents a few programmes with the mufti, anchors a weekly spiritual programme
          titled As-Safinat ilal Jannah (the ship to paradise). Up until the beginning of March 2020,
          he presented and recorded 104 episodes, each approximately 24 minutes long. It broadcasts every four days
          from 04:00 to 06:00. Since 2019, the mufti covered 71 episodes on general issues titled The
          Discussion. These too were podcasted and each of the episodes runs for 26 minutes every six days. The
          mufti also presents the Seerah (Prophet’s life) for basically five minutes every two days.
          Up until March 2020, only eight episodes have appeared – podcasts of these are available.
        


        
          The mufti’s team, besides the mentioned maulana, consists of Mufti Muhammad Bhana
          (National Sahaba Jalsa [companion gathering]), Shaykh Zakaaria Sameer (Ma’a Allah
          [word of God]), Maulana Abrar-ul-haq Essak (Fiqh [jurisprudence] for
          Beginners), Shafaat Ahmed Khan (On Top Shelf: General Issues), Alameen Templeton (Business
          Matters), Dr Yusuf Vahed (Medical Files), and Suhail Vahed (Legal Matters). In
          addition to these presenters and programmes, the Bliss of Marriage and Tafseer
          (Qur’anic interpretation) are also presented by the mufti.
        


        
          Turning to the mufti’s Q & A programme and taking into account his interaction with listeners over the
          years on CII, one may argue that, by and large, the replies to the listeners’ questions were well
          received (see a set of Question and Answers on CII Stores n.d.). In other words, the respondents felt contented that the mufti provided answers
          that corresponded with their questions and that satisfied them. While this is indeed the case, there were
          times when the mufti’s terse answers were rejected and shunned because of the manner in which he responded to
          some pressing questions.
        


        
          We now extract one sample from one of his publications that was drawn from his radio Q & A programmes.
          The idea is to demonstrate to what extent he managed to answer and perhaps on what basis the listener was
          dis/satisfied with the response. One should, however, preface the sample by stating that since most of South
          Africa’s Muslims have not been schooled in the fundamentals of Muslim jurisprudence and theology, many of
          them who need clear guidance about fundamental issues related to, for example, cleanliness would pose
          questions to the maulana or mufti.
        


        
          In this example, he was asked: ‘Is having a beard a pre-requisite for the leading of the taraweeh
          [i.e. ritual prayer of rest] and the acceptance of Salaah [i.e. ritual prayer]?’ (Hoosen 2008: 5). He then tersely answered without qualifying the response
          insightfully: ‘It is reprehensible to read salat [ritual prayer] behind a fasiq
          [transgressor]. Therefore, he should not be appointed as Imam [a religious leader for the ritual prayer]’
          (Hoosen 2008: 5; cf. also Hasan 2009: 86). First, the mufti gave no reason why he referred to a
          beardless person as a ‘transgressor.’ Second, he then added that the person should not be appointed to the
          position of a religious leader. Third, he somehow did not reject outright the idea that when one performs the
          ritual prayer behind a beardless Imam (i.e. a prayer leader), it is null and void.
        


        
          In this regard, anyone familiar with Al-Azhar University graduates – most of them are beardless – will know
          that, apart from having specialised in jurisprudence and theology, they all invariably lead the prayers
          wherever they are stationed. On top of that, the descriptive term ‘fasiq’ was never used and applied by
          anyone who attended Al-Azhar, knowing that it was and still is a reputable and renowned institution of
          Islamic studies. The mufti’s terse response therefore implied that all the Al-Azhar graduates, who generally
          do not have beards, are ‘fasiq.’ Theologically, this is not only absurd, but it is a ludicrous perspective.
        


        
          The sample demonstrates that, while the responses might, at first glance, have been approved, one cannot
          accept these insubstantial responses. This especially applies to someone who is highly
          regarded in the community for his status as a mufti – that is, a theologian who has the authorisation to
          issue legal opinions and lead prayers. However, despite the example, the mufti’s replies seem to be quite
          acceptable in the eyes of the laypeople. This is so because their issues are much more straightforward and
          clear-cut.
        

      
    


    
      Comparing the two: Old guards creating their own
      waves


      
        Before ending, it is necessary to compare the two stations and here one comes across noticeable differences
        that stand out and that raise several critical questions. A few concerns will also be highlighted to underscore
        to what extent the one station, likened to the other, stands out in terms of its theological position and on
        other related matters.
      


      
        The two audio-streaming stations belong, like the established stations, to the mainstream Muslim community, on
        a theological and jurisprudential level. At first sight, the two might appear to have been very different from
        the recognised stations. However, after scrutiny, it is observed that they are not really different in terms of
        their offerings. Because of the common strands that exist, they may, moreover, be described and classified as
        community radio stations in the conventional sense. These two stations may furthermore be viewed as a separate
        category within the broadcasting industry. Like the traditional stations, they provide miscellaneous programmes
        and, as far as one could assess, each one demonstrates that they have adopted marginally different styles in
        their presentations.
      


      
        One may label these stations, factoring in the South African context, as being part of the second wave/stream
        of Muslim-owned radio stations. They do not only complement but most definitely compete with the traditionally
        recognised stations for their online audiences. The rationale for identifying them as the second wave/stream is
        based on the fact that they are relatively fresh as ‘new kids on the block’ in terms of their formation.
        Important to mention is the fact that some of the staff of these stations are of the old guard who found new
        skins or opportunities. The founders of both stations used to work for CII, one of the established
        Muslim radio stations.
      


      
        Both stations seem to have muscled their way into an already captured audience but have allegedly diverted some
        listeners who used to tune in to the well-known customary stations. Since podcasts were made available, these
        two stations, similar to the established ones, use it because it was and is conveniently accessible to anyone
        who wants to listen to an episode or specific programme.
      


      
        These audio-streamers, unlike their counterparts, target all those that are able to access their respective
        stations online (Dick 2004). They do this via
        the various available devices, be it the cell phone, tablet, laptop, or any other means of access. However,
        being slightly different from the established radio stations, they have proven that they are at a disadvantage
        in that they have a restricted or a limited listenership as online audio-streaming stations. By implication,
        the difference between the two types is that while the recognised Muslim radio stations
        can boast of having physical footprints within their communities, these two audio-streamers only have a digital
        presence, despite their physical premises. This is a consequence of their circumscribed accessibility and
        invisibility. One of the salient features that some of the established Muslim community radio stations reflect
        on their sites is that they visibly spell out their stations’ aims. The Voice of the Cape states that
        it unconditionally intends ‘to serve the needs of the Muslim Community in South Africa (91.3 FM n.d.), while Radio 786 determinedly directs itself
        ‘to serve the educational, informational and cultural needs of the community’ (Radio 786 n.d.)
      


      
        Matching these aims with those of Salaamedia, one notes that it specifies its objective in a somewhat
        long drawn-out manner. It principally plans to go ‘beyond the limits of traditional journalism telling human
        stories while seeking to inspire people towards active citizenship and participation in helping resolve these
        challenges or at the least bring relief to those who form the essence of the news story’ (Salaamedia n.d.b). However, unlike Salaamedia which
        documents its aim despite its verbose wording, MS records its purpose rather clumsily – by tying it up
        with its overstated theological position. I will reproduce it here in an abbreviated format since it was
        chronicled earlier. It registers its aims as follows: ‘We belong to the A.S.J., and we must protect the belief
        structure of the A.S.J., which is the Noble Quraan, the Sunnah…and to protect…the integrity of….Sahabi…to
        believe in the Auliyaa-Allah, and to practice on the four Schools…’ (Markaz Sahaba n.d.).
      


      
        Revisiting MS’s awkwardly constructed aim, one gets the idea that everyone (i.e. the mufti, the staff,
        and the station’s funders) has seemingly identified with it. Just below this inelegantly fashioned aim,
        MS states that no one should ever associate it with groups (such as the Qadiyani and Shi’ites) that
        they regard to be outside Islam’s fold or to be theologically deviant (like the Salafi). It is quite
        interesting to note that MS regards itself to be different from the Salafis even though some critics
        accused them of being part of this group. One, in fact, assumes that notable legal scholars such as Professor
        Khaled Abou Fadl and others would reject MS’s view about itself by arguing that it is no different
        from the Salafis from which it expediently distances itself. The general argument would be that MS is
        essentially the same, except that its presenters, under the mufti’s leadership, underline their views that are
        marginally different.
      


      
        When evaluating the MS staff, it is evident that they do not have one female presenter. Years ago when
        Radio Islam was established in Johannesburg, the same scene was observed and, as a consequence, it was
        taken to the arbitration committee that forced the station to change tack or be closed down. It hurriedly
        complied and brought a few woman presenters on board, who have indeed made a remarkable difference to the
        coverage of topics (Frahm-Arp 2011).
        Considering MS’s Salafi stance that it wishes to deny, one doubts that it would change, since no legal
        structure is in place in South Africa to force it to bring woman presenters on board.
      


      
        At Salaamedia, the story is conspicuously dissimilar since the relatively young
        founding members of the station represent both genders. Salaamedia, unlike MS, has no
        discriminating policy regarding gender. It has appointed both male and female journalists and technicians.
        Earlier in this chapter, some of them were mentioned. These presenters adopt divergent approaches as compared
        with those at MS. Its presenters, as shown on the Shaqattack Show, animatedly interacted and
        enthusiastically engaged with their guests. They did not, however, forget the Muslim environment wherein Muslim
        ethical practices had to be strictly observed, be it inside or outside the station’s studios.
      


      
        In this regard, MS has applied the Salafi approach when it comes to engaging with members of the
        female audience. After having tuned into Shaykh Zakariyya Sameer’s podcast programme titled Ma’ Allah
        (be with God), it was observed that the shaykh did not telephonically converse online or interact with
        the caller who provided her comments on the topic at hand. On this podcasted programme, sub-titled
        Mashura (consultation), the shaykh allowed the listeners to air their views in connection
        with the social problem that was broached. One quick example would suffice to underline the Salafi strategy
        that it deliberately adopted to avoid any form of intermingling online.
      


      
        In one programme, an anonymous Muslim woman called in, informing listeners that she was orphaned. She stated
        that as a result of her circumstances she was adopted by her married aunt, who had two children of her own. She
        went on to say that since the aunt and her husband, who had genuinely cared for her, had passed away, the
        siblings – the aunt’s two children who have since grown up – have distanced themselves from her. She thus
        wanted to know from the shaykh (and others) how she should deal with her situation. She expressed her love for
        these siblings, but they do not want anything to do with her. The woman said that she was distraught and pained
        by this behaviour and only needed to know how to move forward with the advice of the shaykh and others. The
        callers, who called in, were women and each of them sympathised with her plight. However, important to note is
        that their calls were recorded and replayed without them having interacted online via phone with the shaykh.
      


      
        While this might be viewed as a novel way, it illustrates how MS and its all-male presenters handle
        their female callers in South Africa’s democratic environment. It reveals that although the methods they pursue
        in presenting their programmes are technically accepted, they act against the social norms that the society
        follows. They do so without holding a live online telephonic conversation to engage in relevant issues and by
        using the technology to their advantage. As far as MS is concerned, it adopts this approach that
        providentially remains in line with (its staff’s understanding of) Islam’s particular set of rules and
        regulations when it comes to having to avoid a mixed audience.
      


      
        Here one should recall that on several CII and MS programmes, the mufti has made his views
        explicitly known that any form of mixing between males and females should be avoided wherever and whenever
        possible. He has addressed these social issues in many of his Q & A programmes over the years. From this, one can gather to what extent MS diverges from Salaamedia, while one
        may argue that the only common ground that the two stations share with one another is the fact that they both
        ‘rightfully’ claim that they are Muslim stations that operate in a democratically diverse environment – one in
        which their freedom to air their views and practise their faith have been guaranteed by the country’s liberal
        Constitution.
      


      
        Both stations are by and large satisfied with their identity as Muslim-owned and -funded stations. They are
        particularly proud of the fact that they operate freely in a predominantly non-Muslim environment where they
        have been guaranteed freedom of belief and expression. One, however, gets the impression that MS
        operates as if it functions outside its democratic surroundings and, in the process, arrogating itself the
        right – as it did online with those who are Shi’ites – to ostracise others publicly. Put differently,
        MS, in contrast to Salaamedia that does not articulate any theological position online,
        categorically expresses its jurisprudential cum theological position towards others by classifying
        them or anyone who holds a different theological opinion to be outside the fold of Islam.
      


      
        While one might argue that everyone in a democratic environment has the right to adhere to their position in a
        country that tries to build a nation, why should MS, as a community radio station that should respect
        the rights of others, and notwithstanding its theological affiliation, be permitted to boldly underline its
        hardline attitude towards others with whom it disagrees on a theological and jurisprudential level (on its
        website and in practice)? One may also ask: What right does it have to do so in a democratic society where
        everybody has equal rights? Since everyone’s rights have been secured in South Africa, MS and any
        other group that expresses similar views, have no right to state their attitude in this bigoted manner. They
        should show their respect towards others by tolerating the theological interpretation of others, no matter how
        painful it is to read or hear what they say about early Muslim historical personalities or how they interpret
        theological issues.
      


      
        Salaamedia, being an appendage of SF which is a humanitarian organisation, has steered away from such
        pronouncements and it acceptably states that it pursues humanitarian journalism. It is a type of reporting that
        differs from that heard on MS, since its journalists share, through their podcast reports, the pitiful
        conditions of communities in other parts of Africa and Asia. Its online news reports, as captured in online
        articles and podcasts, all underline that Salaamedia encourages its journalists to write about these
        people, and its presenters to report on them. Their tasks, when listening to the online programmes presented by
        Wadee, Mai, and others, were eagerly undertaken. They did so to remind those who live in better conditions that
        they should be mindful of those who have nothing or have lost everything because of socio-political conflicts –
        events that were not of the affected communities’ doing and that were beyond their control.
      


      
        Unlike MS, which seems to use the airwaves to perpetuate its specific understanding and interpretation
        of Islam in South Africa, Salaamedia remains conscious of the fact that it
        operates in an open, ever-changing environment where various challenges were and are encountered both with and
        outside the Muslim community (Vahed & Jeppie 2004).
        Compared with the myopic-minded MS, Salaamedia seems to have a better sense of what nation-building is
        all about, and because of this, constructs programmes that meaningfully work towards this objective.
      

    


    
      Towards a conclusion


      
        To end, it should be stated that the chapter located these two stations within a broad broadcasting context. It
        did so by describing the role of Muslim institutions in reinforcing Muslim ideas and in explaining what
        ‘community radio’ is all about within a democratic environment. With this as a backdrop, the chapter thus
        located the two Muslim stations under review in this context.
      


      
        The chapter, however, showed to what extent these Muslim community radio stations challenged the Muslim print
        media by illustrating to what degree the stations substantially contributed towards an increased Muslim social
        transformation – a phenomenon that was never witnessed before. It therefore discussed the founders of these
        stations and it offered insights into selected programmes. It also demonstrated how both stations helped,
        through their programmes, to reinforce the community’s Muslim identity within a largely non-Muslim environment.
        Prior to concluding the chapter, it compared the two stations, showing in which way they differed from one
        another in terms of their coverage of themes/topics. It underscored that although they have a common identity
        as Muslim stations, they differ markedly in their presentations and community participation.
      


      
        South Africa’s community radio stations have undoubtedly constructed a lively environment in which communities
        have been visibly transformed on dissimilar levels. In the case of the Muslim communities, they have been given
        access to a variety of local Muslim radio stations (setting aside a myriad of others that broadcast from
        abroad) – be it via the station that they listen to on their transistor radios while at home or in their cars,
        or the station that only has a cyber-presence accessible through the internet’s audio-streaming links.
      


      
        Many indicators show how members or representative groups among them have not only begun to understand their
        religion differently but how they have begun to comprehend their primary sources anew as a result of
        contemporary interpretations or presentations that have been mediated via these stations. Via these stations,
        they have also come to understand their positions as citizens in a democratic South Africa. The outcome of this
        has led them to view their theologies and theologians, who were either trained locally or abroad, through
        non-traditional lenses – that is, via audio-streaming that was unimagined before. Added to this, the
        communities have engaged with and challenged their theologians as a result of the democratic space that was
        granted by South Africa’s democratic system – one that the conservatives appear to take for granted.
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      Introduction


      
        In 2013, South Africa began to see the rise of a new style of Pentecostal-Charismatic Evangelical (PCE)
        Christianity, as miracle-prophets spoke prophetic words over people which miraculously healed them or brought
        them wealth. This form of Pentecostalism is referred to as Prophetic Pentecostal-Charismatic Christianity
        (PPCC), as distinct from other types of popular PCE Christianity outlined by Frahm-Arp (2018). The first wave of media reports about these often cult-type
        churches focused on pastors who told their church members to eat poisonous snakes, drink petrol, or allow
        themselves to be sprayed with the deadly insecticide Doom. In their reporting, the media often infantilised
        congregants who did not know better than to participate in these practices.
      


      
        This chapter examines the discourse on PPCC, being developed on a secular, independent, South African radio
        station, Radio 702. Research by Haron (2010), Ng’atigwa (2014), and Diedong (2014) shows the role of a radio station as a medium through which public opinions about religions
        are shaped. This study examines how members of PPCC churches and their leaders were understood and discussed by
        radio presenters, experts, and the public, on three talk shows and a news segment on Radio 702. Put
        differently, the study analyses how members of these churches and their pastors were framed in the media. In
        doing so, the chapter critiques the role of the presenters in shaping a discourse through the framing of their
        questions, the people they interviewed, and the callers that they chose to accept on air to voice their
        comments or pose questions. Through the use of critical discourse analysis (CDA) as a methodology, this chapter
        shows that when discussing miracles and faith, the power of the presenters to frame, establish, and maintain a
        particular view is not a given, but has to be continuously established and re-established through multiple
        strategies. One of the key strategies used by presenters was to create a clear ‘us and them’ division between
        the logical non-member and the illogical members who did not use their common sense and believed in these
        churches.
      


      
        Second, like other secular, liberal, democratic phone-in radio stations that establish themselves as the
        guardians of liberal reason and open public conversation in a search for truth (Coleman 1998), Radio 702 constructs itself as a neutral zone for open debate. However, in reality, the presenters, lay callers, and experts engaged with
        a particular discourse that framed all the PPCC miracle-prophets as fraudsters, conmen, and false
        miracle-prophets, with little or no concrete evidence to back up their claims. In doing so, this imagined
        community did not create a space of open debate, but a space in which they collectively reinforced their view
        that miracles are unscientific and illogical. Third, the Weltanschauung or religious worldview through
        which members of PPCC churches make meaning of the world was often lost or not voiced in these programmes.
        Primarily because the members of these churches who phoned in, or who were interviewed, spoke in a different
        ‘grammar’ – as Wittgenstein would put it (Forster 2009) – to the interviewers, it was often difficult for them to explain themselves in the lexicon
        that the secular presenters were prepared to engage in.
      


      
        The radio medium plays a critical role in meaning-making in public media, including how religions are
        understood in this space (Diedong 2014). This chapter shows
        how the media shaped the public perception about these churches and that those with the most power to shape
        this discourse avoided wrestling with a more nuanced understanding of the religious worldviews and lived
        experiences of the members of these churches. Some of these miracle-prophets have behaved abusively towards
        their congregants – for example, Prophet Lethebo Rabalago who was imprisoned for harming his congregation by
        spraying them with Doom. This chapter does not examine whether the actions of these miracle-prophets are right
        or wrong; instead, it examines how these churches and their leaders are collectively portrayed in the media. It
        shows how the dominant discourse that members of these churches are ‘gullible,’ ‘stupid,’ ‘manipulated,’ and
        ‘lacking common sense’ is perpetuated. Given the huge numbers of people that these churches attract – for
        example, Prophet Shepherd Bushiri who attracted thousands of people filling the Standard Bank Arena in Pretoria
        on 28 December 20191 – it is vital to develop a more
        comprehensive understanding of the phenomenon of these churches and the impact that they are having on society.
      


      
        Following an overview of the methodology used in this research, the chapter is divided into two sections. The
        first explains and historically locates miracle-prophetic PPCCs in South Africa. An overview of the five
        churches that have featured most in the media is then given with a summary of the allegations of sexual,
        physical, and financial abuses perpetrated by the ‘men of God’ that led these churches. The section concludes
        with a brief overview of the scholarship on radio and religion in Africa. The second section analyses how PCE
        churches were discussed on Radio 702 during the first quarter of 2019. This is done using CDA to
        examine three interviews and news segments that were held by three different presenters on the radio station.
      

    


    
      Methodology


      
        The turn to post-structuralism and post-modernism has shown us the importance of interrogating language as a
        critical agent in meaning-making. Philosophers such as Foucault (1988) have shown us that ideas and concepts are shaped through
        language. Foucault’s famous case study of medical insanity explained the role of language, power, and knowledge
        in the understanding and conceptualisation of medical insanity in the 19th century. Before the 18th century,
        those whom we now regard as clinically insane were often perceived as being possessed by demons or having
        spiritual powers. To examine in more detail how language constructs social realities, CDA examines the role of
        language in shaping institutions, concepts, and ideologies, thus constructing how people situate themselves in
        society and their broader Weltanschauung (Parker 1992). To unpack and analyse the discourse about these churches aired on Radio 702,
        CDA is used as it focuses not just on the discourses, ideas, and social objects constructed through language
        (Parker 1992), but also the power dynamics at play in these
        engagements (Van Dijk 1993). Van Dijk (2015) shows that by examining those who have power
        and the means and opportunities to exercise it through verbal and written discourses, we come to a deeper and
        more nuanced understanding of social contexts, constructed in and through language. Fairclough and Wodak (1997: 258) argue that language should be
        understood as a ‘social practice.’ In line with this, Halliday (1978) shows how CDA goes beyond CDA as it interrogates the effects of power in the context
        of language and the production of a discourse.
      


      
        This methodology enables an analysis of what people – both members and non-members of these churches – said
        about their churches on Radio 702, but does not directly engage with listeners and what impact these
        shows might have on them. The limitation of this study is that it does not directly engage with actual members
        of these churches or their leaders. It does not allow them to explain their own beliefs and practices, nor does
        it examine the impact that these churches and their leaders have had on people’s lives. It is not a methodology
        that asks how these radio shows affected the churches that are discussed or the impact that the shows might
        have had on people’s lives. Further work needs to be done on this. Works like those of Dowden (2014), Lindhardt (2015), Ndung’u (2009), and Omenyo (2011)
        show how this form of PPCC is gaining popularity in Sub-Saharan Africa, primarily driven by people’s desire for
        a better life as they struggle with the ‘radical uncertainties’ (Mbembe 2007) of political, economic, and social change experienced in these
        countries.
      


      
        This methodology enables a critique of the general discourse on and about PPCC as expressed in the popular
        phone-in radio media. The medium of phone-in radio is particularly well suited to this because, unlike a
        written article in print or online, radio programmes offer an interactive space in which the public and experts
        can express their views, giving a powerful lens through which to examine how social constructs of PPCC
        ‘situatedness’ is being dynamically and fluidly shaped. Coleman (1998), Thornborrow (2001), and
        Ribeiro (2009) have used a similar
        methodology to critique the construction of social and political imagined communities, ideas, and identities
        through discourses on phone-in radio shows in different parts of the world.
      


      
        This chapter examines three interviews and a news segment presented by Eusebius
        McKaiser, Bongani Bingwa, and Xolani Gwala in February and March 2019.2 Each of the three on-air interviews as well as the news segment was transcribed and the
        words and phrases analysed. Attention was given to the frequencies of words and phrases, what was not said, as
        well as the ‘grammar’ and social context of the words used – for example, whether the words originated from a
        ‘popular culture’ or ‘academic’ lexicon. Fairclough’s framework (Fairclough 1992) was used, with the linguistic features of the spoken texts, as
        well as how the text was produced and distributed, namely live on-air interviews and discussions with callers
        phoning in to either agree with, develop, or reject the discourse being shaped. At the time of these
        interviews, Prophet Alph Lakau from Alleluia Ministries in Sandton, Johannesburg, claimed to have raised a
        person from the dead. In the same month, Prophet Bushiri, the leader of Enlightened Christian Gathering (ECG)
        was arrested on charges of fraud and money laundering. Two of the interviews done by Bongani Bingwa (5 February
        2019 and Xolani Gwala (1 February 2019) focused mainly on the arrest of Bushiri. A segment done by Bongani (26
        February 2019) discussed how people on social media were reacting to the claim of Lakau that he raised a man
        from the dead. The show presented by Eusebius McKaiser (18 March 2019) focused more generally on
        miracle-prophetic-healing churches and not on one church in particular.
      


      
        Radio 702 was chosen as the radio station to focus on because of its in-depth reporting and analysis
        of social, political, and economic issues. It is an independent radio station aired in Gauteng and the broader
        Cape Town metropolis. Many of these PPCC churches have a strong presence in the Gauteng area. By limiting the
        study to one radio station, the chapter focuses specifically on the rhetoric expressed about these churches
        without having to account for variables in the nature, style, and focus of multiple radio stations.
      

    


    
      Background to miracle-prophetic
      Pentecostal-Charismatic churches in South Africa


      
        The form of Pentecostalism that is currently most popular in South Africa has its roots in the Pentecostal
        movement that began during the 1900s (Synan 1997), the Evangelical movement of the 1950s, and the Charismatic movement that started in the
        1960s (Hollenweger 1972; McGuire 1982).3 In the 1970s, various aspects of these movements came together to form
        Pentecostal-Charismatic Evangelic Christianity4 (PCE). In the
        1990s, many PCE churches began to flourish in South Africa, and by the end of the decade, several had become
        megachurches, such as Rhema (Johannesburg), Grace Bible Church (Soweto), and Rivers Church (Sandton). The
        leaders of these churches regard themselves as pastors and not miracle-prophets, and their primary role is to
        teach people how to live according to the word of God. The key focus of their services is the teaching given by
        the pastor, together with praise and worship singing. They do not claim that the pastors have secret knowledge
        about God which only they have access to, nor do they argue that their leaders have
        special spiritual powers as PPCC churches do. On the whole, these churches require members to give 10% of their
        salaries to the church, but not more. Most of these churches preach some version of prosperity theology rooted
        in the Word of Faith movement which claims that through a believer’s faith in the power of the word of God,
        believers can claim the blessings of health, wealth, and happiness, which God desires for all his children
        (Anderson 2010; Drønen 2015; Frahm-Arp 2018).
      


      
        At the beginning of the 2010s, a new movement within the broader PCE landscape began to emerge in Africa and
        South Africa. This movement exhibits several key characteristics. The leaders referred to as ‘men of God’ claim
        to be miracle-prophets who can bring about extraordinary healings in believers’ lives. If people give them
        enough money and have enough faith, these miracle-prophets can also make believers extremely wealthy. All these
        ‘men of God’ claim to have a special knowledge of God, often without any formal theological education, while
        they claim to be anointed by God into their special miracle-prophetic ministries. Most of these
        miracle-prophets expect people to perform some type of extreme action to prove their faith in the
        miracle-prophet and God. Usually, this means giving vast sums of money to the church to the extent that some
        people sell all their possessions and give all the money to the miracle-prophet and his church (Van Wyk 2015; Van de Kamp 2016). However, in cash-strapped peri-urban South African
        communities where members have little money to give, these ‘men of God’ are telling people to eat grass (Reilly
        2014) or snakes (Nemakonde 2015), to drink petrol (Thornhill 2014), or allow themselves to be sprayed with Doom (Ramothwala
        2018), and/or allow the ‘men of God’ to take
        sexual advantage of the female followers (Klugey 2019). In this way, they allege that they show their faith in God and his miracle-prophet. These
        ‘men of God’ exercise power over their followers, controlling what they do, such as how much money they give,
        and what practices they think are acceptable, like being kissed in public by a miracle-prophet.
      


      
        The ‘men of God’ style themselves as miracle-prophets because they can ‘see’ into people’s past and bring about
        wealth and health in their future.5 The focus of these services
        is on the miracle-prophetic work of the miracle-prophets. Usually, the services begin with much praise and
        worship music, followed by a short discussion of some biblical verses by one of the leaders, and then move to
        the main event – the prophecies of the leader. At random, the miracle-prophet will single out people whom he
        claims God is calling him to prophesy over. To prove to the congregation that the miracle-prophet has divine
        insight into these strangers’ lives, the miracle-prophet will give the congregants some facts about these
        people, such as their birthdate, what they have in their handbag, or who their parents are. Then the
        miracle-prophet tells the congregation that through divine prompting from God, he knows what is troubling these
        people and what they have done wrong. Their sins usually vary from being an alcoholic to stealing or having an
        extra-marital affair. The congregations egg the miracle-prophets on, asking to be told
        as much as possible about these selected people’s lives. Services often feel like a Christian version of
        The Jerry Springer Show as dirty linen is aired in public. Once the miracle-prophet starts to get to
        the root of a person’s problems/sins, the selected people often start to scream, cry, or fall uncontrollably to
        the ground as the miracle-prophet exorcises the demons of drink, infidelity, greed, anger, poverty, or malice
        out of their lives. Through this exorcism, people become healed. Very often the miracle-prophet declares that
        the evil residing in these people has been placed on them through some form of witchcraft. Once the
        miracle-prophet has healed a person, he goes on to the next one and in one service usually between 10 and 15
        people are prophesied over. In each service, one or more collections are taken, and people are told that the
        more money they give, the sooner their problems will be solved. The miracle-prophets claim that people should
        give up everything they own to the church, and then they will receive back from God more money than they have
        given.
      

    


    
      Overview of some PPCC churches covered in media
      reports


      
        Over the last few years, miracle-prophets have been in the media for allegedly sexually abusing women,
        endangering people’s lives with deadly poisons, pretending to raise the dead, and money laundering. This
        section highlights five miracle-prophets who dominated the news in early 2019. Prophet Nana Poku made the
        headlines when several allegations of sexual misconduct were reported in the news (Klugey 2019; Base 2017; YEN 2017; Jayson 2019). He
        founded the Kingdom Prayer Ministry in 2013 and in his services he is seen sitting on women, fondling their
        breasts, and giving them long intimate kisses to heal them and drive out demons.6
      


      
        Three miracle-prophets who have allegedly endangered people’s lives are Lesego Daniel, or ‘Professor,’ as his
        congregants call him, Prophet Penuel Mnguni, and Prophet Lethebo Rabalago. Daniel has endangered people’s lives
        by telling them to eat grass and drink petrol at his Rabboni church outside of Pretoria. In July 2015, Mnguni,
        from End of Times Disciples Ministries in Soshanguve, also outside Pretoria, made his followers eat poisonous
        snakes (Tlhabye 2015). Rabalago claimed that
        the insecticide Doom would heal his people of cancer and HIV/AIDS at his Mount Zion General Assembly church in
        the Limpopo province. He sprayed the insecticide directly into people’s eyes and various body parts. According
        to him, ‘Doom is just a name, but when you speak to it to become a healing product, it does. People get healed
        and delivered through Doom. It is not by might or power but by the Holy Spirit’ (BBC News 2016). In 2017, the Polokwane High Court found him guilty of
        physically harming people by spraying them with Doom.
      


      
        Probably the most extreme miracle was performed by Prophet Alph Lukau, the leader of Alleluia Ministries
        International, based in Sandton, Johannesburg. On 24 February 2019, he allegedly raised someone from the dead
        (Povo News 2019). Kings and Queens Funeral
        Service, who transported the ‘dead’ person, sued Lukau for performing this hoax (SABC 2019).
      


      
        Prophet Shepherd Bushiri began his church, Enlightened Christian Gathering (ECG), in 2009 in Mzuzu City,
        Malawi, and now has more than 170 branches worldwide.7 The
        church in South Africa claims to have over 700,000 members in Gauteng alone and Bushiri is reported to be worth
        millions of dollars (Fihlani 2018). This
        remarkable climb from poverty and obscurity to international acclaim as a ‘man of God’ and millionaire has made
        many people suspicious of the financial dealings of the church (Khumalo 2018). Bushiri is alleged to hold gala dinners, vigils, and services
        where people pay up to R5,000 to attend (Magadla 2017). In 2019, Bushiri and his wife were jailed for money laundering (SABC News n.d.) and fraud
        (Mashego 2019). The allegations of fraud and
        corruption came to light after three people died at an ECG church service in December 2018, when the building
        in which the service was taking place collapsed.
      

    


    
      Religion and radio in Africa


      
        The radio medium in South Africa draws millions of listeners annually. The isiZulu Durban-based station
        Ukhozi FM is the most popular, attracting over 7.6 million listeners every week (Businesstech 2019). Talk-show stations such as Radio
        702 are less popular than music stations. In 2019, the South African government register of community
        radio stations listed 62 community stations of which seven were religious radio stations (SA Government 2019), but on the Wikipedia list of community radio
        stations in South Africa, there are almost 200 stations, of which about 10% are religious stations (Wikipedia n.d.). There are a plethora of community
        radio stations in South Africa, many of which struggle to stay afloat financially (Mlamla 2019). None of these are affiliated to a particular PPCC
        church, such as Radio Veritas, which is a Catholic radio station run by the Catholic Church in South
        Africa. This is somewhat different from the rest of Africa, where Pentecostal churches in various forms have
        established many radio and TV stations (Jenga 2017). A reason why PPCC churches do not have a significant radio presence in South Africa is most
        likely because the large megachurches either upload services and podcasts on to their social media sites or
        have their own TV stations on which they stream their services.
      


      
        Much of the research done on radio and religion in Africa has focused on the social and religious impact of
        these stations. Research shows the positive impact in community development work done through these stations
        (Lewis 2011; Damome 2012; Osunkunle & Wozniak 2015; Mawokomayi & Osunkunle 2019). Religious radio stations have also been used to influence
        politics (Jenga 2017; Madavanhu 2018), to build religious communities (Mall 2008; Resane 2017), to empower marginalised voices (Mall 2008; Ingram 2015), particularly
        those of women, and to play a vital role in the religious education of their followers (Haron 2010; Stoneman 2012; Resane 2017). Comparatively little
        work has been done on how religion is presented, discussed, and at times marginalised or
        ignored on secular radio stations in South Africa.8
      

    


    
      Discussing miracle-prophets on a secular radio
      station


      
        Having established the broader context of PPCC churches in South Africa, the chapter now analyses three
        interviews and a news segment presented on Radio 702 by Bongani Bingwa, Xolani Gwala, and Eusebius
        McKaiser.9 The aim is not to determine or analyse the impact of
        these shows on their audiences, but rather to examine how these three presenters have constructed a discourse
        about PPCC churches and their members. The segments and interviews were chosen because they all occurred within
        six weeks of each other and dealt with incidents in PPCC churches that had received extensive coverage in the
        media and on social media. These presenters were chosen because they embody the ethos of Radio 702 as
        a radio station that interrogates the truth and fights against corruption, fake news, and misleading
        information. They are among the most popular presenters on the radio station and had all done several news
        segments or interviews on religion in South Africa over the last few years.10 From a broadly liberal political perspective, the station aims to critically engage with
        social, political, and economic issues to inform the public. Radio 702 draws a primarily middle-class
        or aspiring middle-class listenership, who are based in the two economic centres of South Africa, namely
        Gauteng and Cape Town.
      


      
        To analyse the selected material, the study used CDA and focused on the discourse shaped about these churches
        by four groups: The presenters, the experts invited to discuss these churches, the callers who belong to these
        churches, and the callers who do not. The presenters on these talk shows exercise power to initiate, direct,
        and terminate on-air conversations, as well as to invite experts to be interviewed. While the opinions of the
        callers do matter, the power of who speaks, for how long, and in what detail is controlled by the talk-show
        host who chooses to make certain calls and can terminate a call at any time (Fitzgerald & Housley 2007; Hutchby 1996). The second group, consisting of those being interviewed, has
        a degree of power as the expert in a particular field or spokesperson for an organisation. The callers, both
        those who are members of these churches and those who are not, have a limited amount of power to shape, direct,
        or determine the discourse.
      


      
        The three interviews and news segments centred around the following incidents. The first was an interview done
        on 5 February 2019 by Bongani with Ephraim Nyondo, the spokesperson from ECG, following the allegations of
        fraud and corruption made against Prophet Bushiri (Bingwa 2019). A few days later, on 12 February 2019, Xolani invited Siya Xoza, the spokesperson of
        the Department of Home Affairs to explain how and why the government had given a ‘dangerous’ person such as
        Bushiri a visa to live and work in South Africa (Gwala 2019). On 24 February 2019, South Africa was stunned when Prophet Alph Lukau who allegedly
        resurrected a man from the dead (EWN 2019). On 26 February 2019, a variety of
        ‘resurrection videos’ went viral on social media (Mjo 2019). One example was a video of a chicken coming alive out of a cooking pot when the lid was
        lifted. Bongani and Jonathan Fairbairn discussed these videos in the segment ‘What’s Gone Viral?’ in Bongani’s
        breakfast show (Fairbairn 2019). Two weeks
        later, on 8 March 2019, Eusebius invited Hayden (surname not given), a psychologist whom he referred to as ‘one
        of our cleverest guests…I love his brain’ (McKaiser 2019) to discuss PPCC churches more generally.
      


      
        Three clusters of discourses emerged. The first involves presenters and callers creating imagined communities
        (Ribeiro 2009; Coleman 1998). In this case, there are two communities – those who are the gullible followers of
        these miracle-prophets who lacked common sense, versus the clever, critically thinking non-followers. By and
        large, this ‘us and them’ polarity is created by the presenters and then supported by the callers who phoned in
        with anecdotal evidence to support this, as seen, for example, in the study by Ribeiro (2009) where callers phoned in to support an expert’s viewpoint.
        When the expert argued for the same position as the presenter, this also reinforced the power of the presenter
        as the knowledgeable voice or reason regarding these churches.
      


      
        The second is a discourse portraying the ‘men of God’ as charlatans, conmen, and false miracle-prophets who
        manipulate people. To establish and maintain this view, presenters used three tactics. The first was what
        Hutchby (1996) refers to as the asymmetrical relationship
        between the first and second speaker, where the first speaker appears to have more power. The first speaker
        asks a question in phone-in radio, while the second speaker who answers is often the one who exercises more
        control because they can deflect, reframe, or avoid the question and pose a different one altogether. By
        letting the caller go first, the presenter could manage the answers. Eusebius often used this tactic, thus
        using his power as the second speaker to manipulate the discourse and authoritatively portray the prophets as
        charlatans. A second tactic, used most often by Bongani, is the power that a presenter has to ask questions to
        an interviewee and thus frame the discourse (Ilie 2001: 211). The third technique is favoured by Eusebius, in which a presenter ‘allows’ an audience
        to evaluate their views (Ilie 2001: 209) and thereby empower
        the position of the presenter as the callers reinforce his view.
      


      
        The third discourse is primarily what is not spoken about. None of the presenters spoke in the language or
        grammar of the believers; they just dismissed the alleged miracles as cons and tricks. By not engaging in what
        they could not or would not understand, they continuously kept the discourse in their grammatical lexicon of
        control. No one asked ordinary members of these churches why they have joined, what they have experienced at
        services, and how they understood the behaviour of the miracle-prophets whom they followed. The presenters all
        closed down these discourses that would allege that the faith or belief expressed by these churches and their
        followers was something reasonable.
      

    


    
      Framing beliefs and
      miracles: Creating opposing communities


      
        Following the arrest of Bushiri on allegations of fraud and money laundering, Bongani interviewed the ECG
        spokesperson, asking him to explain these allegations. The interview was framed as the church having to defend
        itself for doing something wrong. Bongani controlled the discussion by using his power as a presenter (Ilie
        2001), by framing questions that made the claims of the
        church seem preposterous. He began the interview by asking if the miracles of Bushiri, who claimed to heal
        people of any disease including HIV/AIDS, were not just a money-making scheme and if the people who purported
        to experience miracles were not just paid actors. The framing of the question implied that Bongani could see
        through the charade, and he ended the interview by saying, ‘I mean yes, pull the other one.’ Bongani asked the
        spokesperson: ‘So you believe as he claims that…he [the miracle-prophet] can walk on air…cure people with
        HIV/AIDS, for example.’ The tone of this question was sarcastic, implying that the spokesperson must be stupid
        to believe these claims. The spokesperson defensively answered that people only think that those who are healed
        are actors because of the fact that ‘they can’t believe’ that people can be healed miraculously.
      


      
        Bongani then continued to frame the spokesperson as being deluded, arguing with him that ECG could not possibly
        have 178 branches in Africa. The ECG spokesperson weakly answered that there were multiple theories about how
        the miracle-prophet healed people but ‘if you believe in God, then miracles are not something you can question
        because they are a part of the sacrifice’ (Bingwa 2019). The
        spokesperson was engaging in an alternate ‘grammar’ where faith was acceptable and reasonable, but Bongani
        dismissed this as ridiculous. Bongani abruptly ended the interview, exclaiming that it was irresponsible of
        these churches to claim that they could cure people. Reisigl and Wodak (2001: 75) explain this jump from argument to conclusion without a
        substantive discussion as topoi. They define topoi as the ‘content-related warrants or
        “conclusion rules” that connect the argument or arguments with the conclusion, the claim.’ In his study on
        national identity in Portugal, Ribeiro (2009: 84) argues
        that presenters often ‘transition from argument to conclusion without the presentation of full argument’ when
        ‘topoi’ of threats were involved – in this case, a threat to national identity. Bongani did the same in his
        interview. Using the topos of threat, he moved from the argument that ECG cannot be trusted to a full
        conclusion that they were irresponsible without a detailed argument or any type of proof, because these
        churches threaten people’s well-being.
      


      
        A few days later, Bongani discussed Prophet Alph Lakau’s supposed miraculous raising of a dead man from his
        coffin just before he was buried. The event had been filmed on social media and gone viral in South Africa.
        People phoned into the show, some believing the miracle and others arguing that it was a con. Bongani
        sarcastically asked callers how they could believe in something that was as scientifically impossible as this.
        Bongani was using the power of what Hutchby (1996: 486–492)
        refers to as the second speaker in the asymmetrical relationship of question and answer.
        While in many cases, such as a court of law, the first speaker, the one who asks a question, has more power
        while the second speaker, the one who answers, has less power, Hutchby argues that in instances such as
        phone-in radio, the first speaker is more vulnerable as they ask a question and the second speaker, the host,
        can deflect, reframe, or, as Bongani did, dismiss the premise of the question as absurd. In this way, Bongani
        maintained his power as the knowledgeable presenter who controls the discourse and public understanding of
        these churches. On 26 February 2019, when discussing what had gone viral, Bongani and Jonathan Fairbairn
        laughed about Alph Lakau’s claims at the resurrection and the multiple videos posted on social media, making
        fun of the alleged ‘resurrection.’ Bongani used sarcasm to develop a divide between those who exercise common
        sense and recognise basic scientific truths and those who lack common sense and believe ‘impossible’ miracles.
        The worldview of believers and the meaning that they attach to the language of spirits, miracles, healing, and
        God are dismissed as irrelevant or meaningless.
      


      
        The radio, and particularly talk-show radio is, as Ng’atigwa (2014) and Ribeiro (2009) find, a powerful medium through which one can create the
        ‘other.’ Ng’atigwa shows how ‘othering’ took place through the medium of a Catholic and Muslim radio station in
        Tanzania. The ‘othering’ that took place on Radio 702 depicted the members of PPCC churches as the
        ‘other,’ different from the clear-headed listeners. Eusebius brought in an expert called Hayden – a
        psychologist – to discuss PPCC churches in more general terms. In so doing, he framed the interview as the
        public needing insight into the psychology of these churches and their followers because their behaviour is so
        unbelievable that an expert in psychology was needed to unpack the conundrum. Several times during the
        interview, Eusebius referred to these churches as ‘toxic,’ drawing on a term he often uses in reference to
        ‘toxic masculinities.’ ‘Toxic masculinities’ is a term used in academic research on gender studies and refers
        to normalised understandings of masculinity which stereotype men as heterosexual. This kind of acceptable male
        behaviour includes violent behaviour and inflicting harm on women, children, or homosexual men (Haider 2016). By referring to the behaviour of these
        churches as ‘toxic,’ he was implying that they normalise and accept a level of emotional, social, financial,
        and physical abuse of members. Given the evidence that Daniel and Rabulago were endangering people’s lives,
        Poku was seen fondling women’s breasts in services, and Bushiri allegedly defrauded members, this term is not
        necessarily wrong.
      


      
        What is of particular interest here is how Eusebius used academic language to frame himself as the intellectual
        who has the scientific language and tools to understand these churches and by extension so do the listeners who
        follow his argument. This echoes the study by Ribeiro (2009)
        where the presenter has drawn on the ‘expert’ and lay caller to construct a collective understanding of
        Portugal’s national identity. Here Eusebius was using a similar technique to create a collective construction
        that members of the imagined community of Radio 702 are logical, clever, and rational. At the same
        time, the followers of miracle-prophets were regarded as irrational and stupid. Through
        the use of the term ‘toxic,’ borrowed from the academic discourse of ‘toxic masculinities,’ he framed this
        interview as an academic discussion. During the conversation, Eusebius, his guest, and the callers used an
        ‘informed intellectual’ grammar (in the Wittgensteinian sense) with phrases like ‘toxic churches,’ ‘critical
        thinking,’ ‘psycho-social benefits,’ and ‘locus of control.’ Through this, he was amplifying a binary of ‘us,’
        the intellectual, clever, non-believing sceptics, as opposed to ‘them,’ the gullible believers who do not use
        common sense and display a lack of intelligence. Eusebius asked listeners and Hayden: ‘Have you ever thought
        critically of your relationship with the church community?’11
        The implication was that most churchgoers do not think critically or rationally about why they go to church.
        Eusebius asked Hayden to explain why ‘common sense’ or ‘logic’ does not ‘kick in’ for ‘these people’ (McKaiser
        2019). While the discussion used intellectual phrases and
        thereby appeared to have gravitas, the discussion was based on several assumptions that people who
        belong to these churches ‘bypass [their] own critical thinking’ and that the followers of these
        miracle-prophets have never ‘critically thought about [their] own relationship with the church’ (McKaiser
        2019). He did not ask why people are members of these
        churches and what benefits they might be experiencing.
      


      
        In the interview, Eusebius went on to ask Hayden if these churches are ‘gaslighting’ members. Hayden explained
        that ‘gaslighting’ is a heightened form of manipulation in which the perpetrator makes the victim feel as if
        they are to blame for the tension or violence or unhappiness in their relationships. Hayden was reluctant to
        say that these churches are ‘gaslighting’ members. Still, he did concede that it appears as if these churches
        knowingly deceive members with misinformation and alter the emotions of the members to get something from them
        – that is, manipulate them. He gave a lengthy explanation of why people sometimes fail to use their common
        sense in emotive situations, saying that it is normal behaviour. He gave the example of people crying in a
        movie when the hero is hurt. Everyone logically knows that what they are seeing is not real, yet they
        emotionally react with real feelings.
      


      
        Some callers, who had been members of the church, phoned in and spoke about how they had felt manipulated while
        in the churches; they spoke of feeling ‘vast guilt,’ ‘criticising themselves,’ and ‘disregarding oneself’
        (McKaiser 2019). They all maintained that while being in a
        PPCC church, they felt that they were not good enough and were failing as Christians. In this way, Eusebius
        controlled the narrative by using a technique that Fairclough (2003: 45) outlines as ‘gathering views’ in which the presenter ‘separates and fragments’ the
        views of callers, ‘leaving no possibility of dialogue between them,’ thereby controlling the narrative.
        Ex-members of PPCC churches who called in spoke of giving up their personal ‘locus of control’ and allowing the
        miracle-prophets to manipulate them. None of the callers were supportive of these churches, and this shows a
        clear agenda-setting on the part of the producer and presenter (cf. Koller & Wodak 2008: 6), as it seems highly unlikely that not
        one member from the many mega PPCC churches in South Africa phoned in.
      


      
        Xolani had a different approach. He interviewed a spokesperson from Home Affairs, Siya
        Xoza, and implied that the government was not protecting vulnerable people from dangerous miracle-prophets.
        Throughout the interview, he tried to get Xoza to explain how the government could have let Bushiri into the
        country when allegations of fraud and corruption were already being made against him in 2012. He asked Xoza if
        the department had ‘been asleep then’ (when they permitted him to reside in South Africa), and therefore
        Bushiri was given permanent residence (Gwala 2019). In this
        interview, Xolani presented the general public as needing protection from criminals such as Bushiri, and
        suggested that the government had let the public down by allowing someone like Bushiri to live in South Africa
        and run a church that put people’s lives at risk.
      

    


    
      Allegations of false miracle-prophets and their
      crimes


      
        The three talk-show hosts presented the PPCC leaders as false miracle-prophets who harmed their members. This
        may already be legally proven by now, but at the time of these shows, none of the presenters offered concrete
        evidence to substantiate their claims. In time, the legal system may well prove that Bushiri is guilty of
        defrauding church members of their money through false promises of healing and wealth, as well as using
        collection money to launder criminal money. However, in early February 2019, no such ruling had been made. Both
        Bongani and Eusebius made it clear that they do not believe in these miracle-prophets. In contrast, Xolani made
        no direct or implied reference to his own belief or non-belief in PPCC or Christianity, although in previous
        interviews, while discussing the role of religion in the 2014 elections, he claimed to be a practising
        Christian (Frahm-Arp 2015).
      


      
        Bongani and Eusebius both referred to the leaders of PPCC churches as ‘false prophets’ and spoke against the
        religious culture, beliefs, and practices of these churches. As ex-Christians, these presenters used their
        knowledge of the Bible to construct and establish their positions of power, presenting themselves as
        knowledgeable about Christianity, to give weight to their understanding of these miracle-prophets. False
        prophets are regarded by Jesus (Mt 7:15) and Paul (2 Th 2:11) as evil and this is the worse accusation that can
        be made against a supposed Christian leader.
      


      
        Not only are these leaders described as ‘false prophets,’ but they are also described as fraudsters and
        dangerous. Bongani focused on Bushiri, who has allegedly financially defrauded his members. Bongani claimed
        that the miracle-prophet defrauded members when he asked them to ‘seed money’ – a term used within these
        churches meaning that people give money to the church and, in return, God will bless them with untold wealth.
        In his interview on 5 February 2019 (Bingwa 2019), he
        claimed as a fact that ‘people have handed over their cars, their homes, and their entire content of bank
        accounts in pledges to the church.’ This might be true, as research done by Van Wyk (2015) and Van de Kamp (2016) on the Universal Church of the Kingdom of God, clearly shows how it
        happens in this church. However, Bongani does not refer to actual research that proves the claim he is making.
        He gives no concrete evidence for his allegation.
      


      
        Xolani did not interview members of ECG, but rather a spokesperson from Home Affairs, and asked how the
        Department of Home Affairs could have ‘allowed’ such a fraudulent person to be granted permanent residence in
        South Africa and to start a church. The whole interview was set up on the assumption that Bushiri has
        endangered people and is a criminal for having committed fraud and money laundering. Throughout the interview,
        the spokesperson kept coming back to the fact that the Department of Home Affairs was investigating the legal
        status of Bushiri, not the misconduct of the church. Xolani summarised the spokesperson’s somewhat scattered
        responses by saying: ‘So the other thing that is known is that this permanent residency that you are talking
        about he got it in 2016, yet he started the church in 2012’ (Gwala 2019). He is reframing the spokesperson as incompetent and the department as not knowing what was
        going on. Bushiri has defrauded members, and the government has allowed a ‘criminal’ to run a church in South
        Africa and has therefore failed in its fiduciary role of protecting people from evil and crime. This analysis
        shows that the three presenters spoke about the miracle-prophets as criminals, conmen, or false prophets,
        without having actual proof to back up their allegations.
      

    


    
      Why people join and the cost of leaving a PPCC
      church


      
        None of the interviewers spoke with ordinary members of PPCC churches to hear about their experiences. They
        also did not engage with the language, beliefs, and situatedness of the spirit world that these members
        embraced. When we use Wittgenstein’s idea of grammar (Forster 2009), the importance of this becomes more evident. Wittgenstein places a significant emphasis on
        how people learn to use a word, in what context they make meaning of words, and how they use them. He takes the
        example of pain and says that there is no such object as pain; it is something we experience, feel, and even
        believe. How do we know if it is real or imagined? People are socialised into the grammatic situatedness of
        words and through this they learn what these words mean. A child’s meaning-making of the term ‘pain’ is
        different from a medical student who learns to understand pain as a diagnostic tool, or an Olympic athlete who
        uses pain as a barometer of their weak points that need to be strengthened. Working with Wittgenstein’s
        understanding of grammar, that words have meanings in their situatedness, the focus moves away from an argument
        about whether the spirit world and the miracles performed by the miracle-prophets are real, to one that asks
        what is the meaning of miracles, miracle-prophets, and the spirit world for those who participate? How did they
        come to this particular meaning and situatedness?
      


      
        In all the interviews and news segments, there was a general silence about why people joined these churches,
        what drove people to these churches, and what needs might these churches be fulfilling. None of the presenters
        invited members of these churches on to their shows or asked members why they belong to
        these churches and ‘accept’ the abusive behaviour of the miracle-prophet. There was no willingness to learn
        from members or to understand the grammar of the spirit world that they used. The presenters conducted all the
        discussions from their grammatical understanding of the spirit world as illogical and false. In these
        discussions, no one asked what it says about South African society that so many people are willing to endure
        these multiple forms of abuse that have taken place in some PPCC churches.
      


      
        Eusebius did take several calls from ex-members of PPCC churches. With these callers, he discussed the
        emotional, spiritual, and physical cost of giving up a belief in these miracle-prophets and their churches. The
        implication was that people should leave these churches. Callers spoke about leaving the churches as a sick
        person speaks about recovering from an illness. They talked about ‘being cured,’ ‘seeing the light,’ or having
        ‘a moment of lucidity’ (McKaiser 2019). Eusebius shared that
        his experience of leaving the Catholic Church was a long-term process and required him to be strong – the
        implication, once again, being that people belong to these churches because they are weak, and only emotionally
        strong and confident people like Eusebius are able to leave these churches. Hayden framed it differently,
        arguing that the hold developed by miracle-prophets over people is built up ‘over many, many communications’
        (McKaiser 2019), and that it is therefore very difficult to
        exit these churches.
      


      
        The listeners who called in to talk about these churches spoke about South Africans as being ‘desperate,’
        wanting a ‘sense of belonging,’ a feeling of being understood, and a sense of hope that somehow their
        circumstances will change (McKaiser 2019). Hayden, the
        psychologist, explained that the need for belonging could be partly answered by the long hours that people work
        and the way in which they feel disconnected from their families. To fill this emotional gap, they look for a
        social connection somewhere else. Hayden also explained that people ‘desperately want it to be true’ that these
        miracle-prophets can perform miracles that will heal them or help them financially (McKaiser 2019). Several callers confirmed what Hayden was saying but expanded
        on it by explaining that people get ‘trapped into these churches’ because the miracle-prophets make them
        believe that it is their lack of faith that is preventing them from experiencing the miracles that they see in
        other people’s lives. One believer said, ‘I was manipulated into feeling like I was not a strong believer’
        (McKaiser 2019). Callers narrated that, while being in the
        church, they did not see it as the miracle-prophet’s fault that they were not experiencing miracles, but as
        their fault. By accepting these calls from ex-members, Eusebius invited people to corroborate the discourses of
        members being gullible, weak, trapped, and manipulated. He did not open the discourse to one of entering into
        or understanding the worldview and grammatical meaning-making system that believers used to understand and
        navigate their experience of the world, and he did not take calls from members of these churches.
      

    


    
      Conclusion


      
        In the medium of talk-show radio, the presenters exercise the most power in shaping, directing, and promoting a
        particular discourse. By analysing three interviews and a news segment about PPCC churches in early 2019, it
        becomes apparent that the presenters on Radio 702 were creating a ‘social situatedness’ of ‘them’ and
        ‘us.’ The two communities were established as the clever, logical people who used common sense and were not
        members of these churches, over against the illogical believers who allegedly did not use their common sense
        and therefore became members of these churches and were manipulated by the miracle-prophets.
      


      
        It was possible for the presenters to powerfully shape these discourses because they chose who was interviewed
        as an expert, what questions were asked, which listeners’ calls were accepted or rejected, the language being
        used to discuss these churches, and which callers to give airtime to. The importance of language in shaping the
        concepts and ideologies about PPCC churches and members, constructed by outsiders concerning the ‘social
        situatedness’ of these churches and their members (Parker 1992), became apparent through the utilisation of CDA. The presenters chose not to engage in the
        ‘grammar’ of these churches. They did not attempt to understand what social, spiritual, or emotional
        understanding the members of these churches used when speaking about PPCC churches. When a spokesperson was
        interviewed by one of the presenters, he was forced to speak in the secular lexicon of the presenter. In this
        register, his ideology, beliefs, and concepts appeared weak and unsubstantial, and were dismissed as ridiculous
        by the presenter. None of the presenters chose to interview ordinary members of the PPCC churches to hear what
        their experiences in these churches meant to them or why they joined these churches.
      


      
        While ignoring the ‘grammar’ or ‘social situatedness’ used and created by these churches, the presenters
        portrayed the miracle-prophets as fraudsters, conmen, and false prophets. Yet they had very little concrete
        evidence to back up their claims about these leaders. It has already been proven that some of these ‘men of
        God’ are indeed conmen and crooks, but the flaw of the Radio 702 presenters’ social construction of
        these church leaders was that they pictured all prophets to be the same. They used rhetorical claims such as
        ‘false prophets’ and ‘manipulators’ to shape the discourse but seldom gave empirical facts that backed up their
        claims.
      


      
        In these interviews, the experts and the callers often mentioned that PPCC churches fulfil the multiple needs
        that many South Africans have. However, none of the presenters tried to unpack what these needs are or how
        these churches might be fulfilling them. Instead, when people spoke of South Africans requiring healing,
        wealth, or a loving, stable relationship, which these churches were possibly addressing, it was glossed over.
        Going forward, it is clear that more research needs to be done to more comprehensively understand the
        phenomenon of these churches and the impact that they are having on the society. The research needs to move
        from the discourse of PPCC churches as ‘all bad’ and their members as ‘all manipulated
        and deluded’ to a more nuanced, detailed comprehension of the reasons why people continue to go to these
        churches in their thousands, even though they are negatively portrayed in the media and many allegations of
        sexual abuse, emotional manipulation, fraud of, and bodily harm done to congregants have been widely reported.
      


      
        In conclusion, this chapter argues that when discussing faith on phone-in radio shows, presenters continuously
        need to establish and re-establish their positions of power in the discourse through multiple strategies
        including which experts to interview, which calls to take, what questions to ask, what grammar to use, and what
        discourses to engage in. Where phone-in radio shows are vehicles of political identity formation (Ribeiro
        2009) and debate (Coleman 1998), when it comes to religion, these imagined communities like Radio 702 engage
        in a one-sided conversation about faith that does not allow for the possibility of an alternative view of
        reality in which truth includes a belief in miracles. In so doing, these talk shows perpetuate a particular
        worldview within an established lexicon that silences any other grammar through which an alternative
        construction of reality might be possible.
      

    


    
      
        Notes
      


      
        1    Three people died in this stampede, which began as the
        congregation tried to rush out of the stadium to get out of the rain (Khumalo 2019).
      


      
        2    Some time after this, Xolani Gwala died of cancer. At the
        time, Bongani Bingwa hosted the morning drive show, while Eusebius McKaiser presented the midmorning show from
        09:00 to 12:00, and Xolani Gwala did the lunchtime show from 12:00 to 13:00.
      


      
        3    All three of these movements preach that people must
        accept and claim Jesus as their Lord and Saviour. The Pentecostal movements add to this that when people speak
        in tongues (strange languages which the speakers of the languages often do not understand themselves), this
        confirms that they have been baptised in the Holy Spirit. The Evangelical movements do not focus that much on
        the gifts of the Holy Spirit, but rather, through conservative teaching of the Bible, aim to convert all people
        to Christianity. The Charismatic movements have their roots in the Pentecostal movements but maintain that when
        people display any of the gifts of the Spirit, such as prophecy, healing, and teaching, these are all signs
        that they are baptised in the Holy Spirit.
      


      
        4    PCE churches drew on the Word of Faith movement,
        Pentecostalism practices, Charismatic teachings, and the Evangelical commitment to bring as many people to
        Christ as possible. One of the first of these churches was Rhema Bible Church.
      


      
        5    In this way, they are very different from the prophets in
        the Old Testament whose primary messages were to caution the people of Israel to repent of their sins and turn
        back to God. If they did not begin to live as a just and merciful society, God would allow their enemies to
        conquer them.
      


      
        6    His TV show is streamed on the internet where all his
        services can be watched (e.g. Poku 2018).
      


      
        7    By 2020, Bushiri’s church had branches of EGC in Ghana,
        Sudan, Malawi, Zambia, Botswana, and Kenya.
      


      
        8    However, see Frahm-Arp (2011) for a discussion on how religion was presented and discussed
        on the Radio 702 talk show Believe it or Not.
      


      
        9    Throughout I will refer to them by
        their first names because this is how they are referred to on their radio shows.
      


      
        10    See Frahm-Arp (2015) for the on-air discussions that Bingwa and Gwala had on the role of PCE churches in the
        run-up to the 2014 South African presidential elections.
      


      
        11    Here he is referring to any church community.
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      Introduction


      
        Since 1994, a large body of scholarship has emerged on the community radio sector of South Africa (e.g. Berger
        1996; Teer-Tomaselli 2001; Bosch 2003; Tyali & Tomaselli 2015). The research has focused on multiple
        and locally relevant themes including the role of community radio in health communication (cf. Mhlanga 2006; Tyali & Tomaselli 2015), the history of the sector (cf. Teer-Tomaselli 2001; Bosch 2003;
        Hart 2011), community radio and its role in
        political communication (cf. Bosch 2003), and its associated
        functions regarding democratic principles in South Africa (AMARC 1998). However, the area of religious
        broadcasting and the role of community radio in advancing the discourse of religious coexistence in multiple
        religious societies have primarily been under-theorised. Generally, religious programming and debates around
        such forms of broadcasting have featured prominently in various academic discussions about the ethical and
        religious conduct of media institutions in multiple identity communities (Osunkunle & Wozniak 2015; Hoover 1988; Hoover & Lundby 1997). Equally important is the fact that the framing, portrayal, and
        broadcasting of religious belief systems by media institutions remain a site of avid research interest among
        those who are preoccupied with identity and framing roles of media platforms (cf. Stout & Buddenbaum 2003). In this chapter, the focus is on
        religious broadcasting within the airwaves of a micro-community broadcaster. The chapter aims to ‘stretch’ and
        contribute to the definitional understanding of ‘communities of interest’ against the notion of a ‘community of
        interest’ (cf. Anderson 1983; Teer-Tomaselli
        2001). By zooming in on Christian religious practice
        broadcasting and how this religious belief system coexists, side by side, with African spiritual forms of
        worshipping1 and its associated practices (Madondo 2016), the chapter also illustrates that community
        media institutions have a role to play in the decolonisation of religious coexistence in South Africa. By
        moving from a ‘winner takes all’ understanding to that of sharing the airwaves for religious discourse
        purposes, the chapter also demonstrates that we should start to move from understanding community radio as a
        site of many communities of interest (Teer-Tomaselli 2001)
        as opposed to a site of one community of interest.
      


      
        The critical question that guides this chapter is how a micro-media community
        broadcasting platform such as Vukani Community Radio (VCR), based in the Eastern Cape
        province of the country, accommodates religion within its broader and multiple cultural and identity-forming
        responsibilities (Tyali 2017). Research
        literature such as that of Stout and Buddenbaum (2003: 1)
        has demonstrated that
      


      
        in the study of religion and media, framing has value far beyond just knowing what is in the news. It also
        determines the types of information that ultimately contribute to public opinion about particular religions.
        Knowing what type of information is out there is very important given that the treatment of religious groups is
        tied to the kinds of information available to citizens.
      


      
        Added to the question raised above, this chapter also addresses the issue of how VCR as a case study
        accommodates religious dynamics in the programming that is directed to the broader Chris Hani District
        community.2 This chapter also has an interest in understanding
        how media institutions can move away from the idea of being homogenous and linear religious broadcasters to
        heterogeneous, complex, complicated religious broadcasters. The chapter is underpinned by the notion of a
        pluriversal existence (Mignolo 2007;
        Maldonado-Torres 2007) where the spiritual
        practice in an African media setting can be thought through a form of decolonial rationality. It also
        illustrates the question of community member participation and deliberation within the context of religious
        broadcasting by a community radio station.
      

    


    
      Case study: Vukani Community Radio3


      
        In 1996, the South African Broadcasting Corporation gave broadcasting rights (initially temporarily) to a few
        community broadcasters that had been officially recognised during the post-apartheid negotiations of South
        Africa (Louw 1993; Currie 1993; Collins 1993). Among the broadcasters that were granted licences was a university student-aligned
        broadcasting institution named VCR.4 This community
        broadcaster is situated in a small and mostly IsiXhosa-speaking semi-rural town called Cala5 in the Eastern Cape province. A group of students whose organisation was
        known as the Cala University Students Association (CALUSA) established the broadcaster.6 The community radio station started broadcasting on 9 April 1996, and
        since then it has grown and established itself as a stable community broadcaster. From its initial development
        and association with a group of university students, the history of VCR is similar to that of several
        community radio stations in South Africa (cf. Teer-Tomaselli 2001; Bosch 2003). In their initial development
        phase, these radio stations were incubated at university campuses.
      


      
        In some cases, and at the height of the anti-apartheid movement (cf. Teer-Tomaselli 2001; Bosch 2003), some of these stations were established by students who acquired
        broadcasting skills from university campuses and then later used their expertise to build broadcasting
        facilities in their respective communities to oppose the apartheid system and instil activist education
        discourses on the airwaves. In its initial years of establishment, VCR started broadcasting with a
        temporary licence, and in 2000, the radio station was granted a renewable medium-term licence that allowed it
        to broadcast for four years. It is this same renewable broadcasting licence condition that still enables
        VCR to be available on the airwaves. Broadcasting on 90.6 to 98.4 FM, VCR is one of South
        Africa’s oldest community radio stations which started to air at the dawn of the post-apartheid era.
      

    


    
      Understanding the community radio sector: A
      definitional discourse


      
        There is still a lack of consensus on how the community radio sector should be defined (Hadland & Thorne 2004; Banda 2006; MISA 2000; cf. Kruger 2011). This is
        because the term ‘community radio,’ according to Berger (1996: 3), has become less rigidly defined over the
        decades, especially in terms of ownership and control. For instance, while community radio should not be held
        ransom by any advertising interests, a growing literature suggests that community radio stations in South
        Africa are allocating more and more airtime for advertisement purposes (Mavhungu 2009; Osunkunle &
        Wozniak 2015). Advertising implies commercial interests and this may harm the community interest of
        community radio broadcasters. This is but one of many ways in which a definitional understanding and practice
        have become a contested terrain within the scholarship of community radio studies. Historical and
        socio-political contexts of community stations offer different approaches concerning ownership and community
        participation.
      


      
        At a general level, community radio signifies a two-way process that entails the exchange of views from various
        sources and the adaptation of media for use by communities (AMARC 1998). The Media Institute of Southern Africa
        (MISA 2000), for instance, states that a community radio
        station is a station built by the community, used by the community, and serving the interests of the community.
        The emphasis is on community ownership, autonomy, participation, and representation. With the focus on
        community, it is essential to understand that the entity that is termed a ‘community’ is complex and extremely
        difficult to pin down and define. Anderson (1983: 6) argues
        that ‘all communities larger than primordial villages of face-to-face contact (and perhaps even these) are
        imagined. Communities are to be distinguished, not by their falsity/genuineness, but by the style in which they
        are imagined.’ Of much importance in the context of this chapter is how broadcast practices at VCR
        allows us to identify ‘communities’ instead of a community within the airwaves.
      


      
        One of the key characteristics of such broadcasting mediums is that those very communities must produce
        community radio programmes that are meant to be received by communities. This is opposed
        to the public broadcaster model that mainly imposes media content for the public interest and benefit (cf.
        Mhlanga 2006). In analysing the various notions and
        objectives of community radio, Teer-Tomaselli (2001) notes
        that, taken together, the aspirations of community radio stations are onerous, while only a few stations have
        been able to achieve these aspirations in their entirety. This, therefore, means that the term ‘community
        radio,’ its definition, or even its objectives, should be adapted on a case-by-case basis. Hence, Banda
        (2006) concludes that, conceptually, the ‘community radio’
        has undergone some paradigm shifts, and, as such, the conceptual contestations will redefine the realm of
        alternative media. Carpentier, Lie, and Servaes (2008) warn that the concept of community radio, and community media in general, has proven to be,
        in its long theoretical and empirical tradition, highly elusive. This may be because the multiplicity of media
        organisations that carry this name have caused most mono-theoretical approaches to focus on specific
        characteristics while ignoring other aspects of identity and multiple community framing by the community radio
        sector. The Broadcasting Act of South Africa (SA Government 1999) recognises this sector of broadcasting and emphasises the importance of community
        broadcasting for the country. According to the Broadcasting Act of 1999, No. 4, community radio stations should
        (1) be fully controlled by a non-profit entity and used for non-profit purposes; (2) serve a particular
        community or people associated with promoting the interest of such ‘a’ community; and (3) allow people
        to participate in the selection and provision of programmes to be broadcast. The Act indicates that donations,
        grants, sponsorship, advertising, or membership fees, or a combination of all of the above, should fund these
        stations.
      

    


    
      Relationship between ‘communities’ and the
      community radio


      
        As outlined in the section above, the value and purpose of community broadcasting lie in the relationship
        between the community radio station and the community that it purports to represent. The existence of this
        relationship helps the founding philosophy of community radio by giving a ‘voice to the voiceless’ (Mgibisa
        2005: 47). However, the community radio
        vis-à-vis community relationship should not be linear or simplified, as the question of ‘Who is the
        community in community radio stations?’ needs to be unpacked and clarified (Teer-Tomaselli 2001). As stated earlier, the problem with the aspirations of what
        is known as community radio is that such aspirations and roles seem to be too ambitious and that these
        aspirations end up not being fulfilled for most of these radio stations (Teer-Tomaselli 2001). However, before unpacking the complex relationship between a
        community radio station and its audiences (community), a further understanding of community radio broadcasting
        needs to be achieved. According to Tacchi (2003), there are two types of community radio stations. These include community radio services
        which serve (1) a geographical community and (2) a community of interest. Researchers have noted that the
        community of interest may be defined as having a specific, ascertainable common interest
        (e.g. Bosch 2003). This common interest is what makes such a
        group of people or sector of the public an identifiable community (Bosch 2010; Chiumbu & Ligaga 2013; Wasserman 2011). These common interests may vary from being institutional, religious, or cultural communities
        depending on the licensing conditions (Tacchi 2003; SA
        Government 1999; cf. Teer-Tomaselli 2001).
      


      
        Therefore, a relationship between audiences and a community radio station is likely to be influenced by the
        classification and categorisation of that specific station as per two types of broad categories of community
        radio (Tacchi 2003). It also needs to be understood that one
        of the distinguishing features of community media, including community radio, is that it allows citizens to be
        active in one of many (micro) spheres relevant to daily life, and to exercise their right to communicate
        (Carpentier et al. 2008). Researchers also argue
        that community media offer different societal groups and communities the opportunity for extensive
        participation in public debate and self-representation in the public sphere, thus entering the realm of
        enabling and facilitating macro-participation (Thomas 2007, cited in Carpentier et al. 2008). The audience/community is an essential element of community
        media, including the radio. For Browne (2005), the audience as a community includes activities by audience members with little or no
        specific prompting from the media services. These range from informal (letter writing, telephoning, e-mailing,
        and casual conversation with the media services staff) to formal (community/government-sponsored open meetings
        such as reviews of community-funded activities, and community/government-appointed boards of supervisors from
        media services). The programmes of a community radio are based on audience access and participation and reflect
        the special interests and needs of the community (Fraser & Restrepo-Estrada 2002). What matters with any form of involvement is whether community
        members feel that it is meaningful, not only on a personal level (‘the service listened to by me/us’) but also
        in terms of impact, especially at the community-wide level. One of the most evident distinctions between ethnic
        minority media and mainstream electronic media is their perceptions of the audience. Many and perhaps most
        ethnic minority services and community radio stations appear to regard the audience as a community, which they
        see as essential to work with rather than to speak to. Establishing a sound working relationship with the
        community/audience often begins even before the service of broadcasting is launched (Browne 2005).
      

    


    
      Rethinking the community and decolonising the
      idea of the community: A conceptual framework search


      
        Religion has been a powerful instrument wielded to advance the colonisation of the African continent (Fanon
        1965). In this chapter, part of the objective
        is to complicate the idea of religion through a broadcast medium. The conceptual approach to the ‘coloniality
        of power’ (cf. Quijano 2000) is immensely
        relevant in this chapter and so is the analysis of a media platform operating in
        communities that are emerging from the lasting legacies of colonialism (cf. Said 1989). More appropriately, this framework is better suited to this
        analytical objective, as it enables researchers to understand and contextualise media production and content
        from a world that is mainly constitutive of the capitalist and European/North American perspectives concerning
        culture, identity, and representation. This theoretical framework in the context of this chapter assists in
        rationalising how the concept of colonial power and culture and its accompanying markers manifest themselves
        around media objectives and priorities of community culture, community identities, and community
        representation. Quijano (2000) argues that the rise of
        Western modernity since the year 1492 and the imposition of its accompanying values as a contribution to
        Western capitalism have entrenched systems of power that privilege the European/North American axis. In this
        sense, Quijano (2000: 218) further argues:
      


      
        That specific basic element of the new pattern of world power that was based on the idea of ‘race’ and in the
        ‘racial’ social classification of the world population – expressed in the ‘racial’ distribution of work, in the
        imposition of new ‘racial’ geo-cultural identities, in the concentration of the control of productive resources
        and capital, as social relations, including salary, as a privilege of ‘whiteness’ – is what is basically
        referred to in the category of coloniality of power.
      


      
        This framework of the coloniality of power seeks to illustrate how systems of European/North American
        domination (including systems of representing colonial subjects) in media institutions have been ‘historically’
        entrenched and consistently reproduced as a result of structures that were implemented by the Global North
        agenda of dominating the ‘other’ – colonies and ‘former’ colonies. This ‘coloniality of power’ by
        Western-centred notions of dominating the rest of humanity has affected the whole system of sharing power with
        the ‘other’ populations of the world. ‘Coloniality of power’ is therefore an imperialist tradition, which needs
        to be countered through an Africanisation process as a form of decolonising the local media in Africa.
      


      
        Media platforms for Africans, in the affirmation of African social culture, community values, and their
        respective identities are essential means of resisting and being in a healthy conversation with Western
        imperialism and hegemony. Dismantling Western notions of ‘coloniality of power’ in media content (Chiumbu
        2016) is a process of reversing the damage
        that colonialism embeds and enables. As Wa
        Thiong’o (1986: 16; cf. Du Bois 1903;
        Biko 1978) concludes, ‘colonialism’s most
        important area of domination was the mental universe of the colonised, the control through culture, of how
        people perceived themselves and their relationship to the world.’ In the context of this chapter, the following
        question could be asked: How does a community radio station that exists in Africa begin to dismantle the
        ‘coloniality of power’ and how that ‘coloniality of power’ has entrenched a narrow understanding of the role of
        religion and its place in communities? I therefore use this conceptual framework to dig
        through answers that VCR offers in the conception of communities and how these are expressed in
        religious broadcasting that can exist side by side, even though their historical imaginations have always
        categorised them as inferior and superior (Fanon 1963).
      

    


    
      On the method: Approaching communities’ lived
      experiences


      
        When approaching the African worldviews and African communities that have been systematically oppressed by
        Western colonial systems, there is a need to analyse the complete structure of colonial and neo-colonial
        research systems. The decolonial discourse requires Global South researchers to question the entire system of
        how knowledge is acquired, packaged, and distributed for intellectual consumption. For instance, a discourse on
        the need to decolonise ‘research methods’ has gained momentum over the years (cf. Smith 1999; Tomaselli & Dyll-Myklebust 2015; Tuck & Yang 2012; Sithole 2014). Smith (1999), in her seminal work on
        ‘decolonising methodologies,’ argues that, as a practice, research as a scientific tool has traditionally been
        associated with the worst excesses of colonialism and continues to be remembered with execration by those who
        have been subjected to colonial domination (cf. Maldonado-Torres 2007). This means that ‘just knowing that someone measured our “faculties” by filling the skulls of
        our ancestors with millet seeds and compared the amount of millet seed to the capacity for mental thought
        offends our sense of who and what we are’ (Smith 1999: 1).
        Therefore, the study underpinning this chapter was conducted using a critical ‘qualitative case study’
        approach. The aim was to suspend the rationalities of the colonial method (Smith 1999) by experimenting with the idea of decolonising the research
        method. For this study,7 community members were conversed with
        to understand their lived experiences of negotiating multiple religious systems as practised by the
        VCR airwaves and the communities surrounding the radio station.
      


      
        
          Table  7.1  Details of the
          internal stakeholder research participants
        


        
          
            
              	Name

              	Age

              	Race

              	Gender
            

          

          
            
              	Malixole Teketa

              	27

              	Black

              	Male
            


            
              	Mnyamezeli Mbobozi

              	42

              	Black

              	Male
            


            
              	Thandeka Mbobozi

              	39

              	Black

              	Female
            


            
              	Viwe Mfundisi

              	28

              	Black

              	Male
            


            
              	Xola Nozewu

              	40

              	Black

              	Male
            


            
              	Sinethemba Nota

              	34

              	Black

              	Male
            


            
              	Linda Magazi

              	25

              	Black

              	Female
            

          
        

      


      
        The opinions of the above-mentioned internal stakeholders were balanced with those of
        the following external stakeholders who are community members within the broadcasting location:
      


      
        
          Table  7.2  Details of the
          external stakeholder research participants
        


        
          
            
              	Name

              	Age

              	Race

              	Gender
            

          

          
            
              	Fezeka Silwane

              	48

              	Black

              	Female
            


            
              	Mvuyo Mhlekwa

              	52

              	Black

              	Male
            


            
              	Weziwe Dodo

              	44

              	Black

              	Female
            


            
              	Nolusindiso Ncapayi

              	32

              	Black

              	Female
            


            
              	Phumla Xokashe

              	31

              	Black

              	Female
            


            
              	Nompucuko July

              	30

              	Black

              	Female
            

          
        

      


      
        Relevant internal stakeholder conversants were identified who were deemed suitable in the conceptualisation,
        building, and maintenance of the station’s identity and broadcast focus. Some of these individuals were in
        management positions at the community radio station, and others were involved in the creation and selection of
        content that was ultimately broadcast by VCR. However, it is also important to highlight that the
        vital participation criterion for the conversants who were approached was that they had to be members of the
        community with a basic working knowledge of the community radio station. This criterion was associated with the
        need to allow a community radio station to be operated by the surrounding community. This study used
        conversational approaches to make sense of lived realities of identified potential conversants. These were
        conversation strategies designed to overcome problems with standard structured interviews. Semi-structured
        conversations involve open-ended questions based on the topic that the researcher wants to cover (cf. Hancock
        1998). A key decolonial emphasis to this
        approach was to structure the research approach conversationally. The key theme that the data uncovered
        revolved around the multi-centred approach to religious broadcasting as articulated below.
      

    


    
      Multi-centred approach to religion: The case of
      VCR


      
        This section discusses the question of the airwaves and the issue of multiple religious broadcasting. As
        mentioned above, religion is a lived reality for most societies, including societies that are based in the
        Global South. Much like any other complex and dynamic society, the community that is served by VCR
        consists of various religious and faith systems that are prevalent on the African continent. In catering to
        these religious denominations, this community radio station thus becomes a symbolic notional pulpit (cf. Bosch
        2008) that captures many religious beliefs
        that are prevalent within the African community situated in the Chris Hani District where VCR
        broadcasts. In discussing the role of community broadcasting in religious discourse, Bosch (2008) notes that the community radio sector
        in South Africa has several examples of religious community radio stations (community-of-interest radio) as
        well as general geographic licensed community broadcasters. She further argues that community-of-interest
        broadcast platforms ‘serve the purpose of therapy and confession, providing an outlet for listeners’
        frustrations, and finally, that religious community radio stations provide a virtual church by transcending
        physical boundaries, resulting in instantaneous religious community building’ (Bosch 2008: 84).
      


      
        The research data gathered through conversational interactions at Chris Hani District Municipality and
        underpinning this chapter suggests that the religious role of VCR can be described as catering to a
        ‘multi-religious’ or multi-religion-tolerant constituency – including African traditional and contemporary
        Christianity. The data emanating from the conversations suggest that the station provides for several
        denominations, including African religious denominations [inkolo yakwantu]. In the case of secular
        Christian belief systems, it was observed that this community radio station was crucial in using religious
        broadcasting to approach and discuss contemporary community problems (cf. Bosch 2008). For instance, one conversation respondent remarked:
      


      
        
          I mainly support that programme [afternoon broadcasting slot on Christian belief systems] on preaching. It is
          God related, and I see it as a quite crucial programme. That programme works because as guests, we preach,
          and the gospel goes to the listeners and through that, they get helped. Then sometimes some listeners they
          even request our numbers, then they get help because I wouldn’t say it’s just a normal programme that one,
          ehhmmm Inkolo YakwaNtu [indigenous African religion] constitute an indigenous belief system
          that is mainly practised by African communities that do not conform to the Christian doctrine in the Eastern
          Cape province of South Africa.
        


        
          (Fezeka Silwana, VCR Listener; Cala Resident)
        

      


      
        The conversant further stated:
      


      
        
          It [Christian programme] takes care of a person to their fullest. It looks at since they were at this stage
          of their [individuals who helped by the station], and then they should reach a level that suits them at a
          spiritual level. Also, with the help that they should be getting physically, we tend to give advice to the
          people, we look for programmes for them. So I see that programme as very important because we are preaching
          the word of God and Jesus. So that people can praise Christ wherever they go to church. Wherever a person
          goes to church they must be sure that they have Christ because we believe that when they have Christ
          everything will be alright.
        


        
          (Fezeka Silwana, VCR Listener; Cala Resident)
        

      


      
        Although this specific programme is identified as a strictly Christian religious programme, the data emanating
        from the field conversations illustrate that the broadcast slot also partially fulfilled
        the characteristics of Ubuntu practice within the religious broadcasting context. Ramose (1998: 272) indicates that
      


      
        Ubuntu [is] understood as be-ing human (humanness); a humane, respectful, and polite attitude towards
        others constitutes the core meaning of this aphorism. Ubu-ntu then not only describes a condition of
        be-ing, insofar as it is indissolubly linked to umuntu, but it is also the recognition of be-ing
        becoming and not, we wish to emphasize, be-ing and becoming.
      


      
        In the context of this community radio station, Ubuntu practices were shown by how that Christian slot borrows
        heavily from the characteristics of Ubuntu, including empathy and care characteristics (cf. Blankenberg 1999) to assist community members who wish to use
        the slot to address their personal or material need challenges – including the bare necessities. This approach
        to Christian broadcasting thus also complicates the ideological understanding of Christianity and it further
        contributes to how Africans are indigenising belief systems that have been imposed through colonial conquest
        (Wa Thiong’o 1986). Concerning the Christian religion being
        adopted by the listeners and broadcasters of VCR and being practised in such a way that it underpins
        traditional African concepts such as Ubuntu, the conclusion that is reached is that ‘Afropolitan’-like (Mbembe
        2007) and eclectic religious practices are
        increasingly emerging as a way of making sense of contemporary Africa – it is placed in the pluriverse (cf.
        Mignolo 2007). These practices also illustrate how this same
        Africa is localising the historically imposed belief systems. The absorption of African concepts into the
        Christian belief system at this community radio station also attests to the fact that ‘the dominant culture and
        religion was not imposed, nor will it be imposed, by the extinction of the dominated cultures [religion]’
        (Quijano 1993: 152). The data from the
        conversations also suggested that in these religious broadcasting slots at VCR it is relatively normal
        to find what may be seen as ‘distinct’ religious denominations existing side by side.8
      


      
        Through its broadcast practice of being tolerant of different religious denominations that are a lived reality
        of the Chris Hani District Municipality, VCR as a community radio station seems to be geared towards a
        ‘pluriversal’ religious, ideological approach (Mignolo 2007). It was stated, for instance, that the community radio station is also involved in the
        broadcasting of inkolo yakwantu (indigenous African religion) programmes (cf. Madondo 2016). One conversant stated that the station was involved in the
        annual programme of the African faith-centred church that also operates within the municipal district:
      


      
        
          Then the African beliefs church on a yearly basis has an event there on the mountain of Nonesi.9 They then get there on a Friday, and a traditional healers event is
          held. On the following morning, they gather here [community radio station].
        


        
          (Mnyamezeli Mpumela, VCR Producer and on-air personality)
        

      


      
        In this sense, the community radio station is not mono-ideological when it comes to
        religious broadcasting but seems to be anchored in the practices of the religion that are prevalent within the
        African community which exists in the Chris Hani District. Hoover (1997) argues that the media are highly underpinned by the construction of a religious public
        sphere. In what is often described as a multicultural society such as South Africa (Berger 2002), VCR illustrates that media institutions are
        making a determined effort to uphold a tolerant public sphere culture that embraces diverse religious practices
        and backgrounds. For instance, it was noted on several occasions that VCR as a radio station has a
        crucial role in religious preaching in that community.
      


      
        Contrary to ‘community-of-interest’ radio stations that are often established to cater for a select and
        dominant religion in some South African communities (Bosch 2008), VCR’s existence is crucial as it embraces various multi-religious systems under the
        single umbrella of a ‘general’ community media platform. The management of VCR indicated that this was
        possible at this community radio station because its licensing conditions are geared towards a geographic
        community. Thus, in this instance, the possibility of catering to all cultural and religiously diverse
        communities within the geography of the radio station was possible because the licensing conditions are
        flexible enough to experiment with the airwaves of religious plurality. It is also the conclusion of this
        chapter that religious tolerance and maturity within the community has allowed the radio station to serve its
        multiple religious system purpose. Martin-Barbero (1997: 108) argues that ‘the media offers the opportunity for people to come together to understand
        the central questions of life, from the meaning of art to the meaning of death, of sickness, of youth, of
        beauty, of happiness, and of pain.’ About this argument, one of the respondents averred: ‘This station, Vukani,
        yhoo [conversation expression to indicate disbelief], I don’t remember the year, but I had just lost
        my husband, and so I listened to a religious show, and it helped me a lot in that situation’ (Weziwe Dodo,
        VCR Listener; Cala Resident).
      


      
        It appears that the community radio station, as a religious public sphere platform based in an African
        community, played several roles in assisting this conversant. While stricken by grief because of the loss of a
        life partner, the conversant relied on the broadcasting platform for emotional strength and support, for access
        to a community that understood her circumstances, and to a form of notional counselling from the airwaves (cf.
        Bosch 2008). This was all done by following religious
        preaching, and listening as well as talking to the religious broadcasters of the community radio station. It
        was further revealed that the community radio station has several dedicated slots that cater for religious
        preaching, including a Thursday women’s programme (inviting women from various denominations), a Sunday
        programme, and a weekly African culture/religion (inkolo yakwantu) and faith-based show. The data
        emanating from the study underpinning this chapter also illustrated that the benefits of the various religious
        broadcasting slots are not only spiritual or religious but that the discussions within these shows sometimes
        result in material assistance for the needy. For instance, one respondent stated:
      


      
        
          On Thursdays there is preaching of the gospel, and there is a prayer by women, and
          some express their problems, and they get solved. In fact, there was a man who had a problem, he did not have
          a home and he is on a wheelchair, so Vukani helped him a lot in that problem. So a lot of people get help,
          even in sport and even young people.
        


        
          (Weziwe Dodo, VCR Listener, Cala Resident)
        

      


      
        Ultimately, the broadcasting entity through its religious programming also creates a platform where various
        denominations harmoniously exist on the airwaves. It responds to the goal of religious harmony among Africans.
        This illustrates that community participation on the airwaves of VCR is the preserve for all
        faith-based constituencies at Chris Hani District Municipality. This development is in stark contrast to the
        early media cultures of South Africa, where the media were historically used to oppress African religions in
        favour of the Christian religion (Ziegler &
        Asante 1992). With VCR, we are ultimately faced with a community-based media platform that
        radically embraces the concepts of religious tolerance in a multi-religious community. More importantly, the
        presence of the Christian religion on this community station also highlights the long-held tradition of
        appropriating this religion to serve the liberation projects/interests of the oppressed within their
        surroundings and circumstances (cf. Freire 1970). Gonzalez (2014: 51), for
        instance, argues that ‘slaves transformed the religion imposed on them into a liberative brand of Christianity.
        The religion of the slave master became the religion of the slaves.’ Thus, there is also no contradiction in a
        media institution serving the interest of an African community in the Chris Hani District Municipality
        broadcasting a Christian religion. The side-by-side coexistence with indigenous African religious denominations
        at VCR illustrates the appropriation of a media institution for the benefit of those who adopt
        multiple religious faiths. For VCR, the idea of religious preaching seems to be tied to the lived
        challenges of the broadcasting region (see discussion above on material benefits). The religious preaching is
        also connected to the concept of Ubuntu as a principal responsibility of the station towards its broadcasting
        community.
      

    


    
      Conclusion


      
        In this chapter, the focus has been on the side-by-side coexistence of religions on a community broadcasting
        platform. The examination of such a religious broadcasting model allows us to make sense of the concept
        ‘communities’ as opposed to ‘community’ of the airwaves. By relying on religious broadcasting as a way of
        understanding the community radio airwaves, the chapter reimagines the concept of on-air communities by
        identifying multiple and necessary religious forms of broadcasting that allow us to segment the forms of
        communities that speak to these multiple and essential forms of broadcasting systems. The chapter thus proves
        and concludes that community radio stations can be centres of religious conviviality and religious tolerance.
      

    


    
      
        Notes
      


      
        1    In the context of this chapter, the
        term ‘African spiritual broadcasting’ is drawn from AmaXhosa ethnic practices that draw from spiritual and
        indigenous systems of worshipping. The IsiXhosa equivalent in such spirituality is termed Inkolo YaKwantu.
      


      
        2    The Chris Hani District Municipality is situated in the
        north-eastern part of the Eastern Cape. It is the second largest district in the province, making up almost a
        third of its geographical area. The administrative town of the municipality is officially known as Queenstown,
        a name which illustrates the colonial history of the town.
      


      
        3    Vukani can be translated as ‘awaken.’ Within the context
        of African knowledge systems, this can be seen as a call to awaken from the oppressive lull of
        colonial-apartheid systems of the country. It is also an aspiration to move forward as a community.
      


      
        4    This is a community radio station that started as a
        student radio project. The project has grown and matured throughout the years. It is now firmly among the list
        of community radio stations that can be described as established and sustainable. This list includes radio
        stations such as Bush FM, Forte Community Radio, Jozi FM, Link FM, and Radio Zibonele. More
        historical details about VCR is available on their website Vukani Community Radio (n.d.).
      


      
        5    The Cala community has contributed immensely towards
        fighting the anti-apartheid struggle. Saleem Badat (2012) in his book, The forgotten people: Political banishment under apartheid, notes the
        role played by the Cala community in resistance against the apartheid state of South Africa and its black
        enforcers within that community.
      


      
        6    Some of the illustrious alumni of this organisation
        include Prof Lungisile Ntsebeza, Adv Dumisa Ntsebeza, Godfrey Silinga, and Siphiwe Liwani.
      


      
        7    For the purpose of this chapter, it was important that the
        process of visiting the community be seen to be conversational and collaborative. This intention was also
        focused on the bigger discourse about decolonising the knowledge-making processes in the Global South. The
        process of visiting the community is considered to be conversational and collaborative.
      


      
        8    While also acknowledging the fusion of belief systems,
        there continues to be a distinct categorisation of religious belief systems. This was also observed by the
        study underpinning this chapter.
      


      
        9    Kumkanikazi u Nonesi was a regent queen of the Thembu
        ethnic group. A mountain between the towns of Queenstown and LadyFrere is named after her. During her reign as
        a regent, she mainly ruled this area of the country.
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        A case study of Radio
        Veritas

      

      
        Stanley Karombo and Freeborn Isaac Kibombwe
      

    

    
      Introduction


      
        This chapter explores community participation in a religious community radio station, Radio Veritas,
        which defines itself as a community-of-interest radio. Participation gives listeners a sense of belonging,
        importance, and achievement in addition to ensuring content relevance to community needs (Wigston 2001: 430). The audience’s participation provides a
        voice to those people who are usually ignored by the mainstream media. The chapter argues that community radio
        stations, such as Radio Veritas, provide an arena for discursive deliberation and participation in
        communities. Using the theoretical framework of Habermas’s (1989) public sphere and Fraser’s (1992) counter-public, this chapter argues that Radio Veritas has provided a
        space for participation and deliberation for the Catholic Church’s imagined community. Anderson (1996: 6) defines an ‘imagined community,’ stating
        that ‘the members of even the smallest nation will never know most of their fellow-members, meet them, or even
        hear of them, yet in the minds of each lives the image of their communion.’ This pictures a groups of people,
        not immediately tangible and accessible, with whom we connect through the power of the imagination. We interact
        with many communities whose existence can be felt directly or indirectly. These include our neighbourhood
        communities, our workplaces, our educational institutions, and our religious groups. The chapter further
        contends that digital technologies have enabled the religious community radio station to widen its
        participation base through the use of mobile phones and social media. The integration of social media impacts
        positively on community participation and the sharing of information. However, there is still room for digital
        media technologies to be used more effectively in the production of the content and operations of the station.
      


      
        This study used several qualitative approaches that include semi-structured interviews, observations, a content
        analysis of the radio’s website and social media networks, and document analysis. Semi-structured interviews
        were held with the station manager, public relations manager, and volunteers working for the station. During
        these interviews, observations were made to ascertain the production practices of the station. Additionally, a
        content analysis of the weekly programme’s sample was undertaken. The content was collected from Facebook and
        Twitter.
      

    


    
      South African community
      radio landscape


      
        During the apartheid regime, the government not only controlled broadcasting but monopolised the media space
        and had its tentacles tightly on the South African Broadcasting Corporation (SABC). After the dawn of democracy
        in the 1990s, the airwaves were liberated, which led to the mushrooming of many broadcasting stations. The
        country adopted a ‘three-tier system’ of broadcasting, which is public, commercial, and community broadcasting
        (Mtinde 2003: 173). As a relatively new
        democracy, South Africa’s adoption of community radio is important on a global media scale. South Africa’s
        Independent Broadcasting Act (IBA) of 1993 (ICASA 2014) and the Broadcasting Act of 19991 note the important role played by community radio stations in the
        development and transformation of communities after the dawn of independence in 1994. The IBA Act defines
        ‘community radio’ as a service that is fully controlled by a non-profit entity for non-profit purposes to serve
        a particular community (MISA 1998). Thus, a
        community radio station should promote the interests of the community and encourage them to participate in the
        selection and provision of programming. Community stations are owned and controlled by a particular community,
        usually through a trust, foundation, or association (OSF-SA 2000 Fraser & Estrada 2002: 4). These stations
        operate as non-profitable entities. They encourage the members of the community they serve as well as all
        stakeholders to actively participate in their operations. Scholars like Osunkunle and Wozniak (2015), Mmusi (2005) and Wigston (2001) note that the
        funding of community stations comes from many sources such as donations, grants, membership fees, or even the
        sale of airtime for advertising. One clear difference between the community radio sector and private and public
        radio stations is that a community radio station actively ‘involves its listeners in its board, management and
        programming structures [and] gives a voice to those who were not heard before, to enable them to develop their
        communities and to hear different information’ (Lloyd 2000: 8).
      

    


    
      Catholic Radio for purposes of
      evangelisation


      
        In 1957, Pope Pius XII wrote about the importance and use of the radio in the document Miranda Prorsus
        (MP) (remarkable technical invention). He recognised its value and its importance, stating that
      


      
        
          [t]he radio, brought by recent discoveries to near perfection, is of exceptional benefit to the technical
          arts in general. By radio control, even pilotless machines may be guided to predetermined targets. But in our
          judgment quite the most outstanding service that radio can render is to illumine and instruct men’s minds,
          and progressively to raise their intellects to the contemplation of the divine and enduring truth.
        


        
          (MP #83)
        

      


      
        Thus, the Catholic Church regards the radio medium as one of the instruments of
        evangelisation and means for proclaiming the gospel of Jesus Christ to the whole world, in the context of
        citizen participation and interaction. It was Jesus himself who gave the mandate to his disciples: ‘Go
        therefore and make disciples of all nations, baptising them in the name of the Father and of the Son and the
        Holy Spirit, and teaching them to obey everything that I have commanded you. And remember, I am with you
        always, to the end of the age’ (Mt 28:19–20). What does evangelisation mean? Setting evangelisation in the
        context of mission, Pope John Paul II wrote in the encyclical (letter) in 1990 called, Redemptoris
        Missio (RM) (mission of the Redeemer): ‘The Mission of Christ the Redeemer, which is entrusted to
        the Church, is still very far from completion…an overall view of the human race shows that this mission is
        still only beginning and that we must commit ourselves wholeheartedly to its service’ (RM #1). Therefore, the
        mission is still as important as in the time of Jesus Christ and there is still a long way to go with the
        gospel message to the ‘ends of the earth.’ In conclusion to the same document, the Pope had words of hope and
        anticipation when he stated:
      


      
        
          Today, as never before, the Church has the opportunity of bringing the Gospel, by witness and word, to all
          people and nations. I see the dawning of a new missionary age, which will become a radiant day bearing an
          abundant harvest, if all Christians, missionaries and young churches, in particular, respond with generosity
          and holiness to the calls and challenges of our time.
        


        
          (RM #92)
        

      


      
        Pope Paul VI wrote an encyclical in 1975 called Evangelii Nuntiandi (EN) (evangelisation in the
        modern world), from the onset talking about evangelisation and the modern world, indicating that ‘[t]here
        is no doubt that the effort to proclaim the Gospel to the people of today, who are buoyed up by hope but at the
        same time often oppressed by fear and distress, is a service rendered to the Christian community and also to
        the whole of humanity’ (EN #1). The essence of all Catholic radio stations is evangelisation that is
        all-inclusive, meaning that besides spreading the gospel, the radio must also be used for the promotion of
        human dignity and should allow ordinary citizens to participate actively in radio production. This has been
        referred to in Catholic circles as ‘integral evangelisation’ which includes health, social justice,
        environment, education, and anti-corruption, to mention but a few. Pope Paul VI wrote about the importance of
        integral evangelisation: ‘Evangelization would not be complete if it did not take into account of the unceasing
        interplay of the Gospel and man’s concrete life, both personal and social’ (EN #29). Therefore, ‘integral
        evangelisation’ is very important in the life of the Catholic Church and its mission to evangelise, using all
        forms of media – both traditional and digital media. The Catholic Church is therefore open to its members and
        all ordinary citizens participating actively in the promotion, not only of the
        evangelisation agenda, but also for purposes of educating, informing, and entertaining aspects.
      


      
        The connection between the media and evangelisation is crucial in modern times. Zukowski, a renowned nun and
        theologian in evangelisation and the use of media, indicates that the Church, is faced with the ‘new culture’
        of media, and therefore has to explore these tools. Zukowski (1994: 160) insists:
      


      
        [I]f communication is the heart of the Church’s life, the evangelizer must enter decisively into this new age.
        The Catholic Church has a long tradition of using media and the arts in its communication and evangelisation
        efforts. It is up to the evangelizer, therefore, to identify the new language and artistic expression which can
        stimulate a public dialogue of faith.
      


      
        Zukowski’s assertions are essential because this is the direction in which the modern world is moving, which
        means that the Catholic evangelisers as bearers of the Good News ought to be well vested and participatory in
        these means of communication to be relevant in today’s world, primarily through the medium of radio. Ambroise
        (2000: 118) indicates:
      


      
        [R]adio is a powerful medium, as well as common medium available to various sections of the society, the rich
        and the poor, the literate and the illiterate, the urban and the rural, the young and the old, especially after
        the invasion of transistors. It can reach every nook and corner at any part of the day and bring the Good News
        that Jesus commanded us to preach.
      


      
        Pope Paul VI, in talking about the importance of communication, stated that the ‘Church would feel guilty
        before the Lord if she did not utilise these powerful means [of the mass media!] that human skill is daily
        rendering more perfect’ (EN #45). Evangelisation proper, then, calls for the Church to use all the means at its
        disposals, in this case the media, to spread the Good News. The Church cannot turn a blind eye to how the world
        has technologically advanced in the area of social communication and in particular the use of social media,
        which have a participatory component.
      


      
        It is evident that in the Catholic Church, social communication is at the heart and service of evangelisation.
        It is in this context that we would like to reflect in particular on the role of the Catholic radio station
        Radio Veritas as a case study and its implication on evangelisation as well as the participation of
        its members and ordinary citizens to express their respective views on this Christian radio.
      

    


    
      Radio Veritas – a case study


      
        Radio Veritas, the only Catholic radio station in South Africa, is a community-of-interest station (a
        radio station broadcasting to a particular community, i.e. Catholics) based in Edenvale, east of Johannesburg.
        The station was founded with a mission to serve Catholic Christians in South Africa in
        particular and the world at large. As a community or alternative medium, the station focuses mainly on
        evangelisation, with developmental programmes. The station broadcasts 24 hours a day and its programming
        consists of talk and music. Radio Veritas caters for the needs of the 4 million Catholics in the
        country – approximately 9% of the population. Its primary objectives are evident in its vision statement as
        serving the interest of its community.2 The station broadcasts
        in seven languages, attracting a very diverse audience of all races and ages in a contemporary manner that
        provides a source of inspiration to listeners on three platforms: Medium Wave 576 AM (Gauteng province and
        beyond), DSTV Audio 870 (Southern Africa), and live streaming (Radio Veritas 2019). Radio Veritas
        programming also provides a home on the airwaves for others who not only seek credible and balanced news and
        information, but also want to be educated, informed, inspired, challenged, and encouraged to help build a
        better world for themselves, their families, and their communities. The station has a loyal listener base
        throughout Southern Africa.
      

    


    
      Theoretical considerations: Public sphere, media,
      and participation


      
        The Habermasian concept of the public sphere informs this chapter’s theoretical grounding. The public sphere is
        a broad conceptual framework that denotes space between the market and the government where citizens can
        engage, participate, and discuss issues affecting their lives. A ‘public sphere’ is ‘an arena, independent of
        government [and market]…which is dedicated to rational debate and which is both accessible to entry and open to
        inspection by the citizenry. It is here…that public opinion is formed’ (Holub, quoted in Webster 1995: 101–102). Habermas (1974) observes that, previously, the public sphere was a social and
        political space where citizens were accorded equal space to share issues of interest to the public. However,
        the emergence of cyberspace in the 21st century has recast the conceptualisation of the public sphere. Habermas
        has never imagined the public sphere as something virtual; what he has envisaged is far detached from a
        21st-century social media space.
      


      
        Notwithstanding several critiques of the public sphere as conceptualised by Habermas (e.g. Fraser 1992; Mouffe 2005; Calhoun 1993), the concept
        remains useful for understanding the role of the media in providing a space for participation and deliberation.
        As argued by Fraser (1992 61), Habermas’s concept of the
        public sphere is exclusionary of minority and marginalised groups such as women, gays, blacks, and children.
        She (Fraser 1994: 123) reformulates the
        public sphere and advocates for an inclusive system of competing publics where ‘the minority groups have
        repeatedly found it advantageous to constitute alternative public, or subaltern counter publics.’ Within
        Fraser’s counter publics, Radio Veritas allows the religious publics or communities who are excluded
        by the mainstream media an opportunity to participate and deliberate on issues affecting them. Religious
        community stations, by their nature, act against the hegemony of the mainstream media. Opubor (2001: 28) succinctly avers that:
      


      
        [T]raditionally, media practice was a preserve of an exclusive group – journalists. With
        the communication revolution brought in by the information and communication technology industries (ICTs) in
        addition to the media pluralism, media structures have changed from the predominately centralised one-way
        information flow to the more participatory media formats that allow for more audience participation.
      


      
        Cognisant of the fact that religious radio stations such as Radio Veritas are not homogeneous,
        audiences have different divergent views regarding the managing of the station and production of content.
        According to Forde, Foxwell, and Meadows (2002: 56–57), ‘the community public sphere is a product of contestation with the mainstream public
        sphere, and community broadcasting contributes towards cultural empowerment or cultural citizens.’ Therefore,
        this concept of the counter-public sphere helps to make sense of the role played by digital technologies as
        effective tools for public participation in a community station. Social media enables the audience of Radio
        Veritas to be active participants in the production of content rather than being passive media consumers
        as in the old, traditional media. Equipped with their smartphones and access to the internet, audiences can now
        produce and publish their audio and videos and post on the station’s website.
      


      
        Notwithstanding the prohibitive cost of data in South Africa and the low penetration rate of the internet,
        multipurpose social networking sites, such as Facebook, Twitter, YouTube, Vimeo, Flickr, Instagram, and
        LinkedIn, have created a public sphere that allows radio audiences to share ideas and information affecting
        them. This chapter will further discuss the notion of ‘sharing,’ ‘participation,’ ‘association,’ ‘fellowship,’
        and ‘the possession of a common faith’ (Carey 1989: 18).
      

    


    
      Findings


      
        When discussing community radio, four aspects of participation need to be taken into consideration:
        Participation in programming, management, ownership, and funding. Two of these aspects are prevalent at
        Radio Veritas – namely, participation in programming and funding. The radio station’s staff consists
        of 13 permanent employees and 17 volunteers. According to the station manager, Khanya Litabe, the working team
        is recruited from the Church, as those people who are keen to participate and volunteer are asked to post their
        details on the radio website.
      


      
        Audience participation in programming


        
          Our research has revealed that Radio Veritas as a community radio station encourages audience
          participation with phone-in programmes and social media, and plenty of phone-in radio shows on air. What
          differentiates this genre from those in the commercial sector, as well as public radio stations, is the
          amount of space given to listeners to air their views. The programme As the Sun
          Set, broadcast on 15 February 2020, serves as a good example of audience participation in programming.
          In this radio show, the discussions with each listener lasted three to four minutes. The listeners
          participated using SMSs and phone calls during this broadcast. There were also people in the studio,
          therefore engaging in face-to-face contact, which is also significant in radio broadcasting. People are also
          allowed to send programme ideas to priests after Sunday Mass. During morning drive time, the presenter stated
          that he receives messages and content-related messages on his daily shows: ‘Listeners inbox or text content
          to me on the issues they want to be discussed on air’ (interview with presenter). The presenter called for
          audience interaction, but responses were confined to birthday requests. The station’s on-air telephone was
          advertised and listeners were encouraged to inbox the presenter on his personal Facebook page and Twitter
          account. He encouraged listeners who knew of someone celebrating their birthday to inbox to him the person’s
          name and telephone number. The station was willing to call that person to celebrate their birthday and put
          them on air. Several people were participating in birthday celebrations.
        

      

      
        Social media participation


        
          The station’s website shows lower online participation, as the participatory culture is enhanced through
          face-to-face community interaction. The station sometimes visits some of its more than 30 dioceses and more
          than 1,000 parishes, as well as the Catholic schools in the country to interact with its audiences (Radio
          Veritas 2019). Most of the station’s proceedings and pictures are placed on its website and Facebook pages.
          An example of this is demonstrated on the Ordination of the Sacred Priesthood of Christ of Fr Duik and Fr
          Kgaogelo by his Lordship, Duncan Tsoke. His Grace, Archbishop Buti Tlhagale and the Priests of the
          Archdiocese concelebrated. Some of the postings by the audience are as follows:
        


        
          
            This was too beautiful. Real proud Catholic moment. Our faith was renewed. Thank God for your beautiful,
            humble servants. I pray for u. Well done to both of u. And thanks, Sheldon Reddiar, for ur dedication and
            delivery of good quality work. Keep it up, and may God bless you.
          


          
            (Tsholofelo Mosala)
          

        


        
          
            May the Almighty strengthen them in their vocation, guide and protect them always in their lives.
            Congratulations boNtate barona…we shall keep you in our prayers.
          


          
            (Nhlanhla Terry Ntuli-Senoamadi)
          

        


        
          Radio Veritas has been forced to embrace digital media technologies ‘to consider some established
          practices and preconception about audiences, consumption, production and distribution’
          (Berry 2006: 144). This promotes a culture
          of participation between the station and its audiences, as these audiences have the opportunity to listen
          again or download it as a podcast. Radio Veritas’s social media pages get promoted by the
          presenters. Social media has revolutionised the way in which community stations are operating. During our
          participant observation, we noted that the station’s diary showed that audiences were very low during the
          morning and drive times. Radio Veritas is broadcast on medium wave, which has its pros and cons. On
          the positive side, it reaches many audiences beyond the national borders, but on the negative side, many
          radios do not have a good medium wave receiver. The station thus attempts to use social media to enhance
          participation, sharing, interaction, and collaboration. In addition to expanding its internship base, the
          radio advertises its events, posts shows and videos, and does fundraising on several of its multipurpose
          social media platforms. A considerable number of listeners are posting and engaging on the radio’s blog,
          Facebook, and Twitter accounts. Posting on the microblogging platform Twitter, Pires puts it this way: ‘On
          the death of Xolani Gwala, a popular radio presenter in South Africa, listeners contributed much to her
          show’:
        


        
          
            Congratulations brother priests. May God Almighty bless your ministerial priesthood and may the Angels and
            Saints protect you. God bless.
          


          
            (Edward Alkaster)
          

        


        
          
            Eternal rest grant unto him, o Lord, and let perpetual light shine upon him. May his soul and the souls of
            all the faithful departed, through the mercy of God, rest in peace. All ngoxolo Mphephethwa. ὄἿὄἿAmen.
          


          
            (Girly Kgoetego)
          

        


        
          
            Eternal rest grant unto him o Lord and let perpetual light shine upon him.
          


          
            (Linda Matsemela)
          

        


        
          
            May his soul and the souls of all the faithful departed, through the mercy of God, rest in peace
            #ripxolanigwala.
          


          
            (Zanele Ngwenya)
          

        


        
          
            One can be trained for a lot of things, but here we had pure talent – Fr Lawrence Mduduzi Ndlovu
            #RIPXolaniGwala #XolaniGwalaMemorial.
          


          
            (Fr Lawrence Mdudzi Ndlovu)
          

        


        
          
            Our strength is in our togetherness. Congratulations #bokke. Congratulations South Africa #ubuntu
            #rugbyworldcup #gobokke #imstaying.
          


          
            (RadioVeritas)
          

        


        
          During his afternoon drive programme, Tug of Love, Mosoeu asks his listeners to call him via
          WhatsApp and communicate on his Facebook page. During his four-hour-long
          Monday-to-Friday programme, Mosoeu encourages and welcomes audience interaction with the on-air studio via
          calls, text messages, Twitter, and Facebook. We noted that very little listener response was forthcoming to
          his show. Interesting enough, Mosoeu was adamant that his show has tremendous traction, as he said that the
          show attracts a huge following when there are very touching love discussions. However, he added that in most
          cases he interacts with audiences via Instagram, Facebook, and Twitter. Another presenter, Tiiso, said that
          he encouraged participation on the station’s various social media platforms. Listeners have urged the radio
          station to pre-advertise talk shows a few days before the actual show. It is essential to these communities
          that relevant guests are brought into the studio to discuss crucial topics. On our visit to the radio
          station, we had a vox pop with people residing within the vicinity of the station. They confirmed to
          us that the station does open its lines for the discussion of the current issues for the challenges facing
          their community.
        


        
          The station manager at Radio Veritas, Khanya, posits that digital media has created a new paradigm
          in audience participation at the station. He believes that the new media, especially social media (Facebook
          and Twitter)3 have created an ‘imagined community’ and
          close-knit society within the Catholic Church. The station has admitted that the most popular participatory
          social media platforms are Facebook and Twitter:
        


        
          
            Active constant listener Facebook responses coupled with presenters’ on-air references and response is what
            makes the medium popular. Our listeners love Facebook. Even when presenters are not talking. Facebook
            on-air, listeners are inboxing presenters to get their attention about something occurring in the
            community.
          


          
            (Interview with station manager)
          

        


        
          Several audiences being interviewed admitted that they use Facebook for interaction with the station. The
          major drawback was that the responses were slow from the station. Radio Veritas’s interactive
          Facebook page has 12,000 members, with 2,792 followers on Twitter. The Facebook page features issues such as
          details of stolen cars that the community should look out for, as well as soccer challenges from the
          community, and competitions. In November 2019, Radio Veritas used its Facebook page extensively to
          complement its on-air talent search.
        


        
          The station claims that new media have undoubtedly revolutionised how community station newsrooms source
          their leads. New media technologies present new, improved, and efficient opportunities via media convergence.
          Facebook and Twitter provide audience interaction and engagement, and maintain the broadcaster–audience bond
          even after the programme or the radio is turned off.
        

      
    


    
      Religious radio and implications for citizen
      participatory


      
        According to Bosch (2008), a religious
        community radio can develop and maintain a symbiotic relationship with its audiences. The community’s participatory production formats encourage and support programme production by organisations from
        within the community (Dagron 2001: 25). As a
        community radio station in South Africa, Radio Veritas has a common mission to support and contribute
        to the community and also has a common strategy that involves community participation at all levels including
        programming, management, and financing the station (Dagron 2001: 23). Participation gives listeners a sense of belonging, importance, and achievement in
        addition to ensuring content relevance to community needs (Wigston 2001: 430).
      


      
        In prayer sessions, people assemble in the church prayer for radio supporters. Intercessions precede some of
        the prayers, such as Rosary. The listeners may send their requests for intercession in text messages or by
        phone to the radio station. The prayer requests are varied, such as a request for salvation, health, faith, the
        dead, strength or help in difficult times, good luck during the exams, etc. A look at the station’s daily
        programming shows that every day between 12:20 and 13:00 there is mass from different priests. During intervals
        of the mass, listeners are blessed from the altar. From Mondays to Fridays (days we observed), the station
        broadcast is inundated with prayer sessions. The Angelus and Holy Rosary are presented every day between 18:00
        and 18:30.
      


      
        This research has found that the level of participation in this religious community station is low, due to the
        political, social, and economic challenges hampering most African countries. Despite the existence of digital
        technologies that make the opening and deepening of democratic spaces possible, exorbitant data prices are
        preventing many from participating effectively in the interactive spaces. Added to this, some listeners do not
        have access to the internet or a smartphone. The location of the station is also an impediment and deterrent
        for those willing to pay a visit. Not all of its listeners can afford to travel to the station. As a result,
        the participatory and deliberate production of content and station interaction is limited.
      


      
        Although religious radio stations are essential in citizen deliberation, we argue that for a community station
        to be effective and act as an alternative voice to the subaltern, it is necessary to exclude itself from the
        broader public sphere. Van Vuuren (2006: 380)
        argues:
      


      
        To be accepted as a legitimate voice in a wider mainstream public sphere, a process of exclusion ensures that
        access to broadcasting is limited to those individuals and groups whose point of view best represents a
        station’s purpose and thus its value and purpose.
      


      
        Exclusion and gatekeeping seem to be necessary as it prevents dominating groups and voices from having the
        upper hand in the subaltern space. Information or content that does not add value to this subaltern community
        should not be encouraged, but avoided at all cost.
      


      
        We also note some key challenges that the station faces that impact its ability to act as an effective space
        for citizen deliberation. Like many community radio stations in South Africa, Radio Veritas operates
        on a shoestring budget, relying mostly on commercials, local and international donors,
        and the state for its sustainability. This has an indirect and negative impact on its impartiality and
        independence. The station finds itself in a precarious financial crisis and faces possible closure as there is
        a desperate struggle for funds every month. The Vicar for Communications, Fr Blaser relates that the monthly
        costs to run the station are R450,000. Faithful donors contribute about R300,000 each month, of which a monthly
        fee of R130,000 has to be paid for Sentech, the parastatal which transmits the programmes. According to the
        communications officer, Fr Blaser (being interviewed during November 2019):
      


      
        [G]enerally speaking, people have been enthusiastic. Besides Catholics, many non-Catholics listen regularly and
        support us financially. The bad news is that recently Radio Veritas found itself in a severe financial
        crisis; and were it not for the Knights of da Gama and some generous donors, it would not have been able to
        continue.
      


      
        There is also limited skills training. There is very little if any training at all for several volunteers at
        the station. According to Labelo-Ratofane (2014), training empowers volunteers to present their work better and enhances the image of the
        station. Consequently, training volunteers can improve the audience’s participation. In many community
        stations, volunteers are always on the move, looking for green pastures.
      

    


    
      Conclusion


      
        Radio Veritas plays a critical role in the South African radio public sphere. The station has made
        massive strides in being inclusive, serving minority and marginalised groups that are alienated by the
        mainstream media, such as older people, children, and the poor. The Catholic community is large in South Africa
        and Radio Veritas has the potential to be a vibrant space for citizen deliberation. However,
        participation seems low for several reasons such as resources, the digital divide, and the narrow range of
        programmes. Many programmes are aligned to specific Catholic Church issues and thus alienate audiences from
        other religious sectors.
      


      
        Like all community stations in South Africa, volunteers are the engines and drivers of any community station
        and are the working force that ensures community participation. Volunteer participation is readily available
        from communities; without this type of engagement from their broadcast communities, these stations would not be
        able to survive. However, volunteers’ participation at Radio Veritas is, to some extent, limited to
        dedicated Catholics. The station could recruit other volunteers who are interested in contributing to the radio
        station. The Catholic community plays a role in funding, but not in the management of the station, which
        officially is run by the station director, Fr Blaser. On paper, the community runs the station but has very
        little influence on the programming and rules of the operation of the station.
      


      
        Many community stations and potential entrants are folding as delays, funding shortages,
        and poor skills levels fail to fulfil the mandate of community radio to provide the ‘voice of the voiceless.’
        As a subaltern, counter-public community stations have the potential to bring change (Fourie 2001: 430–431) and to fulfil the specific needs of marginalised
        rights without government and commercial influence. However, a lack of adequate funding and revenue forces
        community stations to look for commercial and government help, which indirectly affects their news content and
        programming. Krüger (2006) observes that
        improved quality of programming on the radio increases listenership.
      


      
        Radio Veritas also needs to improve its use of digital media technologies and find creative ways of
        disseminating information to its audiences to deepen and maximise its culture of interaction and participation
        with its radio publics. As noted by Vatikiotis (2005: 8):
      


      
        [The] new media technology advancement has made audience contribution not only possible but also more
        effective. These new forms of communication not only create public spaces, arenas for the free engagement of
        citizens in deliberation and public debate, they also facilitate communication which is more horizontal than
        vertical.
      

    


    
      
        Notes
      


      
        1    The principles and policies pertaining to community radio
        as laid out by the IBA Act and the Broadcasting Act of 1999 are today overseen by a new regulatory body known
        as the Independent Communications Authority of South Africa (ICASA). ICASA replaced the IBA in July 2000.
        Today, ICASA is the regulator for both broadcasting and telecommunications (OSF-SA 2000: 78).
      


      
        2    Radio Veritas, Mission and Vision. Retrieved at www.radioveritas.co.za/index.php/home/mission.
      


      
        3    According to the data of World Wide Worx (2020), Facebook has 9.4 million active users in South Africa,
        while Twitter’s active users surged to 5.5 million in 2020 from 2.4 million in 2019.
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      Introduction


      
        Every time that a new media form emerges, there is much talk about it replacing older forms of media. So, for
        instance, when broadcast radio was born, there was a lot of concern that it would replace newspapers (Douglas
        2004). Video was supposed to kill the radio
        star (Kincheloe 2006: 83), a phrase that has
        been repeated ad nauseam in uninformed discussions of the medium. The internet was supposed to kill
        off journalism, television, and film. Indeed, print news media have been badly hurt by the move of audiences to
        new online platforms (Dugmore 2018). Still,
        it would be a gross generalisation to say that every new medium devours its predecessors (Van Dijk 2006: 205). Old and new media forms tend to live
        side by side and often end up influencing one another (Kolodzy 2006: 3).
      


      
        About 20 years ago, there was much excitement about a new radio form called internet radio, which described
        online broadcasting. This new form (Pavlik 2001: 3) was loudly trumpeted to be about to change the world and bring an end to traditional
        broadcast radio (Lee 2005). In South Africa,
        this threat did not materialise.
      


      
        Claiming to be the oldest online broadcaster in South Africa, Mutha FM started as a pirate FM station
        in 2002 and was forced to go online because it was operating illegally. Since then, several online-only
        operators have emerged in the country. As many as 27 online radio stations were counted in late 2017. Only 17
        of them were still operational a year later, but others emerged. A count in early 2020 identified a total of 76
        stations (see Appendix). Clearly, there is growth, but also considerable turmoil in the sector.
      


      
        At this point, a clear distinction must be made between radio on the internet and radio from
        the internet as defined by Priestman (2002:
        1). He argues that from the time audio was first transmitted via the internet in 1995, traditional AM/FM radio
        stations slowly started taking advantage of the new technologies that enabled them to simulcast online.
        Priestman (2002: 1) calls this ‘radio on the internet.’ Most
        traditional radio broadcasters continue to make use of this opportunity to extend their reach. However, as this
        is simply an extension of their broadcast product on to a new platform, the phenomenon offers little that
        is new and is therefore not the focus of this discussion. What is of interest is the
        rise of new operators and services that only make use of the internet to create and reach new audiences. This
        can be called ‘radio from the internet.’
      


      
        Cordeiro has coined the term ‘r@dio’ for this sector, defining it as a multimedia, multi-platform, and
        convergent medium, differing from traditional AM/FM in that ‘it has sound and image, is (more) interactive,
        (more) participatory, shareable, asynchronous, repeatable, reproducible, searchable, customisable,
        discontinuous, hypertextual, not linear, convergent, and on-demand’ (Cordeiro 2012: 503). Her set of descriptors highlights the potential of the
        internet – one of the questions that this research sought to ask is whether operators indeed make use of these
        opportunities.
      


      
        It is essential to clarify the distinction between r@dio and other forms of online audio. For one thing, it is
        not the same as podcasting, which allows audiences to listen to audio material on demand (although r@dio
        operators may also offer podcasts). It is also distinct from music-streaming services such as Spotify, which
        offer paid or free access to chosen music without a presenter or other features of traditional radio
        programming structures or styles. Also, r@dio is distinct from new digital broadcasting technologies such as
        DAB Plus and DRM, which are being rolled out in some countries to deliver an audio signal over the air,
        replacing the FM/AM networks. In sum, ‘r@dio’ can be defined as an online medium that sounds and feels like
        traditional radio in that it is ‘programmed’ and offered in real time, but excludes the simple replication of
        AM/FM output. While it is useful to attempt a definition, it must be accepted that the extent of
        experimentation in the area means that forms are being tried that currently elude precise categorisation.
      


      
        Priestman (2002: 2) highlights the significance of new
        r@dio:
      


      
        [W]hether we like it or not, the presence of the internet forces us to reconsider what radio means to us as a
        medium. We have by now, most of us, taken it for granted all our lives; turn on the radio, and there you have
        it… [F]or the first time we have to define what makes radio solely in terms of (a) the content and (b) how the
        listener distinguishes it from other sounds available through their multi-purpose receiver – the computer.
      


      
        There are several reasons why, in South Africa at least, these stations exist online as opposed to broadcasting
        on an AM/FM frequency. This new form has emerged mainly because the space for traditional radio has become
        overcrowded, both in terms of the frequency spectrum and the market. In time, digital migration will create
        additional space for radio on digital broadcasting (not online) (Doeven, Walop, & Hwang 2012: 11), although progress in South
        Africa has been greatly delayed (Mzekandaba 2019).
      


      
        Anybody wanting to start a traditional on-air radio station needs a licence from the Independent Communications
        Authority of South Africa (ICASA), which enforced a moratorium on community radio licences from 2015 to 2019
        due to the scarcity of frequencies and for other reasons (Radiobiz 2015). However, the online space is not
        subject to licensing, thus creating an opportunity for would-be r@dio operators. Other advantages of operating
        online are that it requires smaller set-up and running costs. With the ICASA moratorium lifted, it will be
        interesting to see if r@dio operators will embrace their technology to such a degree that they no longer need
        to rely on traditional broadcast methods or whether they will apply for FM frequencies once more spectrum
        becomes available.
      


      
        Be that as it may, r@dio represents a whole new form of media in South Africa, of which very little is known.
        This still unregulated industry has drawn a range of new operators, from people seeing commercial opportunities
        in new media frontiers to hobbyists who operate in ways reminiscent of the very early days of broadcast radio.
        There is as yet no research available on how this new media industry operates in South Africa and this is the
        gap that the present contribution hopes to address.
      


      
        For this research, the 17 stations known to be operational at the time were approached to participate, and in
        the end seven agreed. The initial list included well-known operations such as Cliff Central, Touch HD,
        and Massiv Metro, but none of these more prominent players were willing to participate. As a result,
        the study had to focus on the small operators, and its findings must be read in this light. The stations were
        sent a short survey, while the key research instrument was a set of semi-structured interviews with
        operators.1 While some information from the initial survey of
        seven is used here, the focus is on four of them, on the basis that they had the most significant data to offer
        due to their greater operational experience.
      


      
        Specific questions focused on the content on offer; how operators conceptualise and build an audience; issues
        of measurement and business models; and operational questions. Threaded through these concerns are underlying
        questions around how these stations are similar to or different from traditional radio and the relationship
        that online operators have with real-world (offline) activities.
      

    


    
      Internet-enabled r@dio: Four South African
      stations


      
        The new r@dio operators have much in common with the pioneers of the radio itself around 100 years ago. The
        early days of the medium were dominated by amateurs, as described vividly by Douglas (2004). The first people to take to the airwaves tended to do so
        from basements, where they fiddled with crystal broadcasting sets, initially merely to make contact with each
        other over previously unimaginable distances. Douglas (2004:
        56) elaborates on it: ‘These were the frothy “boom” years of radio, when virtually nothing was fixed – not the
        frequencies of stations…not the method of financial support, not government regulations, and not the design or
        domestic location of the radio itself.’ Rosenthal (1974) provides a flavour of the informality among early South African broadcasters. It took time
        for the medium’s wider opportunities to become apparent, first in the maritime and military domains, then for
        the creation of an industry of mass entertainment that has shaped popular culture over
        the past century, perhaps more than any other.
      


      
        In developing r@dio, the new generation of operators can refer to the organisational, programming, business,
        and other models from traditional radio. However, they share that sense of being pioneers venturing into the
        unknown. The significant uncertainties associated with such an enterprise are only tolerable when one has a
        significant passion for it. For Oracle FM, the passion is music: ‘You know, we’ve focused, we brought
        a bunch of guys together many years ago, and they’re passionate about the music.’2
      


      
        The convergence of traditional radio and the internet has enabled the creation of r@dio stations and for new
        possibilities to be explored. Information technology systems have, since the first webcast, steadily been
        improving, developing, and evolving (Heberlein 2001; Austerberry 2013; Berry
        2014). For Oracle FM, this means
        that it is ‘a lot easier working in the digital space than it was a few years ago.’ Because it has evolved and
        ‘it’s such a vast space that we’re working in,’ it has given the potential audience wider choices. Making a
        mark on this enormous terrain can be very difficult, but eBiz Radio argues that the reality of the
        online world should be embraced: ‘As soon as you start fighting those type of trends, you’re setting yourself
        up for pain.’
      


      
        In what follows, the focus will be on four r@dio operations, chosen on the basis that they have been in
        operation longer and seem to be the more successful businesses – although the term ‘successful’ may be putting
        it rather strongly, as all continue to have significant struggles. These stations are eBiz Radio, GaySA
        Radio, Mutha FM, and Oracle FM.
      


      
        eBiz Radio, based in Cape Town, can be found online at www.ebizradio.com. The station was started in November 2011 as a sole proprietorship by three
        friends with different areas of expertise. Its stated purpose is to offer a free platform to people who want to
        go into business, already are in business, or are working for a company and who need business information and
        insight. They identify as being more than just an internet business r@dio station, as they also publish
        articles to go with the audio podcasts that they produce.
      


      
        GaySA Radio is found at www.gaysaradio.co.za.
        The station was first named GaySA FM when two friends in October 2015 established it, but the name changed
        early in 2016 as the name’s similarity to the SABC’s SAfm station raised copyright concerns. Based in
        Pretoria, this registered company also has a non-profit organisation attached to it, established so that they
        can apply for a community FM licence when it becomes available from ICASA. In music and talk, it addresses
        members of the lesbian, gay, bisexual, transgender, and queer plus (LGBTQ+) community.
      


      
        Mutha FM can be accessed at www.muthafm.com. The
        station is based in Cape Town and was started in 2002 as a pirate radio station. As broadcasting without a
        licence is illegal, the station moved to the internet and was registered as a closed corporation (CC) in 2005.
        This station specialises in dance music. According to their website, they broadcast ‘live shows from locations
        around the world in real-time, creating audio and video passages to music scenes combining extracts from music environments to generate gateways that offer experiences for
        today’s online society.’
      


      
        Oracle FM, at www.oraclefm.co.za, is based in
        Port Elizabeth and is also registered as a CC. It was started by two partners in May 2017 to overcome legal
        restrictions on community radio. Identifying as an adult contemporary online station, it promises on its
        website to ‘bring…you more than just radio, but adding valuable services and connecting people directly to
        music, media, current events, news, fashion, lifestyle and what’s trending.’ It has live content as well as
        pre-recorded elements and, of course, music. Interestingly, they have a broadcast feed into local businesses,
        acting as a kind of retail radio.
      

    


    
      Content


      
        The r@dio stations under discussion present online as websites that look very similar to other online media
        offerings. They have attractive homepages offering the visitor a range of options, from information on shows
        and presenters to news and contact buttons. As might be expected from a media offering built around audio, the
        invitation to listen live is prominent in all cases, and all these r@dio stations offer the opportunity to
        listen to podcasts.
      


      
        Mutha FM and Oracle FM both offer mostly music – in the first case in the genre of dance
        music, in the second focusing on adult contemporary music. eBiz Radio offers recorded interviews with
        a broad business focus, embedded in music. GaySA Radio mixes music and talk, with both live and
        pre-recorded content in the daily programming. In terms of hours of broadcast, eBiz Radio live-streams
        24 hours per day, seven days a week, as does GaySA Radio which has branded content blocks weekdays
        from 09:00 to 19:00. Pre-recorded highlights of some of the week’s programmes are featured on a Saturday, with
        automated music playing for the rest of the time. It is striking that the programme structure often follows
        traditional radio approaches, with separate ‘shows’ that have distinct identities, tones, and focuses of
        attention. On GaySA Radio, the schedule outlined on the site has shows titled The Workday
        Jive, Rainbow Talk, and The Gay Agenda. Mutha FM has shows hosted by DJs every three
        hours in duration. On eBiz Radio, on the other hand, the stream is less structured, without the
        daypart pattern familiar from radio.
      


      
        As with other media, respondents regard the content offering as key to gaining and increasing listenership.
        Various tactics are used. Mutha FM uses well-known disc jockeys (DJs) who are ‘top of their game in
        their music and already had followings.’ Interviews with people who already have followers could be another way
        to attract listeners. This is done by tapping into their networks to advertise the station and its programmes.
      


      
        R@dio stations all make use of social media to extend their reach, profile, and engagement, and all of them
        include podcasts offerings. eBiz Radio states that podcasts do not use as much data relative to other
        forms of online media such as videos, and believes that there is a high demand for the form. Respondents
        mentioned using various ways to gather and generate content using digital tools – for
        instance, WhatsApp calls, Skype, Google Hangouts, and Discord for interviews. Mutha FM refers to
        streaming from festivals: ‘We do about, I’d say fifteen to twenty festivals a year. We also do our events.’
        This implies that r@dio has some flexibility in that they can interrupt a predetermined programming schedule in
        this way.
      


      
        GaySA Radio refers to offline events as a way to generate content: ‘So we will, if there’s an
        important event happening in our area which we can send somebody to, we’ll typically send one or two people
        armed with some voice recorders to go record content.’ The same respondent has also hosted events in the past,
        such as their Open Mic Days, where they gather a group of people and discuss certain topics in a group setting,
        while recording and packaging them for broadcast.
      

    


    
      Creating an audience


      
        Like any other medium, r@dio means nothing without an audience, and this was the issue of most significant
        concern for respondents. Oracle FM narrates: ‘Having listeners and that feedback and that interaction
        is what drives any station, any presenter, any guy sitting in the studio, and that’s what we like to see
        because we’re there to broadcast, it’s the passion.’ Respondents define their audiences in various ways, which
        include not only listeners but also followers on social media, visitors to their website, and so on. How this
        broader audience behaves and what is needed to increase audience numbers are big talking points, as this has a
        direct impact on their ability to generate an income.
      


      
        For all of them, the problem with acquiring and keeping a South African audience starts with the high costs of
        data. Listeners do not pay to listen FM or AM radio, but r@dio listeners need to buy data to listen. Even
        though the respondents acknowledge that they have a potential worldwide audience, they bemoan the fact that the
        cost of data limits their local reach. Mutha FM reports on this: ‘I mean it has changed in the last
        few years with regards to cell phone companies and data costs, but it’s still very expensive in South Africa.’
      


      
        The second obstacle is that the public generally does not understand how much data they need to listen to a
        live stream and therefore perceives it to be costly. Listening to a live stream uses considerably less data
        than other internet usages, but this is not widely known. Perception issues go further than cost, according to
        Oracle FM: ‘I think there’s such a big misperception about online r@dio stations, people don’t
        understand how to get it, we still go to events, and people want to know how to listen to them in the car, so
        it’s still a lot of education to come.’ This challenge extends to those with whom r@dio wants to do business:
        ‘And the second thing is getting companies on board with the concept because they either don’t think it’s a
        thing or they’re too scared (of) it.’ In response, operators put time and effort into marketing, in line with
        other media. According to Oracle FM, visibility leads to belief, which in turn leads to income: ‘We got the exposure, and we then started to do much better in terms of advertising,
        people believing because we were visible.’
      


      
        While spending on social media campaigns is not seen as very useful, stations use various other means to raise
        their online visibility. Encouraging participants to share their interviews on their platforms for essentially
        free marketing is one, as already discussed. eBiz Radio reports that ‘all of the entrepreneurs that
        we’re speaking to as part of their competition have gotten a copy of the podcast, and then when we post the
        podcast online the people…talk…about it, about the station, about the programme.’
      


      
        Significantly, respondents are attaching importance to offline activities, which can also be called ‘in real
        life’ (IRL) (Reed 2017). Given the fact that
        the internet is supposed to open the door to virtually limitless new opportunities, this emphasis on
        traditional offline activities to build an audience is both ironic and surprising.
      


      
        Oracle FM avers that they find value by being at festivals and by attending community projects and
        providing lots of free promotional broadcasts to create awareness. GaySA Radio reports hosting events
        to generate income. Financial success has so far proved elusive, but it is useful as marketing efforts.
        Mutha FM regularly attends music festivals. GaySA Radio states: ‘So, going to events,
        marketing, sending out pamphlets, getting out marketing materials to people in person is a way for them to get
        at least in touch with the brand so that we can lure them into the live stream.’
      


      
        However, how do these r@dio operators understand their audience? Importantly, the audience includes people
        across all platforms, not just live-stream listeners, according to Oracle FM: ‘It’s the nature of
        communication these days.’ Mutha FM offers a new term for this multi-platform audience:
        ‘[L]istener-users. They’re the same people essentially, whether they’re looking at it or listening to it.’
        GaySA Radio has many more Facebook followers than listeners and struggles to convert followers into
        listeners.
      


      
        The various stations define their audiences in different ways. For Oracle FM the target consists of
        the people of Port Elizabeth, which is a geographic focus not different from traditional radio, while Mutha
        FM defines their target by a taste for dance music. Interest is a prominent criterion for audience
        targeting: GaySA Radio serves the LGBTQ+ community, while for eBiz Radio, it is business.
        Another way of targeting the r@dio audience is through income or living standards – again, a practice that is
        well established in traditional radio.
      


      
        As much as they want to target people in South Africa, ultimately their goal is to exploit the tempting
        opportunities offered by the web to reach a global audience. Some r@dio stations confirm that they have
        achieved success in this regard. eBiz Radio states that around a quarter of its audience is South
        African, a quarter from the rest of the continent and the rest from around the world: ‘I don’t know where
        people find it, but we have listeners from Germany, from Japan, from Russia, from the United States.’ This mix
        differs for the various r@dio stations, with Oracle FM indicating that their local listenership
        amounts to 80% while 20% comes from elsewhere. It does seem that most of the respondents
        are not capitalising on the global audience as much as they should – instead, they are focusing more
        specifically on their local audience.
      


      
        In South Africa, there are at least two ways that people can listen to r@dio. The first is through a personal
        computer (desktop listening, mostly at work), and the second is using a smartphone (app listening). For
        Mutha FM, it seems that most of their listeners are using their desktops, implying that they listen
        during weekday working hours. Oracle FM reports using this to their advantage, in that they
        specifically target businesses with their music selection and the adverts that they play, focusing more on the
        retail sector, the doctor’s consulting room, etc. The importance of having a smartphone app is stressed by
        those who have them. GaySA Radio relates that they encourage people to download their app at events.
      

    


    
      Measuring success


      
        R@dio is such a new industry that there is as yet no agreed system for the measurement of listener numbers,
        both in South Africa and globally. All respondents measure their statistics in one way or another but put
        different emphases on which statistics are most important. A key reason for the concern with numbers is that it
        drives advertiser interest, much like it is the case with traditional radio.
      


      
        There are many ways in which a r@dio station can measure its numbers. For the live stream, the total number of
        hours streamed, the number of listener sessions, or the number of unique connections to their stream can be
        counted. Hits on the website can be counted, while the number of times that podcasts are played, and for how
        long, can be tracked. The number of likes and followers or the reach and engagement of posts on social media,
        the number of followers on YouTube, and the number of times videos are played can all be counted.
      


      
        The respondents use different ways to track their listener statistics. The initial survey revealed that two
        respondents use Centova.com, which offers hosting and measurement services. The other five respondents each
        used a different method to measure listeners, including statistics supplied by Iono.fm, USL Services,
        Voscast.com, their own software, Google Analytics, and website statistics.
      


      
        In an attempt to find a standard measuring tool to get to some understanding of the average number of
        concurrent listeners they have on their live stream, respondents were asked to supply the total listening hours
        (TLH)3 for the past 365 days, as well as the number of total
        listening sessions (TLS)4 for the same period. The number of
        podcast downloads was also requested.
      


      
        The responses are given in the table below, but any comparison must be attempted with great caution. The
        figures were self-supplied and could not be independently verified. Added to that, the very different
        measurement tools make it difficult to draw any real conclusions – issues such as minimum or maximum connection
        times and other variables are handled differently by various systems. Overall, GaySA
        Radio seems to have the largest audience, while eBiz Radio claims the largest podcast audience.
        Some of the figures from eBiz Radio seem out of proportion and must be marked as doubtful.
      


      
        To calculate the average number of concurrent listeners, the basic equation of TLS divided by TLH was applied.
        This at least provided some idea of how many listener-users were connected to the live stream at any given
        time, but it is not ideal and does not provide the full picture. Based on this measure, only one of the
        participating r@dios had an average of six concurrent listeners at any one time; the rest scored below one. The
        numbers are depicted in Table 9.1.
      


      
        
          Table  9.1  Live-stream listener
          numbers
        


        
          
            
              	Respondent

              	TLH one year

              	TLS one year

              	Podcast listens

              	Average concurrent listeners
            

          

          
            
              	Oracle FM

              	5,000+

              	5,000

              	

              	0.6
            


            
              	GaySA Radio

              	56,259

              	66,961

              	2,025

              	6.4
            


            
              	eBiz Radio

              	3,000

              	74,460,000*

              	35,308

              	0.3
            


            
              	Mutha FM

              	4,000

              	100,000

              	500

              	0.5
            

          
        


        
          *This number is doubtful.
        

      


      
        Measuring social media traction is more secure and well established. Respondents supplied statistics across
        platforms, and where information was missing, it was found through web searches. The numbers were stacked
        (Figure 9.1) to get a total number across platforms.
        GaySA Radio stands out because of their high number of Facebook followers – 30,000. Mutha FM
        scores high for both Facebook and Twitter. eBiz Radio follows in third place, with Oracle FM
        having the least social media presence.
      


      
        [image: Image]


        
          
            Figure  9.1  Social media
            traction
          

        
      


      
        Respondents argue that they have no real answers as to what drives numbers up or down.
        Technical issues seem to be one factor. GaySA Radio relates: ‘I think the one thing that drives
        listenership down that we do know is internet problems.’ Aside from this, marketing activities are identified
        as necessary in growing numbers, as previously discussed. Oracle FM states: ‘We found the minute we
        went community-based and events and charities, etc., our listeners jumped.’
      


      
        For all operators, the lack of an agreed metric is a vital issue, as it affects the ability to sell advertising
        and to evaluate programming and other strategies. Such a measure needs to include numbers of people listening
        to the live stream as well as social media and other engagements. The r@dio’s audience is made up of more than
        just listeners. However, we need to do more research on whether potential advertisers can be convinced to look
        more widely.
      

    


    
      Building a business


      
        All the operators spoken to (except one) hope to build their r@dio stations into sustainable businesses. Some
        of the challenges to building an income stream have already been mentioned above, including perceptions of this
        new platform among advertisers and the public, difficulties with measuring the audience, and others. What does
        count in their favour is that it is possible to keep costs low. At its most basic, all that is necessary is a
        computer that must be set up to stream and an arrangement with a streaming provider (where costs rise with the
        growth of the audience). eBiz Radio has spent significantly on sound equipment, to the tune of up to
        R2 million. They are, however, the only ones reporting such a big initial layout for this type of equipment. In
        terms of staff costs, sweat equity by passionate founders and volunteer work by enthusiasts are common, as will
        be discussed further below.
      


      
        When it comes to making an income, respondents have reported several online opportunities. Selling online
        advertising is one, while live broadcast from a business or conducting paid interviews are other techniques.
        Offline activities are seen as having potential, although it proves difficult to realise. GaySA Radio
        relates: ‘We have attempted to monetise offline and we haven’t quite gotten there yet…right now we’re pumping
        money into them instead of getting money out of them.’ As seen earlier, eBiz Radio charges a fee for
        interviews and do private recordings for clients for their use, working as a production house.
      


      
        As to whether their operations are currently profitable, eBiz Radio reports: ‘It is profitable, [but]
        you don’t go into internet radio to make a killing of money at the moment.’ GaySA Radio, which has one
        big client, manages to cover their costs and employ staff. However, profitability is not yet mentioned, nor
        what would happen were they to lose their only client.
      

    


    
      Working online


      
        The online environment affects working methods and styles, with opportunities for staff to work remotely.
        Mutha FM runs its entire system on the cloud, with several advantages: ‘It
        allows me to give access to DJs in a timetable, certain times of the day. So I can give a three-hour window to
        a certain DJ with a password and access, and the URL to the backend server, so that is how we started doing it,
        and this is probably almost five years ago now.’
      


      
        Mutha FM shows the most innovation when it comes to how the staff is managed. With presenters working
        from different places in the world, staff becomes show-bound and not office-bound: ‘We don’t see it as you have
        to be on time and do this and that, yes you have to be on time to do your show.’ Meetings are held on Skype or
        WhatsApp.
      


      
        Traditional radio is usually staffed by large teams of people, while r@dio operators can make do with fewer
        people. All respondents have reported that they are working with small teams and volunteers. They tend to be
        motivated by a passion for the project, which relieves the stations’ financial burden and provides flexibility.
        However, Oracle FM warns that working with volunteers is not easy: ‘[Y]ou can’t really control them,
        as much as you train them they’ll either eventually leave or feel like you owe them something because [they]
        volunteered, which is honestly kind of to be expected.’ They had to abandon working mainly with volunteers.
      


      
        As is to be expected, the balance between paid and voluntary staff varies from case to case. Two stations have
        primarily full-time paid staff, while two rely mainly on volunteers. At Oracle FM, approximately 18
        people are working on an ad hoc basis, with only two full-time employees. GaySA Radio describes
        growing to a point where it became possible to pay staff:
      


      
        Okay, so staffing was almost one hundred per cent volunteer model at first, we had one staff member, myself
        with a very small budget, four thousand rands a month towards that salary at first, so it was one staff member
        and then volunteers, [of] which we had quite a few. I think at some point there were twenty, thirty volunteers.
        So at the very beginning it was running with that model and…then after a while we started rethinking that.
      


      
        Eventually, GaySA Radio employed some of their volunteers and ended up with ten paid staff members.
        They also report working with freelancers ‘to a reasonable amount of success, I think.’
      


      
        eBiz Radio reports that they have four employees, with one person taking most of the responsibilities
        for creating content, while the others look after technical and managerial aspects. At Mutha FM there
        are between 25 and 30 DJs who each present their three-hour shows from wherever they are in the world. They are
        managed from a home studio/office in Cape Town.
      

    


    
      Summarising the advantages and disadvantages of
      online broadcasting


      
        It is worth drawing together some of the advantages and disadvantages associated with r@dio, as emerged from
        the feedback from operators. One of the main reasons given by respondents for moving
        online is the lack of legal constraints. R@dio in South Africa has no governmental regulation. The only
        licensing requirement is the annual payment of digital rights, for which a licence from the Composers, Authors
        and Publishers Association (CAPASSO) is required. This is a world away from the highly regulated and controlled
        traditional radio licences issued by ICASA. For these reasons, Oracle FM believes that r@dio could
        push boundaries and has more freedom to voice an opinion than conventional radio. This means, for instance,
        that they could tackle more controversial topics to draw an audience.
      


      
        Operators also consider the internet to be more interactive than AM/FM frequencies. By making use of a website
        with a fluid base, Mutha FM finds that interaction with the audience becomes easier through the
        internet. Respondents are referring to the ease of operations, with minimal technical requirements, as outlined
        above. There is the added benefit that it is easy to set up equipment when broadcasting off-site. Mutha FM
        states: ‘We basically go up there, we set up a laptop, we hook it up to the main stage and we connect that to a
        cell phone and we stream.’ Cost barriers to entry are low as they do not need the expensive outside broadcast
        equipment and vehicles required by traditional radio. The technological requirements are also relatively
        undemanding for audiences. All that is necessary is an internet connection, as in the words of Oracle
        FM: ‘You can stream it in your car, you can stream it in your office, you can stream it anywhere, but
        people don’t understand that yet.’
      


      
        Perhaps the most crucial difference for r@dio is that reception is not bound by geography, as is the case with
        traditional radio whose signal range is limited. Operators have found that global listeners can be reached more
        easily than local ones who are restricted by high data costs and digital inequality. Online, therefore, has the
        potential to attract a wider audience than just a locally targeted one. Oracle FM elaborates: ‘First
        [the target audience] was the businesses within the…area, even though we had a bigger audience, which obviously
        through [the] internet [is] much easier.’
      


      
        At the same time, the online environment poses significant challenges. Even though costs are low relative to
        traditional forms, setting up and running a r@dio station still costs money which is hard to find. As described
        in the discussion of the business side above, it is not easy to raise set-up funding as well as to generate
        enough income to pay the bills. Several operators are forced to plough personal funds into their project.
      


      
        Respondents report that online working comes with several technical issues, particularly around unstable
        internet connections which affect the listening experience, as GaySA Radio reports. As pioneers in
        their field, respondents report having to rely on assumptions to guide their decisions. Said Oracle
        FM: ‘You know what, at this point, we’re going on feeling still with regards to what we do.’ GaySA
        Radio finds it difficult to know what caused the changes in the number of listeners, for instance. For
        them, the biggest challenge is the difficulty in tracking what is driving their listenership up or down because
        of the many variables built into their operations. This makes it difficult to develop clear strategies. This respondent adds: ‘I think internet r@dio stations need to experiment with
        different ways and then track those that seem to work best.’
      

    


    
      Potential for r@dio to improve citizen
      participation and deliberation


      
        We referred to the early days of radio and how it took time for radio’s wider opportunities to become apparent.
        The same may hold for r@dio, especially when it comes to participation by ordinary citizens. As mentioned
        earlier, an online survey in early 2020 revealed 76 stations operating in South Africa (see Appendix) – a
        massive increase since the time of the original research. It is therefore clear that r@dio’s low barriers to
        entry and the lack of regulatory requirements make it available and attractive for citizens and interest groups
        who seek a media platform or voice and that this opportunity is being used widely. Interestingly, many of the
        stations in this later sample are religious stations serving mostly a Christian audience. The usual radio-like
        stations also feature strongly. CAPS Radio, for example, focuses on education, while Just Playing
        Haydn is run by a private individual.
      


      
        However, it does not seem as if many of these initiatives significantly extend the public sphere to previously
        marginalised groups. GaySA Radio is an exception, with its focus on the LGBTQ+ community. R@dio
        remains an elite activity, not something that is reaching disadvantaged groups. This research has highlighted
        some reasons, with the high cost of data and general poverty resulting in the broader citizenry not having
        access to the internet. For these reasons, r@dio audiences remain dwarfed by traditional media, particularly
        AM/FM radio.
      


      
        So far, r@dio operators have in general stayed away from involvement in the socio-economic or political
        spheres. GaySA Radio’s successful campaign to have US hate pastor Steven L. Anderson banned from
        entering South Africa on a ‘soul-winning’ campaign (DeBarros 2016) remains a rare exception. One can only guess at how the #FeesMustFall movement might
        have impacted differently if they had a dedicated r@dio voice or whether the current #Iam4the_Arts movement
        might make a more significant impact by creating a platform for discussion using r@dio as a medium to expand
        their activism.
      


      
        Accepting that r@dio in South Africa remains a medium for niche groups, mostly in the elite, opportunities do
        exist for a greater contribution to the national discourse in specific areas such as education. Co-author
        Hendrik Baird was recently approached to advise in the establishment of a r@dio service aimed at pre-primary
        education. This would form part of a company’s social responsibility programme, providing internet access to
        disadvantaged pre-schools and creating content that would speak directly to the teachers and children of such
        facilities. This is particularly exciting given the multimedia potential inherent in r@dio, making the computer
        a teaching tool, while at the same time enhancing the computer skills of the listener-users.
      


      
        R@dio could also be used to serve various institutions, such as old age homes,
        rehabilitation centres, and prisons. There has been some informal talks about starting services like these,
        possibly on a subscriber model, where facilities could buy into a r@dio service that they could stream to
        residents and/or staff. This would have to be driven by citizens who have niche interests and who could make it
        sustainable by establishing partnerships within their circles.
      


      
        For the moment, r@dio’s possibilities to widen citizen participation and deliberation remain underutilised. It
        has enabled new groups to claim a media platform and voice, and its value in this respect should not be
        underestimated. However, few have ambitions to ‘speak into’ the broader public discussion, and economic factors
        tend to exclude disadvantaged groups who remain on the margins of that discussion.
      

    


    
      Conclusion


      
        Cordeiro’s description of r@dio as exhibiting a long list of revolutionary new characteristics was cited at the
        start of this discussion (Cordeiro 2012: 503). As it turns
        out, the list should be understood as one of potential rather than reality. Features that she lists, such as
        the use of images in addition to audio, the ability to search, and the opportunity for users to customise the
        content, are not major features of the r@dio stations studied here. Some other features, such as
        asynchronicity, apply to podcasts but not to r@dio as we have defined it. The four stations rely strongly on
        models provided by the traditional form and it is striking that several refer explicitly to ‘radio’ and even
        ‘FM’ in their names, thereby deliberately placing themselves in the older tradition. However, this is not to
        argue that there is nothing new and different, and this needs some discussion.
      


      
        In terms of their content, the various audio streams tend to be structured in a way that is familiar to
        traditional radio, with shows following each other in a structured sequence, as discussed. Hosts play the
        traditional role of a guide to the music and talks being presented, while regular reminders of the station
        identity are provided. The station that diverges most strongly from this pattern is eBiz Radio, whose
        structure is hard to determine and who seems to embed interviews into short stretches of music with little
        evidence of a broader structure. It seems that this is a less successful strategy, as the more familiar pattern
        has evolved precisely because it serves listeners’ needs to structure the audio experience and is also more
        successful in building the audience necessary for commercial success. There are unmistakable parallels to the
        free-form programming style of early FM, which was progressively replaced by more carefully researched and
        controlled programming in the 1970s – ‘assembly-line programming techniques’ that were initially strongly
        resisted by DJs, as Douglas (2004: 278–279) has highlighted.
      


      
        Of course, the r@dio stations offer an experience that embeds listening into the matrix of online platforms and
        opportunities, including websites, apps, social media, podcasts, and others. While traditional radio stations
        have developed an online presence that seeks similarly to exploit online opportunities,
        r@dio operators may be savvier in the space. This does not mean that the relationship between these
        opportunities is always exploited seamlessly. GaySA Radio’s substantial Facebook following has been mentioned,
        along with its difficulty in turning this social media audience into a listening audience.
      


      
        The business models pursued by the stations also rely on the traditional approach, seeking to draw advertising
        and sponsorship income to support their activities. As with other media, r@dio stations are finding that the
        online advertising spend is disproportionately absorbed by internet giants such as Google and
        Facebook.5 It does not seem that r@dio operators are finding any
        significantly new opportunities yet.
      


      
        One significant advantage that r@dio has is the fact that it has a potentially global audience. The FM signal
        is by definition geographically limited, while no such limits exist online. All the stations spoken to have
        highlighted the fact that they are getting listeners from far afield. The flipside is that the global media
        marketplace is indeed a very large place and competing for attention. More niched offerings are likely to stand
        a greater chance of success and it needs sustained campaigning to attract sufficient attention to build a
        significant audience. In this respect, established brands have a substantial advantage over new operators, for
        r@dio as much as operators in other spheres in the media. It is clear that big media names like the
        BBC (abroad) and News24 in South Africa, have an easier task in building an online presence
        and audience.
      


      
        A fascinating insight that emerged from the current study is that operators saw the value of offline activities
        and felt the need to pay attention to them. It seems as if the local audience still matters. Examples include
        the streaming of festivals by Mutha FM and eventing by GaySA Radio. This may be understood as
        a reaction to difficulties in building a significant online audience. It could be that these techniques are
        simply familiar and therefore more accessible.
      


      
        The significant advantage of r@dio is that the lack of regulation and comparatively low financial and technical
        barriers to enter the market have caused it to open opportunities to new players, as we have shown. The
        opportunity continues to attract new players who want to add their voices to the public discussion, and who
        want to assemble and convene new communities (or existing communities in a new arena). Although it is mainly
        open to people with resources rather than to the disadvantaged, this aspect should not be undervalued.
      


      
        This takes us back to the opening question, whether r@dio will in time replace broadcast radio. As it stands,
        this seems unlikely, much as one should always be cautious about such a prediction. The reach of these
        operators remains dwarfed by other media, and a significant reversal does not seem to be on the horizon. For
        this reason, their impact on citizen participation remains limited, although they have drawn several
        enthusiastic adherents who are keen to find a platform. Nevertheless, r@dio stations are a significant addition
        to the media landscape. Drawing from both old models and new opportunities, they present
        a story of continuity and change as r@dio operators stake their claim in the increasingly competitive attention
        economy (Davenport & Beck 2001).
      

    


    
      
        Notes
      


      
        1    Co-author Hendrik Baird is the station manager of one of
        the participating stations, GaySA Radio. The interview was conducted with another representative of
        the station and his role as a participant observer added nuance to the insights gained. Any potential skewing
        of results was carefully guarded against. He initially conducted the research for an MA degree.
      


      
        2    Unless otherwise indicated, the quotes from r@dio
        operators in the rest of the chapter all come from interviews conducted for this research.
      


      
        3    Total Listening Hours: The combined time that users were
        connected to the live stream, measured in hours.
      


      
        4    Total Listening Sessions: The total number of times that
        the users connected to the live stream.
      


      
        5    See Wits Journalism’s state of the newsroom series (Finlay
        2019) for an annual analysis of the impact of
        the collapse of the media business model.
      

    


    
      Appendix: South African r@dio stations broadcasting at
      the end of February 2020


      
        	
          http://247stereo.co
        


        	
          http://ciiradio.com
        


        	
          http://cliffcentral.com
        


        	
          http://hillbrowradio24-7.co.za
        


        	
          http://impalaradio.net
        


        	
          http://megazone.fm
        


        	
          http://netradiosa.co.za
        


        	
          http://radiocross.org
        


        	
          http://streema.com/radios/play/Afro_Live_Radio
        


        	
          http://streema.com/radios/play/Rapid_Rock_Radio
        


        	
          http://streema.com/radios/play/Vibez.Live
        


        	
          http://trulightradioxm.org.za
        


        	
          http://unisaradio.ndstream.net
        


        	
          http://voiceoverradio.co.za
        


        	
          www.alljazzradio.co.za
        


        	
          www.boervolkradio.co.za
        


        	
          www.bukalanga.org
        


        	
          www.channelafrica.co.za/sabc/home/channelafrica
        


        	
          www.classiccentral.co.za
        


        	
          www.gaysaradio.co.za
        


        	
          www.iamymovement.co.za
        


        	
          www.izwelenalafm.com
        


        	
          www.justplayinghaydn.com
        


        	
          www.radio.bythegrace.org
        


        	
          www.radiohartklop.co.za
        


        	
          www.radioligstraal.co.za
        


        	
          www.radiomoot.co.za
        


        	
          www.rainbowgr.com
        


        	
          www.sabc.co.za/sabc/springbokradio/#
        


        	
          www.smefusionradio.co.za
        


        	
          www.transafricaradio.net
        


        	
          www.udubsradio.cf
        


        	
          www.xruisradio.co.za
        


        	
          http://zoneradio.co.za
        


        	
          https://capsradio.co.za
        


        	
          https://heavyhops.co.za
        


        	
          https://houseafrika.com
        


        	
          https://housefrequency.net
        


        	
          https://isambulo.radio12345.com
        


        	
          https://joustasie.net
        


        	
          https://kruiskyk.tv/kruiskyk-uitsending/kruiskyk-radio
        


        	
          https://madibaz-radio.mandela.ac.za
        


        	
          https://mzansifm.online
        


        	
          https://nationradio.co.za
        


        	
          https://panafricanspacestation.org.za
        


        	
          https://platinumgoldradio.co.za
        


        	
          https://radioworldwide.co.za
        


        	
          https://radioworldwide.co.za
        


        	
          https://salaamedia.com
        


        	
          https://saukradio.com
        


        	
          https://springbokradio.webs.com
        


        	
          https://ubfmlive.net
        


        	
          www.2oceansviberadio.com
        


        	
          www.africabusinessradio.com
        


        	
          www.bigindiegiant.com
        


        	
          www.coastalradiosa.com
        


        	
          www.ebizradio.com
        


        	
          www.elanglobalradio.com
        


        	
          www.facebook.com/actonvillefm
        


        	
          www.facebook.com/DeepGrooveRadio
        


        	
          www.gaangrootradio.co.za
        


        	
          www.guerillacricket.com
        


        	
          www.internetgospelradio.co.za
        


        	
          www.joyfulfmradio.com
        


        	
          www.joyousradio.net
        


        	
          www.muthafm.com
        


        	
          www.oosmootgemeente.com/radio-ligstraal
        


        	
          www.pubrock.co.za
        


        	
          www.radionomy.com/en/radio/lonewolf-seasylistening/index
        


        	
          www.rockingcrew.com
        


        	
          www.siloam.org.za
        


        	
          www.springbokinternetradio.co.za/tuis
        


        	
          www.ubunturadio.com
        


        	
          www.viper-oceania.com
        


        	
          www.vukaonlineradio.co.za
        


        	
          zeno.fm/fortune-fm
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      10  Radio and digital convergence in South Africa


      
        Karabo Sitto and Elizabeth Lubinga
      

    

    
      Introduction


      
        Digital technologies have facilitated a rebirth of the radio medium. It is a medium which in most global
        societies has always enjoyed the highest consumption among its audiences, compared to other technologies. Such
        is the case in South Africa and many African countries, for instance, where the radio remains the most
        accessible and consumed traditional medium in both urban and rural contexts. The ubiquity of communication
        technologies has expanded its reach. The radio has always brought people together, creating communities of
        common interest, and often providing a shared space for local and national dialogue. However, the technology
        has enabled even more varied audiences as well as participation and has possibly changed consumers of radio to
        prosumers.
      


      
        This chapter aims to explore how digital technologies have affected traditional radio and effected the birth of
        digital radio and r@dio. The chapter addresses questions such as:
      


      
        	How have digital technologies changed the participation of radio listeners?


        	How have digital technologies changed the traditional notion of consumption to prosumption concerning radio
        listener behaviour?


        	What is the broad existent radio landscape in South Africa within which the radio renaissance has
        occurred?


        	How have digital formats been used in South Africa?


        	What digital opportunities and challenges have emerged in the South African radio landscape as a result of
        radio and r@dio?


        	What do the changes, which were brought about by digital technologies, mean for the regulation of the
        current dynamic format of the radio medium and its future?

      


      
        To answer these questions, the chapter examines how digital technologies have changed radio participation by
        listeners, creating a new citizenship of e-listeners. The chapter attempts to pit the notion of prosumption
        against the already existing concept of consumption, by positing that the new radio e-listener is no longer a
        passive listener but a cocreator of content, one who actively interacts with the
        rebirthed medium’s broadcasters. It contextualises digital radio and r@dio by mapping out the radio landscape
        in South Africa, premising from the advent of the radio medium and the legal environment governing
        broadcasting, while taking cognisance of the fact that digital formats conversely create a marginalisation of
        those who do not have access to the internet.
      


      
        On the one hand, new technologies have created a radio space where radio audiences and content are becoming
        more diversified, with the medium simultaneously gaining access to new audiences in diverse national and global
        locations through being reinvented into a digital modality. Such technologies have enabled an active and
        interactive participation among its audiences, giving them a voice to influence and select their preferred
        content. On the other hand, those without access to digital technologies, mostly rural audiences, have become
        marginalised in terms of participation and disempowered to engage in conversations that are accessible to the
        privileged few who can afford it. The chapter provides case studies of how digital radio and r@dio are
        operating within the South African context. It examines the challenges and opportunities emerging from digital
        radio and speculates about how the trends may in future affect regulation and praxis, among others.
      

    


    
      Radio participation and consumption or
      prosumption?


      
        Radio is one of the most accessible broadcast media, presenting low barriers for audiences. As Cordeiro (2012a) notes, radio has always been part of our
        lives. Diamond (2019) argues that despite the
        rapid digitisation of media platforms, radio remains a firm preference with consumers and is unequalled in
        reach and frequency. Yet radio as we traditionally know it makes for passive listenership, requiring little
        participation from listeners, other than for them to switch their physical devices on, tune into a favourite
        frequency, and listen to the programme. However, digital radio has changed passive listenership and the lack of
        participation in radio content. Media Update (Media 2020) argues that digital radio gives audiences some control, while at the same time providing a
        clear frequency, unlike analogue formats, simultaneously reaching a wider audience than ever before.
      


      
        Before the advent of digital technologies affecting radio, content producers and presenters of shows mostly
        drove content decisions concerning radio broadcasts, providing scant opportunity for the listeners to make
        inputs. This control pushed certain agendas and marginalised relevant, less vocal members of society along with
        their issues of possible discussion. Matters of importance were decided by a few broadcasting professionals,
        with narrow and sometimes biased views on issues of discussion. Audiences were not free to voice their own
        opinions, question the opinions of the broadcasters, or influence owners about the content. Information
        asymmetries were commonplace, and accountability to listeners and audiences fell to second place as radio
        station owners’ desires were placed above all others. A listener could call the radio station, be screened by the content producer before being placed on air, and the caller would be
        cut off if they were considered to be off-topic.
      


      
        There was little democratisation of radio, with traditional radio mostly divided by language, geographical
        location, and format. Radio stations’ licence conditions compelled them to choose and stick to a specific
        audience or genre. For example, the urban youth residing in Gauteng (South Africa) have YFM or genres
        such as religion like Radio Pulpit (Pretoria-based), as one of the available choices. YFM has
        the slogan, Yona ke Yona (this is the slang for IT) and is an urban contemporary youth radio station
        which broadcasts from Johannesburg. The radio station mostly broadcasts two genres, namely music (including
        Kwaito, Hip Hop, and R&B) and a few talk shows.
      


      
        Audiences were regularly subjected to the agendas of the radio stations, in line with their licence conditions,
        albeit with an allowance to raise complaints with the Broadcasting Complaints Commission of South Africa
        (BCCSA). The BCCSA is an independent judicial tribunal in South Africa, which handles complaints from members
        of the public regarding offensive broadcasts. The Commission was legally granted the power to reprimand or fine
        broadcasters and to require the broadcast of a correction or apology (BCCSA 2018).
      


      
        Currently, most listeners’ participation on radio is online. This, in turn, forces radio broadcasters to create
        multimedia content, using multiple platforms and establishing different narratives or using different
        modalities by, for example, making a continuous narrative available in multiple forms (Cordeiro 2012a: 497). The participation of listeners coupled with a growth in
        the number of platforms for engagement with radio programming has also resulted in a role change for them.
        Under South African law, posting content online may be considered to be a form of publishing, and audiences
        that choose to comment on, share, or record radio content may be held legally responsible for sharing such
        content. The legal implications also play a role in how reactions to radio on-air content are shaped and
        influenced by these social media online conversations, dependent on who is engaging with it online and how. No
        longer are listeners passive consumers of content, with limited input, but nowadays they are influencing the
        choice of content, appropriateness, and reach. This reduces the control that radio broadcasters have over their
        reach, feedback channels, and programming content. Digital technologies have birthed an active ‘listener’ who
        is no longer a passive recipient of audio content from the radio – a medium once referred to as the ‘theatre of
        the mind’ (Allen 2017) concerning its ability
        to appeal to the imagination of users. Radio is no longer solely audio; it is visual too.
      


      
        Apart from participation, the consumption of radio has changed, grown, and morphed with the availability of new
        communication technologies. Cordeiro (2012b:
        156) points out that media consumption has become something new, through media networks providing transnational
        flows of content. Furthermore, new technologies are now ‘representing a macro-level of cross-border
        interconnectedness and interchange with impact in lifestyles, social attitudes and individual experience’
        (Cordeiro 2012b: 156). Tufan (2014) notes that whereas traditional radio
        broadcasting enabled an interaction through the use of limited tools such as the telephone and letters,
        interaction levels with radio listeners increased considerably with possibilities provided by new communication
        technologies. This changes radio from a means of merely transmitting messages to listeners, to one that
        communicates with them.
      


      
        It can also be argued that digital technologies have changed the role of the listener from being passive to
        becoming a cocreator engaged in radio station content, birthing the notion of prosumption. ‘Prosumption’ is a
        term coined by the American futurologist Alvin Toffler in 1980, in which he predicted a future world where the
        consumer would also engage in production (Ritzer,
        Dean, & Jurgenson 2012). Through consumption, audiences are merely passive recipients of radio
        content in accordance with tradition. Prosumption affords digitally connected audiences the agency to
        consume authentic content which they not only connect with but are actively engaged with online and which they
        cocreate with broadcasters. The modern listener is a cocreator and collaborator with radio stations in the
        development of programming content through digital engagement.
      


      
        Computer-mediated communication technologies such as social media have altered how listeners can participate
        and how broadcasters engage with them. Listeners are encouraged by presenters on air to connect with the
        station, its radio personnel, and guests on their social media platforms of choice, becoming members of a live
        audience to the radio. Listeners are encouraged to connect with radio personnel by subscribing, following,
        liking, tweeting, and posting their views, but simultaneously to mobilise other potential listeners. via
        digital media, to tune into programmes.
      


      
        This prosumption enables the conversation to continue engaging with radio programmes on other media such as
        social media, long after the radio conversation has taken place, and for the conversation to reach beyond the
        specific, traditional terrain of the radio station. Social media have broken barriers across time, space, and
        language for audiences and broadcasters alike, as content can be shared in translated form. This broadens the
        number of consumers for radio stations concerning their content but also reduces the control that stations have
        over their content, how it is shared and discussed, or wherever it may travel globally.
      


      
        The exponential growth of the mobile phone, dubbed Africa’s laptop, has also disrupted radio consumption,
        boosting prosumption. Cordeiro (2012a: 493) speaks of a new
        radio citizenry, e-listeners who are part of a new non-traditional, non-passive, participatory, and
        independently emerging audience – a rebirthed audience with access to a growing amount of content, including
        news, information, and entertainment in different platforms and formats, competing with radio.
      


      
        According to statistics of the Broadcast Research Council of South Africa (BRC 2019), the ownership of
        smartphones grew from 56% in 2017 to 68% in the period July 2018 to June 2019. Feature phones declined from 22%
        to 17% and ordinary phones from 43% to 35%. The proliferation of mobile phones, especially smartphones, means that listeners can use them to listen to the radio. The mobile
        option also allows them to listen more privately through their earphones, while multitasking. Listeners are no
        longer tethered to large radio units or their vehicles. This mobile option also helps with the issue of the
        lack of access to electricity in rural communities where electrified homes are limited, as people can now
        access entertainment on their mobile phones while walking long distances from point to point. Furthermore, the
        few landlines available in the country reduced from 2% to 1% from 2017 to the period July 2018 to June 2019
        (BRC 2019), which possibly limits the number of people who could call into radio stations to interact with the
        broadcasters.
      

    


    
      The South African radio landscape and the
      internet


      
        The first radio broadcast in South Africa took place in Johannesburg in 1923 (SAHO 2011). From this single experiment, the radio broadcast landscape in
        South Africa has grown exponentially, as the medium connects audiences to the outside world, beyond their
        communities and borders. The country has close to 300 radio stations, segmented into commercial, public, and
        community radio stations (Business Tech 2019). All radio stations are governed under the South African Broadcasting Act of 1999, as
        amended, and all these radio stations have licences issued by the Independent Communications Authority of South
        Africa (ICASA). Radio broadcasting in South Africa is regulated by ICASA, with its powers written into the
        above-mentioned act.
      


      
        The number of licences issued by ICASA limits the ownership of traditional radio stations in South Africa,
        which is concentrated into the hands of a few market players, split into public, private, and community radio
        ownership. The government (publicly owned) radio stations are the responsibility of the South African
        Broadcasting Commission (SABC), while private ownership consists of several groups with shareholders, such as
        Kagiso Media and Primedia. Community radio stations are non-profit and service-oriented, solely owned and
        operated by the communities that they serve. The ownership structures (of public and private stations)
        determine the commercial business models governing the various radio stations available.
      


      
        The Broadcasting Act (1999) defines how each radio station category is governed, their ownership structures,
        audiences, language, as well as terms of service. These terms include, but are not limited to, content,
        terrain, and frequency number. All radio stations must adhere to these stringently to maintain their licences.
        The enforcing arm of the Broadcasting Act is the Broadcasting Complaints Commission of South Africa (BCCSA) –
        an independent agency whose mandate is to receive, evaluate, and adjudicate all complaints made by the public
        about broadcast content. All of the complaints dealt with by the BCCSA relate primarily to the content that
        audiences consume on the licensed radio stations.
      


      
        The Broadcasting Act defines radio as ‘an electromagnetic wave propagated in space without an artificial guide
        and having by convention a frequency of lower than 3 000 GHZ’ (Republic of South Africa
        1999: 12). This very definition is outdated
        when considering digital radio, as it references a device with specific technical capabilities. Traditional
        radio broadcasting has been disrupted by the popularisation of the internet, bringing changes to the face of
        radio as it was previously understood. While the internet is an excellent tool for sharing content, it is
        unable to replace the traditional radio fully, especially in South Africa. Nearly 75% of developing country
        households have a radio, as it is a cheaper medium (UNESCO 2012) with a popular adult listenership because of its affordability as a medium of
        entertainment. Also, irrespective of the level of a country’s development, almost all radio broadcasting is
        local. However, while online digital radio mimics traditional radio for organisation and format, it varies in
        delivery and lacks the structure for the definition of regulation for it.
      


      
        Social and digital media also provide suitable feedback mechanisms for radio stations. Listeners can contribute
        to making the conversations much more diverse by sharing their views on air, lending space to voices that were
        previously not heard. The technologies also broaden participation as individual listeners have a choice of
        which channel of communication to use, based on their preferences and convenience. The word-of-mouth
        conversations can happen simultaneously, with listeners being able to engage in conversations with multiple
        other listeners, while social media can draw attention to some aspects of radio programmes based on their
        ranking in trending topics online.
      


      
        Conversely, while communication technologies have advanced radio consumption and helped with the cocreation of
        content, the diversification of audiences through digital media marginalises a large, mostly rural segment of
        South African society. Internet penetration is rapidly growing, mainly in the urban areas of South Africa. In
        2019, South Africa had approximately 33 million internet users (Statista 2020a) and, in 2020, an estimated 25.2 million active mobile
        internet users (Statista 2020b) as well as an
        estimated 71% internet penetration (Statista 2020c). The different technologies and radio participation formats are increasingly marginalising
        mostly rural potential audiences, barred from participating in certain conversations through limited
        accessibility due to prohibitive data costs. Thus, radio, as affected by technology, is increasingly becoming
        both diversified and marginalised concerning who participates through the influence of content, and how.
      

    


    
      The radio renaissance


      
        The radio is a very old medium, invented in 1895 by Italian inventor Guglielmo Marconi when he sent and
        received the first signal in Italy (News Museum
        n.d.). However, while other traditional media, especially newspapers, have struggled to cater to the
        interests of some audiences such as young adults in South Africa, the radio medium has reinvented itself
        through digital formats. The persistent growth of new media technologies in South Africa is transforming the
        production, consumption, and sharing of news. With specific reference to news
        consumption, Ndlovu (2015) notes that digital
        technologies have used innovative methods of news diffusion which are qualitatively different to the way that
        traditional media ‘continue’ to circulate current affairs, providing audiences with new processes of
        experiencing and sharing political news. Through digital technologies, access to content on computers and
        mobile devices has ensured a constant availability with its resultant consumption. In contrast, the interactive
        nature of digital formats has provided flexibility of use and participation in the framing of desired content
        by the younger audiences.
      


      
        Digital engagement is increasingly driving radio content based on online participants, creating a move away
        from the microcosm of the community, looping local audiences out of conversations and reducing the relevance of
        the content to them. It has also led to the dearth of traditional genres such as radio soapies (soap operas),
        which at present remain a relic on public radio with a marked absence on commercial radio. Also, due to digital
        technologies, ‘antique’ programming such as internationalised radio slots with content from BBC Africa
        and Voice of America, which were accessible to local stations in South Africa and the rest of Africa
        in the past, have mostly disappeared, with content decisions being made with the input of online participant
        feedback. Furthermore, the repeated content from previous broadcasts that used to feature in graveyard shifts
        has mostly been replaced by podcasts.
      


      
        With social media, online voices also tend to have ‘influencers’ who can shape online conversations through
        their large followerships, creating conversation biases concerning audience participation. These are
        individuals who are known celebrities and influencers which South African radio stations seek to appoint and
        have increasingly appointed as broadcasters to draw youth audiences in the competition for audience numbers in
        an age of attention fragmentation. The radio has become increasingly glamourised, with a worrying dwindling
        attention on the planning and scheduling of various content to retain the participation of existing loyal
        audiences. Loyalty is quickly becoming a rare commodity for radio stations that are innovating away from their
        loyal bases’ preferences and tastes in competing for the youth audience’s attention. This raises a question
        concerning who participates in shaping public opinion, given these factors of inclusion, exclusion,
        convergence, and diversification. Some existing examples of using digital formats in the South African radio
        market, set out below, may contribute to the discussions in this chapter.
      

    


    
      Case studies: The use of digital formats in South
      African radio


      
        There are numerous examples of traditional broadcasters using digital technologies to give themselves a
        competitive advantage with audiences. Their investment in applications and devices to ensure that their
        listeners have the best radio listening experience, consuming content the way that they want and when they
        want, has indeed yielded positive results for them. Hot 91.9 FM, a Johannesburg-based community radio
        station has enjoyed notable global success through online streaming. The case of
        YFM, a youth radio station broadcasting on 99.2 FM, is one to be acknowledged. This radio station
        developed a mobile application (app) to seamlessly make themselves part of their audience members’ lives every
        single day. When the renowned South African broadcaster David O’Sullivan was rendered immobile as a result of a
        broken leg, he was still able to continue broadcasting his show from the comfort of his home, thanks to the
        internet and digital technology devices enabling that to happen. Apart from this example, the COVID-19 global
        pandemic in 2020, with its subsequent lockdown measures in South Africa, meant that most radio stations
        operated with core staff, usually the main programme presenter and a few production staff in the studio, in a
        bid to adhere to national regulations. Other radio show segment presenters such as traffic, sports, or business
        reporters operated from their homes during the shows which they contributed to.
      


      
        The growth of internet access in South Africa has also spawned new purely digital radio stations online.
        Pioneered by Gareth Cliff’s launch of Cliff Central, other r@dio stations such as Touch HD
        soon followed suit. Established by a well-known traditional radio broadcaster having branched out of commercial
        radio, Touch HD was received with a lot of excitement. While the concept enjoyed initial success, the
        r@dio station has encountered several structural challenges, eventually having to reformat its offering.
      


      
        Hot 91.9 FM flying high


        
          For South African radio, live streaming has proved to be successful for radio stations that have smaller
          footprints. An example is Hot 91.9 FM. The Johannesburg-based community radio station which
          specialises in playing ‘old school’ and R&B music, has grown a large audience in Australia. Such a
          growing global digital radio footprint, enabled by streaming, brings with it possibilities of attracting
          audiences and advertisers outside of the traditional boundaries of the broadcast.
        


        
          Founder and station managing director Lloyd Madurai has revealed that the station was experimenting with
          Qantas Airways in 2019, to place their specials on flights from Australia to South Africa and Mauritius
          between midnight and 05:00 on air, because ‘we have a large audience streaming Hot 91.9 Fm in
          Australia. We believe these ads hit the right target and will deliver a huge ROI [return on investment] for
          Qantas on an overnight time-channel’ (Grek 2019). He thought that a global streaming of channels with regular broadcasts could be primed to
          attract advertising and could enable a repurposing of content (Grek 2019).
        

      

      
        Radio via the cellphone: The case of the YFM app


        
          In 2009, YFM launched an exclusive mobile app for the Apple store, then refurbished and relaunched
          the app in 2018. The station included many mobile features in considering how people
          consume the radio medium in their daily lives and make use of communication channels on their cellphones.
          They created the YFM app, free to download via the Google PlayStore (n.d.), or Apple App Store (n.d.), and encouraged listeners to engage with on-air shows via the app.
        


        
          On the app, listeners can engage in multiple activities, including creating a personalised profile with their
          contact information on it. They can also use the app to listen live via streaming, and while doing so, they
          can send text messages, e-mails, and voice notes to the radio station in real time. They can also download
          podcasts of specially packaged media playlists or features of certain on-air shows that they may have missed
          or wish to listen to again. YFM hosts numerous events throughout the year and directs audiences to
          use their app to purchase tickets for sponsored events. Listeners using the app may also read articles and
          blogs on specific topics of interest and share any content to their personal social media pages.
        


        
          The app is wildly popular among the YFM listeners and holds a four-star rating based on listeners’
          reviews in the PlayStore. The mobile app supports and enhances all the radio station’s on-air engagements,
          evidenced by the number of voice notes played live during shows, the number of messages read out, and the
          event attendance of exclusive in-app ticket sales only. The YFM app is built for lifestyle
          entertainment, whether the listener is tuned in or not.
        

      

      
        Technology to the rescue: Kaya FM


        
          On 15 January 2019, veteran broadcaster for Kaya FM, David O’Sullivan tweeted to his listeners that
          he would be back on the air, but not from the studios. He had sustained a broken ankle, which rendered him
          unable to get to Kaya FM studios from his home. To get him back on air, a technology device enabling
          him to log in and work from home (see Figure 10.1),
          Comrex, was used, through internet access (O’Sullivan 2018a). O’Sullivan was able to work from home, still
          conducting the show and to work with his team back in the studio (O’Sullivan 2018b), without having to be physically present in the
          studio.
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              Figure  10.1  David O’Sullivan
              broadcasting from home/Twitter 2018 (O’Sullivan 2020)
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              Figure  10.2  O’Sullivan
              broadcasting from Umdloti beachfront during COVID-19 lockdown level 1 (O’Sullivan 2020)
            

          
        


        
          Under the COVID-19 lockdown level 1, technology enabled O’Sullivan to continue to host his show, as he
          travelled to Umdloti beachfront in September 2020, making use of multiple portable devices and supporting
          software to continue his work, largely uninterrupted for his audience. Through his mobile device, he
          connected to the studio through a program called CleanFeed and the mobile phone was connected to his digital
          desk, called a Rodecaster Pro. The other additional supporting equipment he used during his broadcasts
          included a Shure microphone, Roland headphones, and an iPad with FaceTime so that he and his colleagues in
          the studio could see each other for real-time programme cues. The figures below demonstrate the devices used
          and ease with which this mobile studio, away from Kaya FM’s broadcasting premises, was set up.
        


        
          These events highlight a key benefit of technology for
          broadcasters, who no longer need to be studio-bound. These innovations in broadcast technology, even for
          traditional radio broadcasting mean that more flexibility exists for broadcasters to multitask without
          affecting their audiences through the inability to physically be present in the studio.
        

      

      
        Out of touch: The rise and falter of Touch HD


        
          The case of Touch HD, which is a digital online internet radio station launched by celebrity
          broadcaster Thabo ‘Tbo Touch’ Molefe, is a relevant South African illustration of the challenges of
          technological convergence of traditional and digital media channels. Molefe hoped that the radio station
          would be a worthy competitor to mainstream radio. However, the station ended up falling prey to financial
          challenges from competing with terrestrial radio, becoming defunct for a period before ultimately relaunching
          as a podcast platform. This happened in the context of the participant numbers for online digital radio
          remaining strained in South Africa, resulting from a slow growth in internet connectivity and a low online
          participation due to high data costs.
        


        
          In April 2017, Molefe launched a digital internet radio station called Touch HD. This followed
          Cliff Central being launched in 2014, inspiring Molefe to do the same. Capitalising on his large
          terrestrial radio followership, Molefe sought to ‘revolutionalise’ radio in South Africa. The digital online
          radio station was made available for streaming using the Touch HD app, which was free to download.
        


        
          Within eight months of launching, Touch HD received one million connections, meaning that big
          volumes of individuals were listening in live. This milestone was a pleasant surprise to all, given the
          prohibitive costs of data in South Africa and that it was reached in less than a year. The milestone happened
          amid several changes to their radio line-up, with prominent radio personalities such as Glen Lewis opting not
          to venture further into online digital radio.
        


        
          The challenge that Molefe found was that online radio relied a lot more on the broadcaster becoming a content
          creator and curator, and not merely through popularity, by being a media personality. Streaming listeners
          wanted constant content from the live radio and required social media engagements and other online sharing
          platforms for engagement. Thus, radio personalities who were hired found that they had to do more than merely
          be present on air, as their shows were also streamed live for audiences and listeners to watch. Touch
          HD quickly learned that online radio relied mostly on engagement, and was not merely about having
          passive listeners, but audiences eager to engage, influence, and cocreate on-air content.
        


        
          The measure of ‘listenership’ for online radio was hotly debated with the news of Touch HD’s
          milestone, as there is yet no agreement on what the standard measures should be, considering the various
          engagement touchpoints. This is not far from the debates that mass media have been subjected to regarding
          measurability and the validity of the claims concerning audience numbers. This
          measurability challenge, coupled with socio-economic realities of internet connectivity in South Africa, saw
          Touch HD run into financial trouble as their numbers, from such a high, declined.
        


        
          Molefe admitted that the business of online digital radio was costly, especially when competing with freely
          available traditional radio platforms. Touch HD had to re-evaluate its business model and has since
          terminated its live-streaming service, moving away from a conventional radio station model. Touch HD
          is now a podcast platform, with themed content shared weekly, and this format no longer competes for
          listenership with terrestrial radio. While Molefe promotes the view of more editorial freedom and flexibility
          with his digital online radio station, his is a lesson in the lack of readiness of South Africa for purely
          online radio consumption in a space that has a well-entrenched history with the radio medium. Thus, while
          convergence has yielded positive results for radio audience participation, the convergence of digital with
          traditional radio is still a long way off in South Africa, as the case of Touch HD demonstrates.
        

      
    


    
      Radio and r@dio: Digital opportunities and
      challenges


      
        The internet has created a space of transportation for listeners who have full internet access, excellent
        connectivity, and the means to afford their digital devices to support the online consumption of content. There
        are vast opportunities for traditional radio broadcasters and r@dio alike to use digital technologies to their
        advantage to transport audiences. Green and Brock (2000: 701) refer to transportation as ‘a convergent process, where all mental systems and
        capacities become focused on events occurring in the narrative.’ Radio has become a space where listeners can
        mentally, verbally, and/or physically participate in narratives on radio, even though they are not physically
        located in an immediate environment.
      


      
        Digital technology developments have altered radio audiences, creating a bidirectional association with
        audience behaviour in the form of preferences, consumption, and participation, directly affecting the
        embodiment of the radio as a medium. Media change when the culture of the audience changes. Orihuela (2015: 22) notes that while change is triggered by
        technology, its nature is more profound, leading to new ways by which information is produced, distributed, and
        consumed. This is true for all types of radio formats, both traditional radio and r@dio. While the
        opportunities presented by digital technology are vast, they also present severe challenges to the industry,
        varied by the type of radio format, whether traditional or purely digital.
      

    


    
      Radio


      
        Traditionally, the radio has been credited with the collective ability of radio presenters to invoke a vivid
        imagery in their audiences’ minds solely using audio, through the application of varying styles, tools, and
        techniques. Even though the radio medium has always been dependent on technology, the
        advent of digital technologies, as well as the evolution and expansion of internet networks in the 1990s,
        forced radio to redefine its processes, specifically its listenership (Martínez-Costa & Prata 2017). Traditional radio stations are
        geographically limited, and with internal migration, people long for the familiarity that radio can provide.
        The radio listenership on mobile devices somewhat bridges the gap.
      


      
        For traditional broadcast radio, listenership by cellphone in South Africa accounted for 34% of the total
        audience in 2018. According to the radio audience measurements (RAM) of the Broadcast Research Council of South
        Africa (BRC 2019) between April and September 2018, the top radio stations listened to by cellphone
        listenership were Rise FM at 59%, Capricorn FM at 57%, YFM at 53%, and
        YTruFM at 52%.
      


      
        Through online streaming, local radio stations open themselves up to a broader and more international audience
        that is no longer bound by time or geographical boundaries. Their audiences can interact beyond the live
        broadcasts through social media and other digital communication platforms, compounding a convergence by sharing
        their experiences with their networks and followers. With internet access and the use of social media,
        listeners are not only able to interact verbally with radio stations, but they can also actively participate by
        a click on links, as well as like and/or follow local or international radio programmes that hold their
        interest online.
      


      
        In South Africa, radio stations have, over several years, ostensibly managed production costs by using the
        ‘graveyard’ shift (often running between midnight and 06:00, depending on the station) in different ways. Some
        stations have presenters; others play content from international radio stations such as BBC Africa or
        Voice of America. In contrast, a few others play podcasts of repeated radio programmes from their own
        popular shows. Recently, many South African radio stations have turned to digital automation. For example, in
        April 2019, SABC public broadcasting radio station Thobela FM indicated that it would stop using
        presenters for its graveyard shift from midnight to 06:00 during the week. The graveyard shift is now
        increasingly being used for podcasts.
      


      
        During live broadcasts, radio presenters in South Africa now simultaneously engage with audiences on social
        media. They provide Twitter handles, Instagram accounts, and Facebook page details, encouraging and provoking
        audiences that would have been previously uncaptured and passive to actively participate in radio
        conversations. Audiences are encouraged to record and send voice notes via WhatsApp, to tweet while using
        hashtags (topics), or send e-mails, in addition to the traditional mode of phoning into live broadcasts. The
        technology of podcasting allows live radio content to live on beyond its time on air. ‘Podcasting’ as a term,
        coined from ‘iPod’ and ‘broadcasting’ in 2004, describes subscription to pre-recorded audio content for a later
        listenership or viewership (Watson 2019).
        With specific reference to radio content, podcasting enables editing. In contrast, live streaming does not
        involve the download of files. Instead, information travels (‘streams’) directly from a
        media server to the user’s device (Think U Know
        n.d.). For radio organisations, information is produced, distributed, and consumed by far-flung audiences,
        many unplanned for, often extending to a global distribution through digital technologies.
      


      
        Apart from the opportunities mentioned above, traditional radio, as affected by technology, is increasingly
        becoming simultaneously diversified and marginalised concerning who participates through the influence of
        content and how. The challenge is that the globalisation of content is at odds with localisation. As local
        radio stations compete for audiences’ attention, their opportunity cost lies in the exclusion of participants
        with already limited or no access to online channels.
      


      
        Radio diversification through digital formats is marginalising mostly rural potential audiences who are barred
        from participating in specific conversations through limited accessibility to radio content. Digital
        marginalisation also affects localised audiences through an increased competition of listenership between
        localisation and globalisation of this intimate medium. Rural-based local audiences rely on traditional media,
        mostly the radio, as sources of information for engagement in authoritative discussions for their communities
        and national participation. Yet their voices are mostly absent online because of the high data costs to engage,
        be it through social media, instant messaging platforms (e.g. WhatsApp voice notes), or e-mail.
      

    


    
      R@dio


      
        For global listeners, especially in societies such as South Africa with a proliferation of mobile devices,
        accessibility to r@dio enables even better access to a medium that has enjoyed the best media consumption over
        the years. Through diversification enabled by digital formats, radio audiences have gained exposure to
        broadcast personalities beyond South African shores, accessing voices previously unheard from different
        communities and adding an international variety to their radio consumption. Digital radio enables its listeners
        to access global radio content through a variety of channels including live streaming, podcasts, and video
        interviews on platforms such as YouTube. Audiences can stream content broadcasts over the internet,
        irrespective of their location, as long as they have a stable internet connection. They are also able to
        download podcasts and keep up with international r@dio content from multiple online radio stations. As digital
        technologies become more affordable and accessible, mainly through mobile devices, referred to as the ‘laptops
        of Africa’ (Harpur & De Villiers 2012),
        so does the accessibility of r@dio increase.
      


      
        Online radio through live streaming and podcasting allows for the transfer of information, albeit differently,
        depending on the process of information emanating from a media server to a user’s computer or mobile device.
        The setup costs for r@dio stations, including the availability of digital radio apps for downloading, are lower
        than those of traditional radio. Podcasting is used more often by digital radio stations, as it requires a user
        subscription to specific platforms, which can be downloaded on to their mobile devices
        to be accessed later, even without internet access. R@dio stations make use of both live streaming and
        podcasting as a mechanism to serve the different content needs of their listeners. R@dio has facilitated a
        diversification of audiences as well as their content consumption and participation. The content consumed on
        digital radio stations is also diverse, moving away from being exclusively audio, to include visual features
        and the opportunity for ‘listeners’ to watch adverts.
      


      
        Limited internet access and basic mobile device technology, however, negatively affect audience participation
        and lead to the exclusion of a large section of potential r@dio audiences. The lack of digital technology
        access restricts such people from listening to live streams or podcasts, engaging in online conversations,
        sparking conversations on the radio, or shaping the content of programmes. Unfortunately, exclusion affects
        mostly rural audiences who grapple with serious socio-economic challenges. These people, who are currently
        excluded, would benefit from the information asymmetry being done away with in order to allow them to
        participate meaningfully in dialogues that affect them.. However, while smartphone volumes have increased, the
        majority of internet-enabled handsets still fall into the category of basic feature phones. These significantly
        limit how r@dio content is consumed online, further compounded by the prohibitive cost of data in South Africa
        concerning volumes of audience participants, one of the biggest challenges of digital radio.
      


      
        One critical opportunity for digital radio formats is the development, establishment, and agreement of what the
        standard measures of listenership should be. The r@dio format with its varying touchpoints and types of content
        opens audiences up to multiple touchpoints for engagement. Many debates have been conducted on the validity of
        the claims of listenership, with no uniformity on the acceptable standard measures to benchmark audience
        numbers on digital radio stations. Online streaming services, for example, measure the number of devices
        connected, which means that the number of devices counts a single individual connected on multiple devices as
        multiple online listeners. The other commonly used measure is Google Analytics, although it only measures site
        visits and not listenership. While audiences are listening online, they may also be engaging with other content
        from the station, and how these interactions are captured or included in the numbers remains unresolved. As
        r@dio is still in its infancy, the opportunity to standardise measures, for which digital technologies provide
        numerous ones, may help owners and regulators alike, building uniformity among stations in terms of evaluating
        their performance.
      

    


    
      Business and profession-related critical
      issues


      
        Traditional radio stations in South Africa that are not interested in digital platforms or alternative formats
        to exploit their strengths will merely service rather than grow their audiences (Grubb 2019). If the use of digital technologies is not done with care,
        considering the user experience – that is, fit for purpose – then investments in digital technologies for
        broadcasting will fail.
      


      
        Issues such as the format, length, and audio quality of the online radio content, like
        podcasts need to be paid attention to and delivered to the expectations of consumers. R@dio content is not
        expected to simply mimic traditional radio, but to be more niched and explore more detail than FM would offer.
        Thus, irrespective of the use of technology, whether to enhance traditional radio offerings or to introduce new
        r@dio content, the consumer or listener, as has always been the case, needs to remain at the core of radio
        broadcasting. Audience satisfaction reflected in ratings, streams, views, or downloads, overriding technology
        or format, will affect profits and the survival of the radio media as businesses.
      


      
        The other issues pertain to professionals working in radio broadcasting and how digital technology advancements
        are reshaping their roles. At present, broadcasting professionals undergo specific training in the fields of
        media, production, sales, and journalism, to name but a few. Broadcasters, whether traditional or digital, need
        to re-evaluate the relevance of traditional methods of professional training in the face of new digital
        technologies. Almost anyone can establish a digital radio station online merely with the opportunity and the
        means to connect to an audience. However, they would not be considered radio professionals if they are
        untrained. Those untrained people may compromise the standards of broadcast professionalism without the skills
        to deal with an undefinable audience and the challenges of content creation that are imperatives of radio
        broadcasting.
      


      
        The physical workspaces of broadcast professionals are also changing, raising questions of whether
        professionals need to physically go to studios as has always been the case. With the constant and consistent
        availability of internet connectivity, virtual studios are a reality that broadcast employers will have to
        grapple with in the near future, referring to the case of Kaya FM. Broadcast professionals may soon
        enjoy more work flexibility, having to undergo new methods of training, including becoming competent in the use
        of multiple digital technologies.
      

    


    
      Radio, regulation, and the future


      
        Radio station ownership in South Africa has been highly oligopolistic, with the decision-making power
        concentrated in the hands of a very few industry players. Apart from the decision-making power, the diversity
        of voices, content, and ideological perspectives remain the privilege of a few who run their traditional radio
        stations (Daniels 2016). As discussed, the
        landscape is made up of a limited number of players, constrained by the number of licences issued by ICASA.
        However, with the rise of online digital radio, increased internet access in South Africa has enabled listeners
        to have access to varied choices, thus diluting the concentrated power of radio to some degree. In addition to
        this, audiences now play a more active participatory role in influencing content and the directional flow of
        dialogue through social media and other online spaces.
      


      
        The content decisions concerning what is newsworthy have been reduced and have extended
        beyond the newsroom. News values and discussed issues on the radio now involve more voices and are not merely
        based on the agendas set by broadcasting bosses and funders. An extended reach and a diversified audience have
        yielded some benefits, as audiences have been empowered to challenge biases, discrimination, and intolerances,
        as well as to fight attitudes that may previously have been allowed to prevail through the mass media spiral of
        silence.
      


      
        This cocreation of content and the rising influence of the listener has challenged the licensing conditions and
        boundaries of radio stations. No longer are traditional radio stations able to ignore online content about
        their live content, as audiences bring it into their spaces via social media as well as direct conversations.
        Where listeners and audiences find the on-air content on traditional radio stations undesirable, they have
        options to consume their preferred content through digital online radio stations.
      


      
        The availability of online services such as internet-radio.com which offer individuals the opportunity to start
        their radio station online brings into question the role of regulators such as ICASA in the digital age. With
        any person able to start and launch a radio station, the issue of licences becomes moot, because while in South
        Africa ICASA regulates the number of radio licences issued, online digital radio is not limited to the terrain
        by geographic location and is not accountable to a specific regulator. In the face of these facts, the issue of
        regulation for radio and the current authorities responsible requires a serious debate.
      


      
        A key challenge in the face of online digital radio and social media streaming is whether and how content will
        be regulated for radio in the future. The regulators themselves need to redefine their roles, while the
        policies, such as the Broadcasting Act in South Africa, need to be updated to reflect the current landscape.
        Due to the borderless nature of online digital radio, the issue of regulation cannot be localised but requires
        the cooperation of multiple stakeholders to develop and define global guidelines for radio broadcast online.
        This is most critical to protect content rights, ownership, copyright, and adherence to human rights.
      


      
        For the radio medium to continue to have a future as a medium of broadcast, guidelines need to address what
        regulation will entail, how it will demonstrate relevance, and to whom. There are also questions to be answered
        about their influence to provide access for audiences to online content, and the required interventions to
        address the high costs of internet data (especially in developing economies). The digital renaissance has
        brought marvellous benefits but poses challenges, and regulators need to move quickly to keep apace with
        developments, mainly to ensure radio’s future, irrespective of the technology that enables it.
      

    


    
      Conclusion


      
        The South African radio landscape has not been immune to the effects of digital technology advancements. While
        the medium enjoys an extensive listenership, the industry is developing two streams: traditional radio making
        use of digital technology and the growth of digital radio stations. Traditional radio stations have moved to a
        relationship of collaboration and cocreation of on-air content with their audiences, through new communication
        media such as social media. The exponential growth in r@dio services evidences the benefits of these
        advancements for audiences, who are no longer passive recipients, but through their participative consumption
        have become prosumers of radio content. Several South African cases demonstrate how technology can aid the
        growth of radio through multiple platforms.
      


      
        Even though the costs of data in South Africa have been gradually falling, the accessibility of online content
        remains largely urban, marginalising mostly rural-based audiences. R@dio, on the other hand, remains vague on
        the measures of listenership and engagement, even as audiences enjoy a wider range of good-quality content.
        While the South African Broadcasting Act governs the radio landscape, it is apparent that the law is being
        outpaced by the rate of technological advancements in the radio medium. There are numerous opportunities for
        traditional radio stations to enhance their offering to be more listener-centric, yet there are challenges in
        training the broadcast professionals of the future. Another major problem that arises is that of the
        marginalisation of voices and the tailoring of the content format to cater for those with the means to
        influence the radio station content through their online participation. One key opportunity for r@dio is to
        find common grounds with regard to standardising the metrics for measuring the listenership online for digital
        online radio stations, podcasts, and streaming platforms. Services such as starting one’s own online radio
        station provide further opportunities for prosumption, but also pose a challenge to regulators who need to
        re-evaluate the value of their roles in the sustainability of the radio medium in the digital age.
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      Introduction: Charity in converged media
      spaces


      
        After the transformation and partly privatisation of the media sector post-1994 in South Africa (Olorunnisola & Tomaselli 2011), commercial
        aspects have become more salient across all media outlets from TV to radio. While entertainment and information
        remain the primary mandates of radio, content producers have to adjust to accommodate another elephant in the
        room – that is, the commercial obligation of promoting and selling different types of (non-)material products
        through the airwaves on behalf of their sponsors, either overtly or subtly integrated into info- and
        edutainment.
      


      
        The hybridisation and merging of traditional genres known as ‘convergence’ play a vital role in this
        commodification process. Media convergence ‘depends heavily on consumers’ active participation’ in distributing
        and reshaping travelling contents (Jenkins 2010: 2). ‘Radio convergence’ can be defined as ‘the coming together of formerly distinct content
        delivery platforms such as audio, video, and text to form a singular, albeit robust multivocal radio medium’
        (Moyo 2013: 216). In integrating other media
        formats, such as Facebook and Twitter, radio also inherits their specific commercial logic. Despite much
        academic enthusiasm on the liberating democratic effects of social media, the agenda-setting capacity of the
        interacting audience remains limited (Chiumbu
        & Ligaga 2013: 248). Visibility on social media extends the audience reach (cf. Zoellner & Lax 2017) and also subjects contents to the specific
        communication logic and algorithms of that format. Radio is thus drifting away from its core purpose of
        providing a public space for the content of general public interest towards exclusively meeting the interests
        of capital.
      


      
        Furthermore, the notion of the public has changed. One effect is the less predictable diversification of
        audiences who can no longer be conceptualised as groups but rather as ‘discursive interactional individuals,’
        as publics constructed in situ through discourse and facilitating technology (Chiumbu & Ligaga 2013: 245). According to Bosch, an audience
        becomes a community the moment that audience members start talking directly to each other on a social media
        website hosted by a radio station (Bosch 2017: 133).
      


      
        Convergences foster a commodification of public space. ‘Commodification’ can be defined
        as the transformation of public relationships and ownership to private relationships driven by market values
        (McDonald & Ruiters 2005: 21).
        Commodification thereby goes beyond tagging formerly freely available goods with a price towards a more
        ‘systemic and comprehensive transformation of our material lives’ and a new categorisation of ‘private’ and
        ‘public’ domains (McDonald & Ruiters 2005: 23). One
        major problem of this capitalistic order is its ingrained logic to grow the wealth of one party to the expense
        of another and thereby necessarily increasing inequality. This then calls for a redistribution of resources,
        such as through charity, which is a somewhat emblematic way of rechannelling.
      


      
        The question of the activation potential of ‘media represented charity events’ remains understudied
        (Chouliaraki 2008: 831). Charity promotions,
        such as golf events or health awareness walks, overtly serve not only immediate commercial but seemingly public
        non-profit interests and therefore deserve airwave space beyond advertisement – for example, in interviews or
        live broadcasting from charity events – while enjoying a broader public acceptance than pure commercials. At
        the same time, their prioritised goal is to sell tickets, merchandise, and brands. Western publications have
        long dominated academic studies on philanthropy, but due to a global rise in South-based international charity
        associations, this is changing (Everatt, Habib,
        Maharaj, & Nyar 2005: 276; cf. also Moyo 2011: 6). At this point, research on charity and giving in South Africa is still scarce, possibly
        due to the perception of it being a realm of the rich (Everatt et al. 2005: 282).
      


      
        From the perspective of political economy (Mosco 2008), this chapter will critically examine the ambiguous nature of the radio charity genre between
        altruism and commerce and reflect on its role in South Africa. It will focus on the mechanisms of South African
        mass media to mobilise the middle class for charity. Based on the empirical analysis of selected charity
        promotions on South African radio shows, the chapter discusses commercial communication on radio through a
        semiotic lens. The analysis considers the multi-layered effects that convergence – for example, through
        streaming video recorded radio shows on social media – bring about in realising the genre of charity promotion.
        This chapter will explore the following two questions: ‘How does the technical transformation of radio also
        make room for the logic of the market and activate listeners as consumers?’ and ‘How do media charity events in
        converged radio spaces enable listeners’ agency as givers?’ To answer these questions, the political economy of
        the charity genre is explored, informed by the semiotic perspective of multimodal discourse analysis (cf.
        Mackay 2013; Burman, Kottler, Levett, & Parker 1997). Due to the limited
        scope of this contribution, focusing on the producers’ side, the social media engagement of listeners is not
        considered in detail in the analysis. Studies suggest, however, that the engagement on radio-hosted Facebook
        sites remains limited as people prefer to use social media for private conversations (cf. Bosch 2017: 148f.; Zoellner
        & Lax 2017).
      


      
        First, the chapter provides a contextual basis of commercial radio in South Africa. It
        then proceeds with a genre classification of charity promotions on the radio to highlight the characteristic
        features and enable their comparison. After explicating the method and data selection, the empirical analysis
        examines selected texts (Facebook videos and one live audio recording) from a semiotic perspective – that is,
        highlighting a pragmatic and contextual view beyond the spoken word. The findings are subsequently discussed
        under the frameworks of mediated compassion (Chouliaraki 2008) and moral affordances (Arminen,
        Christian, & Spagnolli 2016). The results are summarised in the conclusion.
      

    


    
      Commercial radio in South Africa


      
        Radio remains the most critical mass medium in South Africa due to the easy access in terms of technology,
        cost, and the overall literacy level (Ndlovu 2015: 117). Between October 2018 and September 2019, 91% of the South African population – 37
        million listeners – listened to radio at some time in the week (BRC 2019). The South African radio landscape is divided between public,
        private, and commercial radio stations (39 of them) and community radio stations (270 of them) (BRC 2019), each with different target groups: ‘Public service radio
        stations focus on particular language groups, the working class, and some middle-class communities. Commercial
        music radio stations focus mainly on youth and tend to broadcast in English or are bilingual’ (Ndlovu 2015: 117). Commercial radio stations interpellate their listeners
        primarily as consumers, but Bosch emphasises that, even here, listeners can ‘constitute themselves as citizens
        through their participation’ (Bosch 2017: 77). Most radio
        stations in South Africa have converged with digital media technologies enabled by the ‘country’s high
        connectivity and penetration rates,’ making it accessible and interactive on a variety of platforms of which
        the mobile phone is the most popular (Chiumbu & Ligaga
        2013: 246; cf. also Moyo 2013: 215). However, most South
        Africans still use their transmitters to listen to radio (71%), while about a third of the listeners use their
        mobile phones (34%), and 25% listen to the radio while in a vehicle (BRC 2019). The wide reach of radio makes it an ideal tool for the communication of political and
        social causes such as fundraising for charity.
      

    


    
      Charity as a radio genre


      
        The term ‘charity,’ defined as ‘a system of giving money, food or help free to those who are in need’
        (Cambridge Dictionary n.d.), is closely linked to ‘philanthropy,’ which refers to a general love of humanity
        (Moyo 2011: 1), as well as to altruism describing an
        individual’s selfless attitude of care towards others. A ‘system of giving’ implies structure and regularity.
        To some extent, therefore, charity sustains the status quo that it claims to fight against, and by
        raising surplus money in the first place, charity might even propel structures of inequality (Syme 2019: 94). Within a Western liberal reading,
        altruism believes that the solution to world poverty lies in an individual attitude of
        generosity and informed organised charity (Syme 2019: 98).
        This worldview, which stabilises a system of social injustice, highlights the self-serving purpose of giving as
        a form of ‘feel good’ exercise (Syme 2019: 109).
      


      
        The South African context evades conceptualisations emerging from Western ontological traditions, since here,
        ‘the spectrum of giving behaviors is so diverse in shape and form that it contradicts many of the basic
        assumptions of the philanthropic literature’ (Everatt et al. 2005: 282). The Western notions of philanthropy seem simplified, colonial, and reductive for
        African contexts which should instead be characterised in terms of relationality among Africans (Moyo 2011: 1). The scholarship on (South) African philanthropy therefore
        prefers to speak about forms of ‘giving’ (Everatt et al. 2005; Ratcliffe 2010: 237),
        guided by principles of ‘reciprocity’ (Feierman 1998: 4) and ‘solidarity’ (Wilkinson-Maposa, Fowler, Oliver-Evans, & Mulenga 2006). So-called ‘horizontal’1 – rather than ‘informal’ − giving aptly captures the dimension of
        providing agency to people who are often both affected by and also effective against poverty (Moyo 2011: 7). To solely read charity as a top-down process is a ‘grave
        misconception’ (Everatt et al. 2005: 282). Charity is
        usually described as a process whereby the wealthy section of society gives to the needy to boost individual
        prestige from a paternalistic position of volatile benevolence (Brown, Kenny, & Turner 2000), manifesting undemocratic dependencies. By contrast, Everatt
        et al. (2005: 286) found that in South Africa, ‘there is a
        significant flow of resources within marginalised and poor communities toward poverty alleviation… Giving is
        not the domain of the wealthy: it is part of everyday life for all South Africans, rich and poor alike.’ On
        average, South Africans give about 2.2% of their monthly income to charity which extrapolated in 2005 to about
        R930 million, ‘in an average month for development and anti-poverty work’ (Everatt et al. 2005: 286). The second false universal assumption is that of
        voluntary giving, ‘inspired by generosity’ (Everatt et al. 2005: 279). Instead, in South Africa, the ‘economy of affection’ (Hyden 1983: 82) – being a taken-for-granted giving within a supporting
        network of an extended family, community, and kinship – implies that ‘such giving is not motivated by profit,
        is not enforced by law, and is not entirely voluntary’ (Everatt et al. 2005: 279). Third, the motivation for giving, based on religious beliefs, is overwhelming (Everatt
        et al. 2005: 290).
      


      
        While most of this giving happens directly within the immediate community (Everatt et al. 2005), much charity work is mediated through mainstream media such
        as the radio. When we learn about the charity through a medium, this kind of mediated communication moulds into
        distinct and relatively stable recurring formats which can be termed ‘genre’ – that is, ‘typified (and
        recognisable), structured, goal-oriented social processes realised using a (or combination of) semiotic
        systems’ (Gruber 2013: 38). Radio charity
        events can thus be identified as mediated communication genres which focus ‘through a particular lens on
        compassion and philanthropy’ and reach out to ‘a large-scale audience through (possibly different) media
        (products)’ (Driessens, Joye, & Biltereyst
        2012: 711). Some recurring features are the involvement of a celebrity, a link to an
        entertainment aspect (e.g. sports or music), a dialogical evocation of the event, the often non-explicit
        assumption of a ‘good cause’ driving the need for this event, as well as the rhetoric appeal to ‘get involved’
        in some way. The mediation becomes prolific when considering the relative distance to the benefiter of the
        organised fundraising (Boltanski 1999).
      


      
        Radio stations partner up with NGOs in fundraising, who then might or might not further distribute the raised
        money towards their community work. Since the direct impact of the giving individual is strongly mediated and
        far removed, the ‘feel good’ factor of the act of giving in the participation of radio-mediated charity events
        becomes salient (West 2004). In the South
        African context, I would argue, the distance to witnessing immediate daily suffering and poverty is very short
        and does not need a further mediated emphasis. Instead, the benefit of ‘enjoying’ a charity event is
        highlighted together with what can be characterised as a stereotypical South African approach to life – that
        is, to see the positive and live for the moment. Instead, the motivation to give is a manifestation of a
        self-evident attitude of being entwined within the society in the sense of Ubuntu, which is an act of
        obligatory solidarity, rather than a catharsis from guilt.
      


      
        Highlighting Ubuntu might conceal that also in South Africa charity events are ultimately a business.
        Many stakeholders benefit from the inflationary ‘compassion’ industry (Moore 2008), signified by the involvement of media celebrities and other
        markers such as ‘the ribbon craze, numerous empathy wristbands…celebrity foundations, and benefit dinners or
        concerts’ (Driessens et al. 2012: 710). An engagement in
        charity serves as a social distinction marker based on a ‘neoliberal discourse’ order, where the poor need the
        rich and through giving you distinguish yourself as belonging to the latter (Driessens et al. 2012: 721). In that sense, media charity events are less about an
        empathy with the distant other than about shaping an ‘us’ (Driessens et al. 2012: 721). Philanthropy can be purchased by entering a competition (Driessens et al.
        2012: 719), about who gives how much money, who stays longer
        in the event, who brings most people on board. The currencies are clearly defined. In the context at hand, this
        competitive nature of charity is accelerated through the sporting frame of golf events and race rallies. The
        selling point of charity is mediated through emotion rather than argument, while the sales language, if you
        will, is aesthetics (Boltanski 1999: 144ff.). ‘Spectators do
        not need to be convinced by way of proof or argument,’ Chouliaraki relates, ‘it is enough that we feel moved
        and compelled by the spectacle’ (Chouliaraki 2008: 841). The
        philanthropic field is also affected by digitalisation, through collaborative digitally enabled networks
        (Menkhoff 2010: 137). The analysis of South
        African charity events below, promoted on converged radio spaces, will illustrate this point.
      

    


    
      Method and data


      
        The study at hand is located within the framework of political economy in the media. It investigates ‘how media
        reinforces, challenges or influences existing class and social relations’ (McChesney 2000: 110) and how audiences are ‘packaged’ as resources within a
        capitalistic order through the media (Mosco 2008: 54). A
        contemporary media analysis should neither view the media as a deterministic space wherein the audience has no
        agency, nor as a complete hyperreal social construct without relations to physical realities2 (Chouliaraki 2008:
        837), nor as being free from structuring impacts of technology and materiality on social interaction. The
        latter can best be explained with the notion of affordances, ‘enabling dynamics of new technology’ (Arminen et
        al. 2016: 294).3 Being neither the exclusive chessboard of remotely controlling superpowers nor a solely
        socially constructed illusion, an all-encompassing mediated reality both gives room to interaction and agency
        and also channels, directs, and limits social dynamics on a broader political scale.
      


      
        To study this ambiguous relationship, an analytical language needs to be developed that moves beyond the
        description of representation towards an account of the social effects of a mediated experience (Chouliaraki
        2008: 837). In appreciating the ‘moral values’ that
        formulate through media texts, Chouliaraki (2008: 837)
        emphasises the agency spectators can potentially gain from the interaction. A mediated experience positions the
        audience in a realm of ethical responsibility with an option to (re)act. Aspects of morality can be observed
        when taking, on the one hand, the social/political and, on the other hand, the intertextual dimension, which is
        the interplay of various mediated languages such as visual, acoustic, verbal, etc. into account. Hence the
        appropriate method to apply to the empirical data is a semiotically oriented multimodal discourse analysis
        (Mackay 2013). In the selection of the samples for the
        analysis, it was the aim to compare a variety of genres dealing with charity promotions from different
        English-speaking4 independently commercial South African radio
        music stations. The selection of radio stations is in no way representative of the South African society,
        either from a linguistic or a demographic perspective, as commercial radio stations primarily cater for the
        affluent ‘mainstream’ middle class, most often broadcasting in English (Bosch 2017: 77). However, when looking into the genre of charity, this particular group plays a
        vital role.
      


      
        Recorded videos posted on Facebook5 form the basis for the
        analysis – one of them is provided by Heart FM and three by Kaya FM. Furthermore, one live
        audio recording6 by LM Radio is included in the
        analysis. The video by Heart FM promotes a charity golf event in Cape Town on-site. Another golf event
        based in eSwatini (formerly known as Swaziland) is spoken about in the LM Radio live cut. Kaya
        FM advertised a charity walk in Johannesburg through three clips of varying genres. These three stations
        are privately run commercial radio stations. One of the pioneers in independent radio, Kaya FM, was launched in 1997 (Kaya FM 2005). The so-called ‘Home of the Afropolitan’ (someone who is ‘mature, sophisticated, socially
        conscious individual rooted in heritage’ – Home of the Afropolitan 2017a) currently reaches 762,000 listeners per average seven days,
        which amounts to approximately 5% of all the radio listeners in the Gauteng area (BRC 2019). The broadcast targets ‘predominantly black, urban listener
        between the ages of 25–49 living in Gauteng’ (Home of the Afropolitan 2017a). Kaya FM reaches most people through stationary radio transmitters – 77% (BRC
        2019). The SEM7 of their listeners is peaking at 07:00 and 08:00 (BRC 2019), which forms part of the more affluent social strata. Sharing a similar post-apartheid
        history, Heart FM, formerly known as P4 Radio, was also launched in 1997 (Heart FM 2019a). The radio station broadcasts in the greater
        Western Cape region, reaching 748,000 listeners weekly on average (Heart FM 2019b). This amounts to about 12% of all listeners in the Western
        Cape (BRC 2019). The majority of Heart FM listeners
        are using stationary devices – 89% (BRC 2019). Many
        listeners identify the station as a ‘coloured’ radio station8
        for a mature and well-off audience (Bosch 2017: 105). This
        is also reflected by their SEM peaking at 09:00 (BRC 2019).
        The real pioneer in independent radio is LM Radio.9
        This station was initially launched in 1936 as the first commercial radio station in Africa (Turner 2009) and relaunched in 2010, broadcasting from
        Maputo, Mozambique (LM Radio 2018). Their
        target listeners are ‘foreign residents, visitors and Mozambicans who enjoy our style of music and who wish to
        improve their command of English’ (LM Radio 2018). Most
        people listen to LM Radio through TV (53%) or in their cars (43%) (BRC 2019).
      


      
        Two of the three radio stations prominently advertise their charity mandate as a strong pillar of their
        identity work. Heart FM’s corporate identity is implicitly linked to community involvement. Four
        values are put forward: ‘Collaborate: We provide solutions; Robust: We are here for you, always; Heart: We are
        committed because we care; Responsibility: Our commitment to excellence’ (Heart FM 2019c). KayaFM has a section on their website titled
        ‘KayaCares,’ where several current charity media events are featured (Home of the Afropolitan 2017b).
      

    


    
      Analysis of selected texts


      
         
      


      
        Example 1: Lord Voldemort with Irma G


        
          The first example is selected sequences from a recorded Facebook video published by Heart FM on 26
          October 2018 (Facebook 2018a). It is an interview between the host of the correspondent morning show 9–12
          with IrmaG with ‘Werner,’ who is dressed up as Lord Voldemort, the main opponent of the fictional
          protagonist, Harry Potter. The occasion of the video is the promotion of the charity golf event ‘MSP Finance
          Golf Day’ at Stellenbosch Golf Club. The set-up is a mobile studio in a van.
        


        
          [image: Image]


          
            
              Figure  11.1  IrmaG pointing at the audience with Voldemort’s
              wand10
            

          
        


        
          After the guest, ‘Werner’ has explained the reason for his dress-up, which was the
          magic motto theme of the day, the host, IrmaG admits to be a ‘huge Harry Potter fan, freakishly so’ and takes
          a wand from the guest, uttering a famous spell, ‘Wingardium Leviosa’ from the novel, thereby waving the wand.
          She then points to the camera, asking, ‘Are yous floating yet?’ rhetorically seeking confirmation from the
          viewers of the effectiveness of her spell.
        


        
          The host then rather quickly initiates the send-off sequence and asks the guest whether he would like to add
          anything. It follows the performance of the core purpose of the entire video – namely, the public thanking of
          the sponsors. Intriguingly, the guest asks permission to switch languages and perform this speech act of
          thanking in Afrikaans. He proceeds with an obligatory thanking of sponsors framed by highlighting the
          specific meaningfulness to the utterers’ institution, which was the Stellenbosch Golf Club. Then a
          spontaneous, humorous situation occurs in the outro, in the interaction which adds to the light tone of the
          communicative situation. Werner asks for the wand back from the host, saying, ‘Let me take my wand,’
          whereupon IrmaG replies, ‘Yes, take your wand.’ Her accompanying laugh suggests that ‘wand’ could stand for
          ‘penis,’ giving the interaction a sexual undertone. In this situation, the gendered roles of the participants
          are highlighted and they fall out of the host/guest frame. The host is seemingly embarrassed by this
          connotation. This becomes evident when she says: ‘Oh my G*d! Is this live? Facebook live?’ and tries to save
          face and repair the hierarchy by interpellating the third-party audience and redirecting the attention back
          to the viewers, adding seamlessly, ‘Go and check it out [on Facebook]! Werner is a piece of art’ (Facebook
          2018a).
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              Figure  11.2  Screenshot from the Outro Scene11
            

          
        


        
          Within this sequence, it becomes evident that the media convergence affords four
          distinct effects (cf. also Arminen et al. 2016). First,
          the visualisation enables a pragmatic interaction with the audience beyond sound, by using gestures. At the
          same time, it inhibits specific communication modes, such as non-verbal meta-communication with the
          cameraman, but highlights unwanted communicative flaws such as the host’s embarrassment. Third, the airing of
          the communicative events through several channels multiplies and diversifies the addressed audiences, and,
          fourth, the added visual dimension focuses attention on that specific sequence of the radio show from the
          entire radio day, adding salience to these few minutes. It is, for instance, conceivable that sponsors pay
          extra for also being streamed on Facebook. The fact that a recording of that scene happened on-site in a van
          tells something about the shifting power relations of the media institution concerning their commercial
          business partners. It is furthermore no longer self-evident who hosts whom. Mobility is vital and production
          quality and control are less important than spontaneity and authenticity. The on-site Golf Club Media
          sponsorship seems to be a favoured business venture or telethon (Driessens et al. 2012: 711; see discussion below) pursued by Heart FM, as
          a few days later a similar event took place in Cape Town at the River Golf Club.
        


        
          The framing of the scene is fun and light. The charity aspect in this particular sequence is far in the
          background, while the benefitted are absent from the story. It is peculiar that the thanking of sponsors had
          explicitly been conducted in Afrikaans under the guise of greater ease for the speaker but likely also for
          greater ease of the payer. This might reveal something about the contextual set-up of this charity event
          being safely anchored in an Afrikaans dominated business network.
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              Figure  11.3  Facebook post of RiverClub12
            


            
              Source: Facebook.com/RiverClubCpt/ (29 October 2018).
            

          
        

      

      
        Example 2: Spa and golf event at LM Radio


        
          The second example is a live audio recording from an internet stream of LM Radio in Maputo on 19
          October 2018.13 The conversation14 between the host, Chris Turner, and musician, Brian Moulder, on the show LM Hit
          Parade promotes the Charity Golf Event 2018 at the Royal Swazi Spa and Golf Club in eSwatini (previously
          Swaziland). In the first part of the conversation, the charity event and the addressed audience are
          specified. However, the emphasis is given to the ‘open to all’ frame where ‘golfers, non-golfers, families,
          friends, everybody’s going to be invited,’ a certain audience is interpellated. The charity event combines a
          golfing tournament with a ‘nostalgic’ pop concert. Moulder, who is a former band member of the South African
          band Peanutbutter Conspiracy, gives a line-up of the starring performers. The music genre and the kind of
          entertainment limits the ‘everybody’ to a certain demographic, which is likely white, English-speaking, over
          50, and wealthy. Also, the presenters explicitly address an international audience, but seem to have mainly
          South African expatriates in mind. The sequence following explains and emphasises the bargain packages of
          R2,700 per person for the weekend, offered by this event. By foregrounding the ostensibly low price of the
          offer, it becomes clear that only the upper-income bracket of Southern Africa can afford to participate in
          such an event. The fact that prices are given in South African Rands, instead of Swazi Ilangeni or Mozambican
          Metical, is another indicator for the anticipated audience. The third section of the conversation relates the
          event to the breast cancer charity foundation Pink Drive and openly calls for sponsors, explaining in detail
          the benefits of the business relationship. Chris explains the sponsoring offer to buy a golfing hole for
          R5,000 and advertises it accordingly. Brian affirms that by playing golf and listening
          to LM Radio music, ‘you are doing a lot for the ladies and the breast cancer foundation.’
        


        
          The conversation between Chris and Brian is framed as a friendly chat about a ‘bumper weekend’ whereby the
          host, Chris, plays the role of the information seeker (cf. Hutchby 1995). During the conversation, it becomes evident that the
          interchange is entirely scripted for overhearers (cf. Atkinson & Drew 1979; Hutchby 1995). Chris
          already knows all relevant information as he complements Brian’s story, for example, by bringing in the
          charity aspect. The LM Radio promotion of the charity event is not streamed on Facebook. Except for
          a static, print posterlike event announcement, there is no pre- or after engagement by hosts or audiences on
          social media. This again hints at the rather homogeneous and elderly targeted group of this event and
          promotion. Driessens et al. (2012: 710) argue that the
          involvement in charity events of celebrities such as Moulder gives salience to the entertainment factor,
          makes compassion inflationary, and turns giving into light-hearted charitainment. Charity here seems to play
          a minor role compared with the promotion of the LM Radio nostalgia, the golf tournament, and the spa
          experience. The ‘doing good’ part serves as moral legitimation to spend a luxury weekend in an environment of
          severe poverty and health issues.15 Furthermore, the
          beneficiary is not related to the environment of the event or the radio station’s physical location and
          context.16
        

      

      
        Example 3: Kaya FM Legacy Walk


        
          The third example is three connected Facebook videos provided by Kaya FM, promoting and reporting on
          the Legacy Walk 2018, to celebrate the centenary of Nelson Mandela. The walk is a charity event in
          Johannesburg to ‘honour the values which Madiba lived by which are: integrity, respect, service, passion,
          transformation and transparency’ (Legacy Walk 2019). The first clip, posted 11 days before the event on 31 October 2018, is a highly
          professional advertisement foregrounding the deeper purpose of walking. The scenes show the lower body part
          from the knee downward of people of various genders, ages, and settings from business to casual of mainly
          brown bodies in distinctly urban settings walking towards the camera. The scenes befit the spoken text – for
          example, ‘walk to find rhythm’ showing a (probably) female person in a dress and high-heel boots whirling
          around her axis. Keywords from the spoken text such as ‘Win Deal’ are laid over the image in bold white
          letters. The message of the clip can be read as an appeal for (‘Afropolitan’) people from all walks of life
          to walk for legacy and join the charity event.
        


        
          In the second clip, posted on 6 November 2018, which can be characterised as a testimonial, presenter,
          Tbose,18 in his show The Best T in the City, calls
          the audience to register for the event and announces his participation.
        


        
          Tbose explains which time he aims at running, foregrounding the competitive dimension. Here we find two
          aspects relevant for charity promotion: Celebrity engagement (Driessens et al. 2012: 710) and competition. Driessens et al. (2012: 719) consider competition (‘of giving’) as a result of the commodification of compassion. What is striking is the targeted
          interpellation of the urban Afropolitan Johannesburg audience. The ‘city’ and community are addressed when
          the local physical reality of the event is emphasised and individualised as Tbose mentioned that registration
          could be done in person by just dropping into the Sandton office.
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              Figure  11.4   Kaya FM Legacy Walk ad (Screenshots from Facebook
              2018b)17
            

          
        


        
          The third clip reports from the run and the after-event filming and interviewing runners aiming at
          transferring the joyful mood of the day. In the first part of the video, the reporter runs along several
          participants, collecting statements about their running experience. The motto of the event, ‘Run for a
          purpose,’ is highlighted. The last two people interviewed were the winners in the category for females,
          Christine Kalmer, and males, Derocious Makhobalo. This again
          highlights the competitive aspect of the event. In the second and concluding part of the after-party, the
          reporter mentions how much money was raised: R250,000, and that the Nelson Mandela Foundation will benefit
          from the fundraising.
        


        
          [image: Image]


          
            
                  Figure  11.5  Presenter Tbose in the call for registration ad
              (Facebook 2018c)
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                  Figure  11.6  Interview from the Legacy Walk report (Facebook 2018d)
            

          
        


        
          In line with the target audience of Kaya FM, this charity event is mainly geared towards a black
          urban audience from the Johannesburg area. Although the three clips (emotional advertisement, testimonial,
          and on-site report) represent different genres and styles, they work in conjunction. They can be seen as a
          chronological narrative framing the event. While the advertisement creates the emotional background and lays
          the ethical foundation for the event, representing a visionary distant future, the testimonial foregrounds
          the practical and physical aspects of registering and meeting the celebrities representing the present and
          near future. The on-site report is a reflection and archiving of the past event. The Legacy Walk/Run is
          framed in the development discourse where walking is seen as an active step ‘towards a better future for all’
          which is a long-standing ANC slogan (Turner 2015). Despite the prevalence of ‘horizontal giving’ in South Africa (Everatt et al. 2005), the targeted group suggests that the charity event is a
          sort of remedy of guilt from a mostly better-off black urban middle class which has for a large part outgrown
          the dire post-apartheid inequalities. In that, the charity event fulfils again a similar neoliberal function
          like a Northern TV rally (Driessens et al. 2012) where
          donors ‘buy themselves off’ responsibility. In terms of participation, the listeners, in this example, have
          become physically part of the radio charity event.
        

      
    


    
      Discussion: Mediation of compassion, solidarity,
      and moral affordances


      
        Professional media engagement beyond mere reporting plays a significant role in charity’s manifestation and
        so-called charitainment (Driessens et al. 2012: 170).
        Mediated charity, such as the Legacy Walk, is often not a single event but a so-called telethon – the aired
        media show itself is a syntagmatic part of ‘a longrunning fundraising and media campaign’ (cf. Driessens et al.
        2012: 711). Thereby, the creation of a ritualistic (e.g.
        Heart FM golf days: Regular recurrence and repetition at different sites) or narrative sequence (e.g.
        Legacy Walk) is vital for its branding.
      


      
        A further puzzling effect of charity mediatisation is the ‘de-territorialisation’ (Tomlinson 1999) of the experience, pointing at the establishment of a
        connection to a ‘distant other’ (Boltanski 1999) through
        compassion without enabling a direct impact on or interaction with the cause or object of the philanthropic
        endeavour (Chouliaraki 2008: 831). In the South African
        context, the situation with regard to distance is different from stereotypical Northern charity, as ‘suffering’
        is endemic and often directly related and tangible to the audiences. Giving is part of daily life and does not
        necessarily need additional stimulation (Everatt et al. 2005: 297). Instead, the examples of the analysis suggest that radio charity events are framed in
        terms of sport and fun to separate this from day-to-day philanthropy, highlighting the
        idea of ‘do good for others by doing good for yourself.’ The saliencing of fun aspects of an event ‘separate[s]
        social problems from their spatial dimension and structural causes’ (Driessens et al. 2012: 712). The events are presented as a ‘get away’ from the daily
        (political) struggles. Charity media events have thus a depoliticising tendency (Nickel & Eikenberry 2009) by producing ‘pictures that move us,
        not arguments that persuade us’ (Chouliaraki 2008: 843).
        However, I argue that it is precisely this ‘depoliticising tendency’ that is attractive for South African
        charity audiences and participants. In their daily confrontation with inequality, suffering, and violence, as
        well as corruption and political scandals, South Africans feed on spaces cleared of negativity. Misery is too
        close for comfort, and media charity events provide these seemingly carefree spaces.
      


      
        Radio charity focuses on entertainment and repeating consumption cycles (Tester 2001). Radio audiences are, thus, foremost parcelled as consumers in
        media charity events, while social media propels this (Moyo 2013: 220). Although, in South Africa, access to internet-enabled spaces is heavily
        class-restricted through high data costs and limits in coverage, radio publics engaging in converged spaces
        have become more transparent, and their direct (non-)participation has become more explicit (Chiumbu & Ligaga 2013: 245). However, an increased social media
        presence cannot directly translate into a new form of citizenship and political participation. Today it is more
        evident than ever that these platforms principally pursue commercial interests and therefore can neither
        monitor anti-democratic discourses nor aid in transforming virtual democratic debates into physical, political
        realities. Commercialisation logics of the digital media are thus transferred into traditional media realms
        through convergence. While some scholars in the USA argue that free-market trade even naturally contributes to
        the evolvement of virtuous community-oriented behaviour (Casebeer 2008), for South Africa, many scholars fear the infringement of
        market imperatives into realms of public citizenship and its consequent demise (cf. Mbembe 2016; Bond 2004; Turner 2015) as well as the
        reduction of public systems such as the radio to parameters of profit and financial value (Moyo 2013).
      


      
        On the question of the social impact that mediated compassion or solidarity can have, Chouliaraki suggests
        reading mediation as a form of moral education and attributes a ‘pedagogic’ quality: ‘Just as with Athenian
        spectacles, still today media spectacles moralise their audiences by habituation, by systematically promoting
        ethical values and cultivating dispositions to action, what Aristotle calls virtues, through the repetitive use
        of stories’ (Chouliaraki 2008: 832).
      


      
        This acknowledges the constructedness and performative constituency of media texts in the charity genre which
        allow audiences ‘paradigmatic forms of agency’ – that is, an optional, afforded engagement and interpellation
        as addressed audiences (Chouliaraki 2008: 832). While
        ‘affordance’ foremost refers to the enabling potentials of ‘properties of things’ (Arminen et al. 2016: 294) in the physical sense − such as seeing radio (through
        live video streaming on social media, for instance) − it can also be extended to an intangible dimension,
        such as raising compassion or solidarity within listeners. Such emotional aspects of
        mediated content could then be termed ‘moral affordances.’ In media charity events, spectators a
        priori are ‘conceptualised as actors’ capable of an individual contribution instead of an anonymous public
        mass (Chouliaraki 2008: 846). In her claim to acknowledge
        the pedagogical power of charity media events, enabling the spectator to act (or resist to act) upon the
        represented situation, Chouliaraki (2008: 845) stresses
        ‘that the link between media representations and public action cannot be determined once and for all by theory
        but needs to be empirically investigated through how the aesthetic quality of specific representations expose
        audiences to specific forms of moral agency.’ Although in the presented South African radio example the
        sufferer is mostly absent,19 participation in charity media
        events nevertheless provides a sense of catharsis (Chouliaraki 2008: 838), if only through sweating in the run and getting up from the couch to ‘do good.’
      

    


    
      Conclusion


      
        The analysis evidenced the close entanglement of radio spaces and commercial objectives within community
        interest and altruistic communality frames. The selected examples of radio-mediated South African charity
        events also highlighted the importance of the fun factor. They have furthermore shown that radio stations
        mostly rely on additional visual material to promote their charity events. The provision of video material
        enhances the entertainment factor and enables further pragmatic interactions. It also focuses the attention of
        radio listeners, as it singles out the importance of specific features in the radio day by saliencing it
        through visual channels. The promotional nature of the visualised sequences added complexity to the mediated
        public dialogues as certain seller-relevant information had to be adhered to, limiting affordances for
        interactions and spontaneity. Despite these limitations, the IrmaG example has shown that even converged radio
        spaces focalising promotional communication are not all-determined but still allow for script deviation and
        spontaneous authenticity, which is a key value on social media. In other words, the addition of visuals does
        not impede to the degree that makes radio lose its characteristic feature, which is the unpredictability of
        what will be said.
      


      
        While making the commodified nature of radio more visible and transparent, convergent radio spaces also
        increase both radio and physically participating audiences. The provision of visuals enhances the moral
        affordance within the South African converged radio spaces in the charity genre, which are the emotional
        stimuli and archetypical narratives that enable the participative agency of listeners. A multiplicity of
        available engagement platforms does not per se increase participation (Bosch 2017: 148f; Zoellner
        & Lax 2017) or decision-making in matters of content (Chiumbu & Ligaga 2013: 248). It does, however, enhance and multiply the symbolic weight of the
        charity argument, which is the message of ‘“moral education,” lending the spectator the freedom to “respond to
        the spectacle”…within…already defined…historical and political power relationships of
        viewing’ (Chouliaraki 2008: 833). Going full circle, the
        examples have shown that charity events can be seen as an extension or reversion of the virtual public space
        (back) into the realm of physical interaction. In the analysed examples of South African radio charity events,
        active audiences have to come physically together to become a philanthropic public.
      

    


    
      
        Notes
      


      
        1    ‘Vertical’ refers to giving from the wealthy high net
        worth individuals to the poor, from the few to the many (Moyo 2011: 7).
      


      
        2    For a critical discussion on Baudrillard’s hyperreality
        thesis and Habermas’s refeudalisation approach, see Chouliaraki (2008).
      


      
        3    Ian Hutchby (2001) transfers the concept from biology to conversation analysis
        in order to provide a perspective that evades deterministic as well as constructivist pitfalls. Affordances are
        undetermined and infinite ‘properties of things’ which ‘emerge in actual encounters between objects and actors’
        (Arminen et al. 2016: 294f.).
      


      
        4    The singular focus on English-speaking broadcasts for this
        study is not ideal as it does not reflect South Africa’s rich linguistic diversity and narrows down the
        considered demographics to an English-speaking middle to upper income bracket. The selection, nevertheless,
        considers a variety of regions (Western Cape, Gauteng, and Mozambique) and different cultural target groups.
      


      
        5    Although Facebook is the most popular social media
        platform in South Africa (Bosch 2017: 128), Bosch found that
        South African listeners prefer following radio via Twitter, as this medium feels ‘more immediate’ (Bosch
        2017: 137).
      


      
        6    The live recording was taken from internet streaming.
      


      
        7    SEM is the acronym for ‘socio-economic measure marketing
        segmentation tool’ which characterizes the economic household capacity/standard of living of South Africans in
        ten ranks (Ole!Connect 2018). A count of SEM,
        eight to ten, has the highest standard of living/income and consumes the most media, representing 19.3% of the
        South African population over 15 years old (Reid 2018).
      


      
        8    On the relation between racial identity and radio in South
        Africa, see Bosch (2017), especially chapter 5.
      


      
        9    This was originally the acronym for Lourenço Marques
        Radio, the former name of Mozambique’s capital, Maputo. Today, LM Radio is the acronym for ‘Lifetime
        Music Radio’ (Turner 2009).
      


      
        10    Every effort has been made to contact copyright holders
        for their permission to reprint material in this chapter. The publishers would be grateful to hear from any
        copyright holder who is not here acknowledged and will undertake to rectify any errors or omissions in future
        editions of this book.
      


      
        11    Cf. footnote 10.
      


      
        12    Permission granted by the River Club Team, specifically
        Jonathan Lechtman (sales and marketing manager), on 21 September 2020.
      


      
        13    Audio files and transcripts can be made available on
        request by the author.
      


      
        14    The sound quality suggests that they speak over the
        phone.
      


      
        15    ESwatini has the 12th lowest life expectancy in the
        world, an HIV infection rate of 26% (D.K. 2018), while 63% of the population lives below the poverty line
        (Quinn 2017).
      


      
        16    People mainly affected by breast cancer are typically
        women over 40 years old. This limits the potential beneficiaries of that particular charity to a smaller
        section of society than, for example, poverty relief or child education.
      


      
        17    Cf. footnote 10.
      


      
        18    For a detailed case study on the
        role of radio celebrities in the South African converged media spaces, see Bosch (2017: 142ff.).
      


      
        19    The mediated representation of suffering – even when only
        symbolically transmitted – morally educates the audiences about an appropriate reaction of empathy: ‘[T]he
        performative capacity of representation…proposes to them how to think and feel about the world’ (Chouliaraki
        2008: 838). This is not bluntly achieved by instructing
        about right and wrong behaviour but rather by storytelling which exemplifies ‘what matters in a particular
        situation and how to act appropriately in it’ (Chouliaraki 2008: 846).
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      Introduction


      
        This study investigates two commercial music stations, YFM and 947, and their use of Twitter
        in broadcasting activities in South Africa, and what the implications are for their audience participation.
        This chapter provides insights on how the two stations are using Twitter as well as why they are using it and
        if it affects on-air content. Unlike the traditional methods of response that commercial music stations have
        used (SMSs, phone calls, e-mails, letters, etc.), Twitter is a public platform that is visible to anyone who
        has access to the internet. If stations fail to use the response, comment, or input, other users could still
        see what the person has said and engage or push their message as and how they want. Furthermore, audiences can
        create and share content, and in their way influence others. Potentially, this could also influence the content
        production of music radio stations. Cultural studies scholars such as Hall (1973) and Morley (1980) underscore the agency of audiences. Hall (1973) steers theoretic attention away from the moment of text production as the all-important and
        most determining in the production of meaning, to the moment of reading, thus bestowing some power, creative
        agency, or sovereignty on the reader. It is in that context that we problematise the audience participation in
        content production at the two selected commercial radio stations in South Africa.
      


      
        YFM and 947 are regional commercial stations which broadcast in the same geographic area of
        Gauteng. 947 is the biggest regional commercial radio station in Gauteng while YFM is the
        only youth-targeted commercial radio station in the country. The chapter is based on a 2015 study that explored
        how the selected radio stations use Twitter to relate to their audience and how this translates on air and
        online.1 Radio remains the ‘top medium in Africa in the global
        era because of its ready adaptability to rapidly changing living conditions on the continent’ (Mano 2011: 102). Bosch (2014: 902) avers that ‘commercial music radio is probably one of
        the most popular formats of radio stations worldwide.’ Commercial music radio stations are by design different
        from traditional news organisations or community radio, and, as such, they exhibit profoundly different
        characteristics and imperatives. These stations focus their programming to specifically
        cater to a clearly defined audience to maximise the financial return. They build audiences around a product to
        profit from it, and are run with a strong business model. There are two key components in this matrix: First,
        the creation of a product and, second, an audience that consumes this product. The more viable the product is,
        the larger the audience is, and therefore the greater the financial return. However, it is not just the
        audience size but the economics of this audience that directly affects the ability of the station to
        commoditise its listeners. Therefore, attention is given to build products for audiences that are financially
        more lucrative. Presenters select the content that is specific or relatable to the audience that the station
        has designed its programming for.
      


      
        The study is mainly qualitative. Data was obtained on 23 and 24 November 2015 between 15:00 and 16:00 on
        YFM, and between 15:00 and 19:00 on 947. Data from both the stations’ Twitter accounts
        (including presenters) and on-air programme audio were required to answer the question/s effectively. Content
        analysis was used to process and subsequently interpret the data that we gathered. The method was selected to
        ensure that there is a systematic approach to the capture and measurement of data as well as a set of
        parameters that would yield reliability in this study and, we hope, in future studies. A data analysis tool was
        used to gather statistical data from the stations’ Twitter feeds during the period of analysis. The tool that
        was selected for this purpose is twitonomy.com. The reason for the selection of this tool is that it provides
        comprehensive statistical data on an individual user’s account as well as a record of every tweet received or
        sent during the period. Twitonomy.com provides statistical data that includes the number of tweets, the number
        of mentions, user reach, influence, follower stats, demographics, device/platform used to tweet, etc.
        Tweetarchivist.com was used as a reference to check that the total number of tweets captured by twitonomy.com
        was correct. Brief interviews with the personality/manager were also conducted where possible.
      

    


    
      Context of the radio stations


      
        YFM is a ‘youth’ radio station in Johannesburg, South Africa. It started broadcasting in 1997 from
        Bertrams, Johannesburg. Targeting the black urban youth, the station was assumed to be the leader of the youth
        experience and the voice of youth in democratic South Africa. The station grew rapidly in popularity and
        directly defined and shaped much of the urban music development (Broadcast Media 2015). Kwaito music’s rise to iconic status was primarily
        attributable to this station.2 As of 2015, YFM is the
        largest youth station in South Africa, having had more than 1.46 million listeners in 2015. However, the
        numbers have since declined, and as of March 2020, the listenership at YFM stands at only 676,000
        (Whitaker 2020).
      


      
        947, formerly called Radio Highveld, started broadcasting as an SABC (South African
        Broadcasting Corporation) station in 1964. It operated as a regional service, providing audiences with hourly
        news bulletins and easy-listening music. Although the station’s primary focus is music,
        it also covers the latest news and sporting stories. As of March 2020, the station has more than 1 million
        listeners (Whitaker 2020). The station describes its
        audience as young, classy, mobile, and optimistic about the country’s future as well as their own. Their ages
        are mostly between 25 and 49 with 29% located in the 25–34 category and 31% between 35 and 49 years of age.
      


      
        Both stations have a relatively strong Twitter presence, and each has active social media accounts. The digital
        social media are pervasive in people’s daily lives and provide new platforms for socialisation, public debate,
        and information exchange (Sloan & Quan-Haase
        2017). As of October 2020, YFM has 1.1 million followers on Twitter. On the other hand,
        947 only has 376,000 Twitter followers. The two stations provide an interesting case study as their
        audiences are located in different age groups: YFM between 15 and 24, and 947 between 25 and
        49 years of age.
      

    


    
      Debates on radio, audiences, and technological
      developments: An overview


      
        The relationship between radio and audiences has been extensively theorised in the media and communication
        research over time. However, very little research has been done on the impact of Twitter on music radio
        practices, audience relationship, and content. At a global level, a few studies exist, but their prime focus
        does not directly relate to the specific questions that are put forward by this chapter. For instance, Ferguson
        and Greer (2011) include music stations in
        their research on how local radio stations in the USA are using Twitter. They have further looked at the level
        of interactivity between audiences and radio stations’ Twitter sites. The current study is indebted to these
        earlier assessments. However, such studies are located in the Global North while this one is rooted in the
        Global South. Also, the study by Ferguson and Greer (2011)
        is silent on the manner in which music stations relate to their audiences and the impact/use of Twitter on
        programming content.
      


      
        Studies have also focused on the history of radio (Coplan 2011; Zaffiro 2014;
        Somerville 2018) and radio audiences (Abercrombie & Longhurst 1988). We have
        identified three broad groups of radio audiences, namely: The simple, co-located, face-to-face audience; the
        mass audience; and the diffused audience. The last group – the diffused audience – is one in which the audience
        is ‘no longer contained in particular places and times, but rather part and parcel of all aspects of daily
        life’ (Abercrombie & Longhurst 1988, cited in
        Livingstone 2005: 26). This concept best
        describes the relationship between radio and its audience in contemporary times (Smurthwaite 2016).
      


      
        However, Abercrombie and Longhurst (1988) were writing
        pre-web 2.0 and the development of social network platforms. Bonini and Monclus (2015) reconceptualise the historical periodisation of radio
        listening to include the concept of the networked society. They set this out in four clear auditory regimes
        which use the framework set out by Abercrombie and Longhurst (1988), the last of which is characterised by the hybridisation of the
        broadcasting and networked media. There is a body of literature suggesting that, during the first age of radio,
        the audiences were hidden and inaudible with relatively no means to interact or engage with radio – they were
        simply able to listen or tune out (Douglas 1999; Bonini & Monclus 2015). The second age
        (1945–1994) radically changed the way in which radio was consumed (Abercrombie & Longhurst 1988) due to the introduction of the telephone into the radio’s
        productive practices (Bonini & Monclus 2015).
      


      
        The technological innovations in the 1990s saw the development of several new technologies and the internet,
        which altered the way in which radio and its audience could communicate and interact. During this time, the
        audience contribution had the potential to evolve and strengthen, as the ordinary man could then feature more
        in radio content, something that was later described as the ‘demotic turn’ (Turner 2009). Bonini and Monclus (2015), under the influence of Ito (2008), identify the fourth age of broadcasting where radio is a visible medium for a networked
        public. The new public emerging from the hybridisation of broadcasting and digital technologies is a networked
        one (Ito 2008). Listeners are no longer just audiences or,
        as Rosen (2006) aptly states, the people
        formerly known as the audience. Networked publics share four fundamental characteristics that inherently make
        them different from the previously mediated publics: Persistence, replicability, scalability, and searchability
        (Boyd 2011). This chapter is located in this
        fourth era. The auditory regime of the fourth era can be described as the era of the connected. Listening is
        changing as it can now be live or consumed at a later time (Jenkins, Ford, & Green 2013). Audiences are now viewed as a network of listeners who are
        part of many networks, rather than groups who are part of specific social and economic clusters with the old
        concept of fixed membership to these (Bonini & Monclus
        2015; Livingstone 2005).
      


      
        Some of the studies that incorporate music radio in South Africa have focused mostly on radio practices,
        cultures, convergence, and democratisation processes (Moyo 2012; Chiumbu & Ligaga
        2013), and on the impact of Twitter on radio journalism, breaking news events, and the audience (Hermida
        2010; Dueze 2005; Rosen 2006;
        Newman 2009; Fenton 2010). There is also a body of literature which focuses on
        commercial music radio in South Africa, race, and identity politics (Bosch & Mullins 2012; Bosch 2014; Odine 2013; Gunner
        2011), and community radio or talk radio
        (Bosch 2010, 2011). Chiumbu and Ligaga
        (2013) employ a cultural studies approach in their
        investigation of three stations (Bush, SAFM, and Radio 702) and how digital technologies have
        transformed radio practices in terms of institutional cultures and audience engagement. They show that
        listeners are still mostly dependent on radio stations to guide their participation in the various radio
        cultures (Chiumbu & Ligaga 2013). The stations that they
        analysed were talk stations and not music stations. This research is not, however, concerned with journalism
        and news production, but with commercial music radio and its use of Twitter within the broadcasting activities.
        There has been no significant research of music radio programming similar to this
        research. Through this investigation, we hope to uncover some insights in this space.
      

    


    
      Theoretical lens: Access, interaction, and
      participation (AIP) model


      
        The chapter problematises the concept of audience participation in commercial music radio stations through
        social networking sites, especially Twitter, at the hand of the AIP model. Carpentier (2011) is the principal theorist behind this model. The AIP model is
        grounded in the democratic theory which is an essential foundation for looking at audience participation in the
        media, especially in South Africa.
      


      
        Carpentier (2011: 17–18) draws on the articulation of
        participation in a minimalist and maximalist democratic theory in which participation’s crucial and intimate
        connection with power and the redistribution of power is emphasised. He argues that power is one of the
        critical elements of participation, and that participation involves specific actors. That concept of
        participation is dependent and itself part of the power struggles in society. He uses these notions that are
        drawn from the democratic theory to ground the concept of participation in the AIP model to assess the audience
        involvement in media production processes. There is a need, according to Carpentier, to distinguish between the
        possibilities of participation (access and interaction) and actual participation (Carpentier 2011: 68–70).
      


      
        In the AIP model, access becomes articulated as presence that, in a variety of ways, is related to four areas:
        Technology, content, people, and organisations. Access means achieving a presence to technology or media
        content or feedback to traditional media. To illustrate the point, Carpentier (2011: 115) outlines how, in digital divide discourse, the focus is placed on access to
        digital media technologies, which in turn allows people to access media content. There is also an element
        present in which access is meant to mean ‘feedback.’ In terms of the AIP model, it implies gaining a presence
        within media organisations, which in turn generates the opportunity for people to have their voices heard
        (feedback). With the focus on media production, Carpentier (2012: 173) explains, access still plays a vital role in ‘describing the presence of the
        media (production) technology and of media organisations and other people to co-produce and distribute the
        content’ (Carpentier 2012: 174). Access has both production
        and reception elements.
      


      
        ‘Interaction’ can be understood as the collaboration between audiences, or between an audience and technology
        (cocreation), or an audience and media organisation, and is not always individual but may also be collective,
        as is the case with media consumption. Interaction is the second condition of possibility, which highlights the
        social-communicative relationship that is established with other humans or objects. Although there may be a
        power element, this element is not translated into a decision-making process. Carpentier (2011: 24) argues that the
      


      
        key defining element of participation is power. The debates on participation in
        institutionalised politics and in all other social fields, including media participation, have a lot in common
        in that they all focus on the distribution of power within society at both the macro- and micro-level. The
        balance between people’s inclusion in the implicit and explicit decision-making processes within these fields,
        and their exclusions through the delegation of power (again implicit or explicit) is central to the discussions
        in all fields.
      


      
        Participation deals with the production of media output (content-related participants) and the media
        organisational decision-making process (structural). Genuine participation by the audience in the media is when
        the listeners are recognised as having a certain amount of power in the decision-making process of content
        creation (what should be broadcast) or even in the editorial or business sectors.
      


      
        Participation is not the same as interaction or access. Interaction would be replying to the host’s call to
        action (SMS, tweet, etc.) while liking their tweet. Retweeting would be considered as an engaging with radio
        content. Participation would be the cocreation of the content that was tweeted in the first place by the
        station. In this third participatory level of the AIP model, the power is equal between the media organisation
        and the audience, and the decisions are made collectively. This theoretical approach is critical in examining
        Twitter usage concerning audience participation in content production at the two regional commercial music
        radio stations under study.
      

    


    
      Findings


      
        YFM stated: ‘We use the most relevant tweets during on-air discussion.’ The study established that
        YFM directly incorporates the responses of users/listeners from Twitter in its on-air broadcasting.
        These responses are exclusively related to on-air topics that the show has started on that particular day.
        During the two days that we have analysed the radio station, they did not use any content on air that was
        outside of their predetermined topics or content. We have also established that YFM uses more
        contributions in its on-air content than it takes callers. However, on 23 November, callers accounted for more
        of the talk time than Twitter (8.2% versus 5.34%). This difference was due to the contributions of two callers.
        It is worth noting that callers take a longer time on air to get to the point in comparison to a tweet which is
        limited to 140 characters and read out. Twitter accounted for 5.34% of the talk time on 23 November and 11.4%
        on 24 November. Over the two days that we have done the analysis, it accounted for their highest percentage of
        audience contribution.
      


      
        The YFM Twitter account received a total of 20,140 tweets during the two days that formed part of this
        analysis, with 1,416 of these pertaining to a commercial campaign for Takealot.com.3 There were also 150 tweets by the station’s presenters. The Takealot.com
        campaign flooded the timeline of YFM during the first two hours of the
        afternoon drive. The total number of tweets by the station, which includes those of the presenters, was
        remarkably similar on each day with 73 on 23 November and 77 on 24 November. Of these tweets, 55 (on 24
        November) were from the station’s Twitter account, and 18 (23 November) and 24 (24 November) tweets were from
        the presenters’ accounts. While no concrete conclusion can be drawn from the similarity in the number of tweets
        by the station/presenters, further research may be able to find or dispel any correlation or consistency when
        analysing a longer period.
      


      
        Twitter is mentioned on YFM during the traffic reports and news bulletins. At the end of each traffic
        report, the listener is encouraged to tweet @YFFMTraffic with any traffic-related problems. The number of
        tweets on this account varied significantly on the two days in question, with six on the first day and 85 on
        the second. There is relatively no engagement on this handle or its tweets by users online, with only seven
        retweets on 91 tweets. The user contribution was non-existent, and the conclusion reached is that traffic is
        not something that the YFM users tweet the station about or want to share with their followers through
        a retweet. The YFM news bulletin contains Twitter references at the top of each hour to the trending
        topics on Twitter during that hour. This is merely a mention of the top three trending items on Twitter at the
        end of the news bulletin in that hour. The mention is more a reference for listeners than an actual news item
        as no details of the trending topic are provided.
      


      
        The contributions by users/listeners in the on-air content are selected by both the stations’ host/s. In an
        interview, Khutso Theledi, the host of YFM, explained that she selects those tweets that best
        understand the topic or provide good content towards the overall discussion. The direct gatekeeping and content
        control by the hosts determine what tweets get on air and in what order they are read (see also Chapter 14 of this volume). It also determines how they are read and may
        impact on the interpretation of the content of the tweets by those listening. The tweets used on air are always
        relevant to the topic at hand and more often than not, as Theledi admitted, selected from those users who,
        according to them, are loyal to the show. For her side, loyalty to loyal listeners is of paramount importance;
        therefore, the use of the tweets of consistent contributors acts as a mechanism to reward them for their
        involvement in the show.
      


      
        In the first hour of the first show on 23 November, there seemed to be a direct correlation between the tweets
        used in the on-air discussion and the tweets that the station retweeted. However, as the show progressed, this
        impression was dispelled as other users whose tweets were not used on air were also retweeted. It did, however,
        suggest the possible existence of a strategy on the part of the station to acknowledge the contribution of
        users/listeners who had tweeted the station through replying or retweeting. In conversation with Theledi, she
        explained that they tend to use the most relevant tweets in their on-air discussion and always look to retweet
        users who they feel understand the show’s content. She selects tweets and reads them out herself. She further
        explained that they also try to retweet users to acknowledge their contribution to the
        show, as not all content can or will be used on air. For her, it is essential to engage with listeners/users
        during the shows as she recognises that it means a lot to them when they get a response from the station. It
        also helps them to get users/listeners to become loyal towards their on-air product. She further explained that
        the rationale behind the retweets is to enable other listeners/users to catch up on the conversation if they
        have joined the show late.
      


      
        Another interesting observation was that, over the two days, there was a repetition of certain user tweets in
        the on-air discussion. This is interesting because, on commercial music radio, familiar callers or ‘regulars’
        are heard more often than non-regular callers. Familiar callers are loyal due to their involvement in the show
        and the predictability of their response. In a sense, it provides a cushion or kind of comfort to the hosts
        that they have their loyal core group of listeners. They can also rely on these people to respond to their
        content. In the case of YFM, there was a repetitive use of certain users’ tweets in the on-air
        discussion over the two days. Some users generally received a response from the station/presenters more often
        than other users. In one case, one user also had their Facebook post used on air, although perhaps there was
        just a coincidence in the name. The impact of this could be to discourage other users from trying to comment or
        engage in the show’s content as they feel that they would not be heard.
      


      
        Theledi was slightly surprised when asked about this as she did not realise the degree to which they tend to
        favour certain users. Once it was pointed out, she identified with the user handles quoted and felt that the
        reason for this increased engagement was ‘because they show us love’ and were ‘most loyal to the show.’ Could
        it also be that many listeners are comfortable merely listening in on the conversation? Susan Douglas (1999) describes in expert detail this phenomenon of the appeal of
        listening to other people’s conversations with which we identify. Could what she described for callers apply to
        tweets? Theledi revealed that the drive team had had recent discussions relating to the use of the same callers
        and were actively trying to find a way to diversify the input from the audience. She sensed that this would
        need to be extended to Twitter.
      


      
        Theledi explained how they distinguished between a range of responses to find the ‘best ones’ for use on air.
        For her, the use of tweets on air is participation by the YFM audience in the station’s on-air
        content. Carpentier (2011: 68) argues that this deals with
        participation in the production of media output (content-related participants) and in the media organisational
        decision-making process (structural). Genuine participation by the audience in media is when the listeners are
        recognised as having a certain amount of power in the decision-making process of content creation (what should
        be broadcast) or even in the editorial or business choices. Participation is not the same as access or
        interaction. In this case, the users are interacting, not participating, if one uses the definition as applied
        by the AIP model. They do not influence the editorial content or co-produce the content. That said, they do at
        times stimulate a 15–30-second conversation on air between the hosts. While some may view this as influencing content, we disagree as it is still within the predetermined bounds of the content
        parameters set by the station when soliciting the response.
      


      
        Many tweets, unrelated to the topic at hand, were also answered, in a similar way to callers not being allowed
        on air if they are off-topic or happen to call at the wrong time. As with callers, Twitter has the potential to
        become the place used by many users/listeners. The responses that were used on air were acknowledged as
        contributions in the same way that radio traditionally recognises callers. In other words, the name/identity of
        the user was revealed. The main difference in the incorporation into the on-air programme versus that of calls
        is in the auditory aesthetic that the tweets create in the overall broadcast. The voice brings tone, accent,
        emphasis, and/or personality/identity rather than just the name of the contributor, as the tweet is read by the
        host/s. Without words, radio is, according to Shingler and Wieringa (1998: 17), ‘disadvantaged, rendered obscure, ambiguous and
        virtually meaningless.’ It is the verbal information provided by speech that provides the unique, intimate, and
        appealing elements that attract specific audiences (Crisell 1994: 213). With this in mind, the reading of tweets by presenters, and therefore excluding
        the voice of the contributor, could result in a loss of translation from the original intention of the
        contributor as well as a lack of identity. However, the extent to which that is the case is beyond the scope of
        this research.
      


      
        There is a conscious effort by the station to acknowledge the contributions of listeners who have tweeted the
        station not only through the use of tweets on air but in the retweeting, replying to, or liking of users’
        tweets online. The co-host, Theledi, spoke passionately about what she saw as the importance of acknowledging
        users/listeners who contribute to the show, and she emphasised that she deliberately tries to respond to as
        many as she can. As not all tweets could be used, replying to or acknowledging them online is an important way
        of saying that their contribution is valued. The data showed that she was consistent in the application of this
        strategy, as she has retweeted 89% of the tweets of users/listeners on 23 November and 100% on the next day.
        However, there is an inconsistency in the approach that she has adopted versus that of her fellow host, Thulisa
        Kanzi, who did not use the medium in the same manner. A universal strategy seems to be absent at YFM,
        as this is more a personal choice than a station directive.
      


      
        That said, YFM uses Twitter as part of their on-air content, and this adds a valuable tool to their
        interaction matrix. The station genuinely uses the medium for obtaining input into its on-air programming
        content and uses the tool to relate to and acknowledge their audience. A difference was found in the level of
        interaction by users/listeners during the first hour of the show compared with the second hour, as the
        interaction dropped during the last hour on both days. In the analysis, two possible reasons were found. First,
        there is very little commercial content in the last hour on three days of the week and this could impact on the
        other two days in terms of interaction, as users are not expected to give their input. It could also be that
        the audience is travelling at this time, and despite having mobile phones which enable them to respond, the
        nature of what they are doing does not enable or compel them to do so. The reasons for
        this drop would be fascinating, and future research should investigate this.
      

    


    
      Twitter not being used for audience interaction
      or participation


      
        Based on the auditory evidence gathered from the two days with 947, they do not use Twitter as part of
        their on-air programming. There is no acknowledgement of this medium on air, and contributions are never used
        by the station as a part of the conversation. On Twitter, the station’s content is mostly promotional for show
        content. The audio and data content that were analysed during these two days revealed that they did not utilise
        tweets during the on-air conversation, and they also did not mention Twitter as a medium through which people
        could interact or engage with the station. The only on-air content related to Twitter on 947 is the
        trending topics at the top of each hour that Eye-Witness News (EWN) incorporates as a part of bulletins. These
        topics, however, are not expanded on, nor are they spoken about further on the show. With EWN providing the
        news, it seems from the data and audio material that this is, in fact, a strategy on the part of EWN and not
        947. During eight hours of radio, the hosts did not make one reference to Twitter. None of the calls
        to action involved Twitter or any other platform besides SMS or calling in. The lack of presence for Twitter on
        air could be one reason why 947 has such low levels of response for its content on Twitter.
      


      
        For example, on 23 November, the team asked listeners if they would go on a second date with someone who wore a
        bowtie on the first date. The station tweet had five retweets, one of which was from the presenter and four
        from users/listeners. It had a further seven likes. There were five replies by users for this topic, none of
        which were used on air and only one of which was retweeted/replied to online by the station. In another piece
        of content from the same show, the team asked what silly rules listeners had at home, school, or work. That
        tweet received two retweets, one of which was by the presenter and one by a user/listener. There were six
        replies to the content, and none of these was used on air or online by the station. On 24 November, the team
        asked the listeners for the dos and don’ts of a year-end office party. The station tweet was retweeted eight
        times and liked 13 times. There were five replies from users, one of which was a quote used by the host (Anele)
        on air. This received the most attention from users with 14 retweets and six likes. The show again did not use
        any of these tweets on air and only used two tweets online via retweets from the presenters’ accounts.
      


      
        Another content piece about the smell of seduction received only one retweet and seven responses. None of these
        was used on air, while there were two retweets by the presenter online. There is very little acknowledgement of
        Twitter online by the station/presenters and no use or mention of it on air. This could be a contributory
        factor to the low levels of response. Another reason could be the lack of online acknowledgement by
        contributions from listeners/followers. The station/presenters rarely reply, retweet, or
        like users’/listeners’ tweets which may be a reason for the low levels of response. Twitter is a personal
        medium that values relationships with and to others as well as the art of online conversation. With low levels
        of response from the station/presenters, this may also contribute to the low levels of response by users.
        During the days that we have analysed, no conversations developed online as tributaries of tweets sent or
        received by the station. The audience was mostly passive.
      


      
        The number of tweets for 947 was 22 on 23 November and 25 on 24 November, with the presenters tweeting
        10 and 20 times respectively. The majority of tweets from the station’s Twitter account on both days was for
        Listener Drive Radio (LDR) – nine per day. LDR is a music alert service that notifies listeners when their
        requested song is about to play on-air. Of the 18 unique tweets on the first day, 50% were for LDR, while seven
        were promotional of which three were commercial content, one was for news, and one promoted the station
        application. On the second day, the station had 19 unique tweets of which nine were for LDR, seven were
        promotional, two of which were commercial content, two pertained to news, and one promoted the station
        application. Commercial content (advertisements, paid inserts, and competitions) took up 37 minutes and 44
        seconds on 23 November (15.43% of the total airtime) and 35 minutes and 29 seconds (14% of the airtime) on 24
        November. The percentage of commercial content for both days in presenter links was 21% and 17% respectively.
        In terms of Twitter, 28 tweets related to commercial content on the first day and eight on the second. This is
        not substantially high or significant, as just 22% of all tweets contained commercial content on the first day
        and 5% on the second.
      


      
        During the eight hours of drive-time radio, Twitter was not mentioned once and not one tweet was utilised in
        the on-air programming. There was no imaging on air to promote the 947 Twitter handle or the drive
        hashtag, nor any messaging or communication informing the listeners that it is a platform for engagement. The
        call to action for content that the show hosts wanted its audience to engage with was either for listeners to
        call in or for them to send SMSs to the station. Interestingly, there was no mention of Facebook, e-mail, or
        Twitter as channels that could be used to comment or interact. It was surprising to find that 947 did
        not mention, let alone use Twitter as part of their on-air programming content, given that the station’s sales
        toolkit/web brochure directly sells and defines their audience in the following ways: 947 listeners
        are constant downloaders of music, enjoy YouTube, reading online news sites, downloading videos, and tweeting;
        they love technology, and keep up to date with technological advances; they are much engaged with technology,
        interacting with devices and apps on a variety of platforms; the 947 listener is very likely to be a
        big social networker.
      


      
        With Twitter not being used on air as part of the programme content or as a means of audience participation, we
        therefore concluded that 947 used their Twitter platform for other purposes that they deem necessary.
        Music is the largest area in which the station tweets, and this is related directly to LDR. Listeners request songs via the website or 947 application and ask to be notified via
        SMS, e-mail, or Twitter when it will play. The research revealed that the service is not genuinely decided upon
        by listeners, as a listener cannot request any song that they want, but only what is provided on a
        predetermined list, most likely linked to the station’s database. There is no guarantee that the requested song
        will play on the same day. The tweets that alerted listeners to songs that were about to play did not have any
        on-air programming content around the actual playing of the song. In other words, there was no mention of the
        listener request or it being part of a feature. Even though LDR is classified as music-related content, it only
        alerts a user to content and it is therefore also in part promotional. The tweets on show content are not
        written in such a way as to direct users to the on-air product and make them tune in. They invite comments or
        input, but the responses are low.
      


      
        The disconnection between the perception of the audience as being upwardly mobile and online and how they use
        Twitter as one of the online platforms is vastly apparent from this research. Low levels of the response
        indicate the absence of an audience. With 947 having over 190,000 followers when the research was
        carried out, this seems odd. The 947 audience may therefore be online as confirmed, but simply not
        using Twitter to relate to the station or its content. One possible reason for this could be the lack of
        incorporating tweets into the content of the drive shows, as well as a lack of general promotion of Twitter on
        air. 947 could increase the uptake and engagement through more online and on-air use of user/listener
        content from Twitter.
      

    


    
      YFM and 947 differ on Twitter
      use


      
        There is a distinct difference between the two stations and their overall use of Twitter as part of their
        broadcast. For YFM, it is part of their content and an integral tool for their audience to partake in
        the on-air programme. This is because the youth mainly constitutes YFM’s audience. Although much
        controlled, Twitter is actively used on air and online by the station. Based on the research, there does not
        seem to be a universal strategy for its application and use. However, there is a conscious effort to utilise
        the medium as well as an acknowledgement of Twitter as an important tool for audience engagement. Twitter
        accounts for the most significant amount of listener contributions to the talk time of the programme. For
        947, Twitter is mostly used as a promotional platform to direct their followers/listeners towards the
        activities on air. LDR is an excellent example of this type of promotional content as it accounts for half of
        the station’s tweets. Show content receives low levels of response, given the size of their Twitter following,
        and is remarkably low when compared with YFM. Twitter is not used as a means of audience participation
        in the on-air programme, and in the two days that we have analysed, there was not one mention of the medium
        either by the hosts or through station imaging. There is also a low level of acknowledgement of user/listener
        response online with less than ten tweets being acknowledged online.
      


      
        One reason for the difference in the levels of response could be the way in which the
        stations are using the medium. YFM actively uses it to elicit a response for using on-air
        participation and 947 does not. Could this be the sole factor? In other words, if 947 changed
        its strategy, would they see a sudden uptake? This could be the case. However, another contributory factor may
        be in the actual demographics and age of their audiences. The two largest age groups of mobile users in South
        Africa from this research are the core of YFM’s audience. 947’s audience is mostly over 35
        years of age. This may well be another reason for the difference in the utilisation of the medium and levels of
        participation between YFM and 947. That said, it would be erroneous to simply assume that
        947 is not utilising Twitter so frequently due to the age of its audience. Further research into the
        attitudes of the audience towards the medium and radio station would be required to draw comprehensive
        conclusions in this regard.
      

    


    
      Conclusion


      
        South Africa boasts a rich radio culture. However, existing literature has under-theorised radio consumption
        and audience participation in the digital age. The digital social media provide unprecedented possibilities for
        radio audiences to participate and deliberate on important matters in the public sphere. These platforms
        provide an opportunity for plurality and diversity of opinions in radio content, thus creating a marketplace of
        ideas envisaged by Habermas (1962). This
        chapter is therefore an important addition to the literature on commercial radio and audience participation in
        an increasingly networked South African society.
      


      
        This chapter is an exploratory study into two regional commercial music stations (YFM and
        947) and their use of Twitter as a tool to relate to, interact with, and enable participation by their
        audiences. Of particular interest was why they are using it, what they are doing with it, and how this affects
        the on-air content before, during and after broadcast, if it does so at all. The study demonstrates that the
        idea of shifting audience power with regard to content for radio would appear to be false, at least in these
        two cases. The content posted on Twitter, in spite of being visible to a network of individuals and
        organisations, did not in this research stimulate any online conversation or take on a life of its own.
        Audience tweets received very little attention even from their networks. Most content was promotional. The
        study also demonstrates that the use of Twitter does not allow for participation in which the listener can
        directly influence the production process or the content direction. The level of response to content does not
        even reach 1% of the followers engaging or responding to the content posted. In the case of YFM, where
        tweets are used on-air, the research finds that the main difference in their incorporation into the on-air
        programme, versus that of calls, is in the auditory aesthetic that the tweets create in the overall broadcast.
        There is a distinct absence of personality in the tweets that are read on air as they
        lack the genuine voice of the person contributing.
      


      
        It is acknowledged that this period is a mere window into a moment within the year 2015. Follow-up studies
        would be required to analyse a more extensive period and check the consistency of findings. While findings for
        the specific period in this study may indicate certain trends or result in some conclusions based on questions
        posed by the research, a broader analysis of the overall use by the stations may reveal slightly different
        data.
      

    


    
      
        Notes
      


      
        1    The study is based on the MA thesis by Michael Smurthwaite
        titled, Two commercial music radio stations and their use of Twitter (Smurthwaite 2016).
      


      
        2    The kwaito genre is linked to the anger, defiance, and
        revolutionary spirit that originated in the South African townships, especially Soweto, during the 1990s.
        Initially, the lyrics were written in Tsotsi language, but it later expanded by including a mixture of English,
        Zulu, Sesotho, and the South African street slang Isicamtho, among other indigenous languages. Today, kwaito
        continues to evolve as a new generation of South African artists reinterpret and repurpose it.
      


      
        3    Takealot is one of South Africa’s largest online stores.
        Takealot runs a weekly campaign where a customer can win back the value of their purchase on one selected
        product that they have successfully purchased and shared on Facebook or Twitter during the same week.
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      Introduction


      
        This chapter explores the extent to which South African talk radio stations fulfil their normative role of
        ensuring that disparate groups participate in shaping narratives around the structure and direction of the
        country’s economy. This analysis is conducted on the content that these stations broadcast and the underlying
        production practices. The research uses three leading English-language talk radio stations as case studies to
        understand if these forms of media would advance an inclusive and democratic state which has mostly been
        characterised as ‘two nations in one’1 due to economic
        disparities: Cape Talk/Radio 702,2 based in
        Cape Town and Johannesburg, Power FM which broadcasts from Johannesburg, and SAfm which is
        the flagship English-language talk radio station of the public broadcaster, the South African Broadcasting
        Corporation (SABC). This chapter employs social responsibility theory. This lens deals with fairness, accuracy,
        truthfulness, and balance, which are at the core of the media’s role in mediating transition. The chapter is
        particularly interested in understanding the language used in on-air conversations, the subject matter dealt
        with in these conversations, and the production practices that undergird it. As such, the talk radio shows
        selected for this study serve as excellent sites to measure the extent to which radio programming facilitates
        an exchange of ideas by different social groups, as envisaged in the social responsibility theoretical
        framework.
      


      
        These radio stations have been chosen because they have established themselves as the leading talk format
        stations in different respects. In the first half of 2019, Cape Talk and Radio 702 had
        average weekly listenership figures of 80,000 and 462,000 respectively; Power FM’s average was 115,000
        listeners per week; and SAfm was at 190,000 (BRC 2019). Compared to music format radio stations, whose daily listenership averages in the
        millions, the talk radio landscape in the country is small, due to its appeal to individuals with a tertiary
        qualification, comparably high household incomes, and lower unemployment rates. These stations are also
        regarded as influential platforms where ideas are exchanged, and public discourse is shaped.
      


      
        On Cape Talk/Radio 702, the chapter examines The Money Show,
        which is a simulcast on both stations between 18:00 and 20:00 (Mondays to Thursdays) and from 18:00 to 19:00 on
        Fridays. The radio station website describes the show’s content as a ‘wrap of the day’s major business news’
        (Cape Talk 2019). On Power FM, Power
        Business with Ron Derby is broadcast between 18:00 and 20:00 (Mondays to Thursdays) and from 18:00 to
        19:00 on Fridays. The radio station’s website describes the show’s purpose as ‘discussing news with the
        newsmakers and delivering the biggest business news’ (Power FM 2019). On SAfm, Market Update with Moneyweb is broadcast for an hour between 18:00
        and 19:00 (Mondays to Thursdays). The Moneyweb website describes it as a show that ‘provides breaking business
        news, expert analysis and investment insight to help you make sense of the markets’ (Moneyweb 2019).
      


      
        This chapter proposes a two-fold argument. The first is that the jargon, subject matter, and production
        practices employed by these radio stations perpetuate the status quo where some groups, and thus some
        views, are excluded from the broader economic conversation. This exclusion happens through how language is
        used, through the contributors that are featured, and through the subject matter discussed. The second argument
        is that South African talk radio shows that focus on economic issues fail to fulfil their normative roles of
        ensuring that disparate groups participate in shaping narratives around the economy’s structure and direction.
        As in the past, it would seem that, in this respect, these media platforms are helping to advance the interests
        of business while systematically excluding the majority people of the citizens from shaping the public
        narrative on the economy.
      


      
        The focus on economic matters in this chapter stems from the fact that, in the post-apartheid era, the
        conversation on citizen participation in the shaping of national priorities is slowly shifting from political
        issues to economic matters. Because South Africa remains one of the most unequal countries globally, there is a
        need to understand how economic discourse is mediated in this context. Further, there is a need to analyse the
        extent to which that discourse drives or deters the transformational agenda. Third, the South African economy
        has not fully recovered from the effects of the global financial crisis of 2008, and, consequently, the country
        continues to face uncertainty. This was confirmed in South African President, Cyril Ramaphosa’s 2019 State of
        the Nation address, where he declared stagnant economic growth and sluggish job creation to be the country’s
        most severe challenges. Analysing how radio stations mediate conversations around economic matters becomes
        essential in understanding how they fulfil their responsibility of providing ‘trustworthy and relevant news and
        information as well as opportunities for diverse voices to be heard in the public arena’ on these issues
        (Siebert, Peterson, & Schramm 1956: 5).
        Finally, since the dawn of democracy, South Africa has been battling the triple challenges (poverty,
        unemployment, and inequality) that threaten to tear the ‘miracle rainbow nation.’ Analysing the chosen cases
        will help gain novel insights into how economic news is mediated and how the broader structure is justified,
        ignored, or amplified by the media.
      

    


    
      Background


      
        The topic of the news media’s responsibilities in South Africa continues to be a subject of debate. This is due
        to recent developments where specific media platforms have been implicated in controversies such as state
        capture,3 Stratcom,4 and corruption in the broadcasting sector through editorial interference (Finlay 2019). Against this backdrop, this chapter seeks to
        understand how talk radio, as a discursive arena, serves the public and the extent to which these platforms
        ensure that economic conversations, mediated through the mass media, shape the dominant narrative around
        socio-economic issues.
      

    


    
      Talk radio and citizen participation


      
        Talk radio is a radio format characterised by a programme host’s conversation and usually involves listeners
        who call in to participate in the discussion (Rubin & Step 2000). From its inception, talk radio has played a role of deepening a democratic
        culture and ensuring more participatory politics through the ‘dial-in democracy’ phenomenon (Bosch 2010; Bolce, De Maio, & Muzzio 1996). Studies have looked at how talk
        radio has played a role in political discussions in the USA, while the amount of literature is growing on what
        this looks like in other contexts (Goldberg 1998; Bosch 2008; Lee 2007). Where there appears to be a gap is in
        theoretical and empirical research that considers whether the same level of engagement occurs when it comes to
        other issues such as economic matters.
      


      
        As a determinant of public opinion, the role of talk radio has garnered considerable journalistic attention
        (Barker & Knight 2000; Barker 1999) but has received little scientific scrutiny
        (Barker 1998). Further, in African
        democracies, which often face censorship issues due to the legacy of repressive regimes, there is a need for
        more research on how talk radio facilitates citizen participation in such context (Bosch 2010). Researchers argue that the exchanges that occur on these
        platforms represent a discursive area where private citizens can participate by articulating their opinions on
        social issues without the filters of professional media practitioners, government, and/or business influence
        (Ansell 2004; Nattrass & Seekings 2001). This makes them the ideal platforms
        for observing the extent to which mass media platforms facilitate participation by different societal groups.
      

    


    
      Social responsibility theory


      
        Social responsibility theory is conceptualised as ‘one response to the perceived impasse of classical
        liberalism in the twentieth century’ (Nerone 1995: 77). Its guiding principles concerning the news are outlined by the 1947 Hutchins Commission
        which was constituted to challenge ‘the press to use its considerable freedom in a socially responsible manner
        that would provide citizens with diverse sources of information, present a variety of
        opinions and attitudes and clarify society’s goals and values’ (Bunton 1998: 232).
      


      
        Of particular relevance to this study are the five requirements articulated by this theory regarding the role
        that the media need to fill in a free society. These are:
      


      
        
          [First, a] truthful, comprehensive, and intelligent account of the day’s events in a context which gives them
          meaning; second a forum for the exchange of comment and criticism; third, a means of projecting the opinions
          and attitudes of the groups in society to one another; fourth, a method of presenting and clarifying the
          goals and values of the society; and fifth, a way of reaching every member of the society by the currents of
          information, thought and feeling which the press supplies.
        


        
          
            Table  13.1  Key categories
          


          
            
              
                	Categories

                	Examples of subject matter of the on-air conversations between the presenters
                and contributors
              

            

            
              
                	Reports issued and announcements of results related to economic
                matters

                	Examples of this included a release of a report from the rating agency
                Moody’s, the release of company results by organisations such as Sanlam and Old Mutual, and the release
                of figures on the state of business confidence in South Africa.
              


              
                	Profiles of people or entities involved in economic matters

                	These included an interview on the Reformed SA Bank of Athens and how it has
                repositioned itself, an interview on how Twitter, as a business, is changing the business landscape, as
                well as interviews with small business owners such as Mosibudi Jo Mathole from Kwame Diamonds and Sonto
                Pooe, the founder of Native Child.
              


              
                	Developments within the economic sector, excluding the announcement of
                results and issuing of reports

                	Examples of this included changes in commodity and currency prices, and
                developments in international markets.
              


              
                	Informative features

                	These were conversations that sought to provide audiences with information
                on a range of topics, such as managing personal finances, issues related to running a small business,
                book reviews, and technological developments from around the world. They were not exclusively focused
                on economic matters.
              


              
                	Current affairs issues related to economic matters

                	These included a bill proposing the redistribution of land without
                compensation, a court application against the board of Eskom, and the Commission of Inquiry into the
                Public Investment Corporation.
              

            
          

        


        
          (Commission on Freedom of the Press 1947:
          20–21)
        

      


      
        Radio is still the most widely accessed media platform, the cheapest, and the most diverse in terms of the
        languages in which it broadcasts (Finlay 2019). As a result,
        it is the ideal platform to fulfil the social responsibility mandate of mass media to ensure a better-informed
        citizenry. With this view, the study seeks to understand the extent to which radio programmes in South Africa,
        especially those that cover economic matters, fulfil the constitutional duty of ensuring that there is
        universal access in media products and that the coverage itself reflects the country’s history and disparate
        demographic groupings.
      


      
        The Encyclopedia of Journalism (Sterling 2009: 226) defines ‘business reporting’ or ‘business news’ as ‘reporting and writing about
        businesses and the economy.’ In the African context, this type of journalism seems to have emerged in the 1970s
        and 1980s, after ‘the failure of the World Bank-sponsored structural adjustment programmes (SAPs) thrust
        economics into the public limelight in many African countries’ (Kareithi & Kariithi 2005: x). South Africa appears to have been the exception in this
        regard, as scholars note that the development of economic journalism occurred simultaneously with print media
        development (Brand 2009: 9). In its very
        foundation, this branch of journalism, whether featuring in print or broadcast media, appears to have been
        driven by a need to communicate to business people about developments within the business sector. Over time,
        business journalism’s role in society has broadened to include a responsibility to ‘inform and educate the
        public about economic issues, government economic policies, business activities and stock market movements’
        (Futuse & Diederichs 2017: 125). The
        purpose of this is to encourage citizens to participate in public deliberations on matters that drive the local
        economy.
      

    


    
      Methodology


      
        This study’s data comprised of audio from the three different radio programmes aired over ten days between 9
        March and 9 April 2019, and semi-structured interviews with the programming personnel of the shows on the
        target audience and production practices.
      


      
        The study employed a mixed-methods approach. For the quantitative aspect, we considered
        each contributor to a distinct segment of the programmes, and based on how the presenter introduced them, we
        categorised their role in one of the following nine categories:
      


      
        	Analysts on economic matters: People who are identified as working as analysts on economic issues
        – financial, economic, or labour analysts.


        	Small and medium-sized business owners: People identified as owners or founders of small or
        medium-sized businesses.


        	Captains of industry: People who are identified as the heads of major business corporations.


        	Callers: People identified by the presenter as having called in to the programme to contribute as
        listeners to the show.


        	Media professionals: People identified by the presenter as working in media other than the radio
        station, such as television, newspapers, and magazines.


        	Civil society representatives: People identified by the presenter as representatives from a
        not-for-profit organisation.


        	Labour representatives: People identified by the presenter as representing a labour organisation
        such as a union.


        	Public sector officials: People who work for an entity in the public sector such as government,
        state-owned enterprises, and other statutory bodies.


        	Other professionals: Professionals that do not fall into the groups mentioned above. These include
        political analysts and legal professionals. They do not have to be leaders in their organisations.

      


      
        We then undertook a thematic analysis to group the subject matter of the on-air conversations to get an
        overview of the topics dealt with and arrived at five key categories.
      


      
        A graph has been included in the results and discussion section to depict the frequency with which each of
        these categories occurred (Figure 13.2).
      


      
        Based on the press’s five responsibilities, the study analysed the extent to which the conversations featured
        on these programmes. The following traits were identified (cf. Commission on Freedom of the Press 1947: 20–21):
      


      
        	The press’s responsibility to ‘provide a truthful, comprehensive, and intelligent account of the day’s
        events in a context which gives them meaning.’


        	The press’s responsibility to ‘provide a forum for the exchange of comments and criticism.’


        	The press’s responsibility to ‘provide a means of projecting the groups’ opinions and attitudes in society
        to one another.’


        	The press’s responsibility to ‘provide a method of presenting and clarifying society’s goals and
        values.’


        	The press’s responsibility to ‘provide a way of reaching every member of the society by the currents of
        information, thought and feeling which the press supplies.’

      


      
        To understand how production practices played a role – if at all – we then analysed how
        the production personnel being interviewed understood each of these responsibilities and the extent to which
        they saw their respective shows as fulfilling these responsibilities.
      

    


    
      Findings and discussion


      
         
      


      
        Dominance of analysts’ voices


        
          A content analysis of the programmes aired during the period under consideration revealed 100 distinct
          segments across the three stations: 36 from The Money Show, 41 from Power Business, and 23
          from SAfm Market Update with Moneyweb. Figure
          13.1 shows that analysts were by far the most frequently featured contributors to these shows. For the
          SAfm Market Update with Moneyweb show, they made up more than half of the contributions. The second
          most commonly featured contributors were small and medium-sized business owners,
          followed by captains of industry. This trend was different for The Money Show. On this programme,
          captains of industry were the second most frequently featured contributors to the show, attracting people
          such as the chief executive of First Rand, Alan Pullinger, the then-group chief executive of Old Mutual,
          Peter Moyo, and the Sanlam chief executive, Ian Kirk. Callers were the third most frequently featured
          contributors to the Power Business show, whereas only one featured on The Money Show and
          none featured on the SAfm Market Update with Moneyweb show. An interview with Joseph Matunjwa, the
          president of the mining union AMCU (Associated Mineworkers and Construction Union), was the only voice
          representing labour across the shows. There was also only one contributor from a civil society organisation,
          David Lewis, the executive director of the non-profit organisation Corruption Watch. Contributions from other
          media professionals such as magazine editors and financial journalists were also featured, as were
          contributions from other professionals such as advocates, political commentators, and business coaches.
        


        
          [image: Image]


          
            
              Figure  13.1  Content analysis:
              Contributors
            

          
        

      

      
        Dominant subject matters


        
          A thematic analysis of the subject matter of the on-air conversations between the presenters and contributors
          revealed five key categories. The most dominant category was interviews that dealt with an announcement of
          results or issuing a report on that particular day. Of the 96 distinct segments considered, over a quarter
          fell into this category. Then there were interviews that either profiled a person in business or a business
          entity. The third type of interviews were those that looked at developments in the market on that particular
          day. This type differed from the first because the first focused on the announcement made around
          developments. The third type was general developments, such as market updates. The fourth category was
          interviews that did not specifically concern markets or people but provided information to the audience.
          These were mainly featured on The Money Show and included the ‘business
          unusual’ feature, the ‘personal finance’ feature, and the ‘small business’ feature. Power Business
          only had one of these types of interviews, which was a sponsored feature by Alan Gray on long-term wealth.
          The SAfm Market Update with Moneyweb show had none of these types of interviews. The final type of
          interviews looked at a current affairs issue and discussed its implications for people who are in business.
          This included an interview aired on the Commission of Inquiry into the Public Investment Corporation and a
          discussion on a proposal by the governing ANC political party to nationalise the Reserve Bank.
        


        
          Theme 1: Provision of a truthful and comprehensive account of events


          
            One of these programmes’ most common features is their focus on market indicators such as commodity prices
            and currency values. Their use of the most up-to-date figures concerning globally recognised market
            measurements provides very precise reports on market indicators. They also engage in discussions that
            provide insight into what these values mean and how they are relevant to listeners. The dialogue, as shown
            in the quote below, is often weighty on economic jargon, which ensures that the reports are accurate and
            thus satisfy the requirement of being truthful and comprehensive:
          


          
            
              Presenter: Profits up 7%, good return on equity there. It’s a good way of
              measuring profitability that the banks had 22%, but Group Five’s demise today, Alan Paullinger, is just
              symptomatic of so much of what is happening in our economy that is merely not working.
            


            
              (Cape Talk 2019)
            

          


          
            The disadvantage of this type of jargon-heavy discourse is that it can cause listeners who are not familiar
            with such technical language to tune out. The production personnel on these shows recognise the need to
            strike a balance between providing an accurate and comprehensive account of the
            day’s economic events by using specialised language while ensuring it is also understood by people who may
            not be using this register:
          


          
            Power FM interviewee: When it comes to business jargon, it takes listeners
            off. Therefore, you see that listenership goes down during the business shows. We try to limit it but not
            dumb it down because we believe people are not stupid; they are aware of what’s happening.
          

        

        
          Theme 2: Provision of a forum for the exchange of comments and criticism


          
            To be deemed to have provided a platform for the exchange of comments and criticism, the discourse used in
            these shows needs to demonstrate that the voices of presenters, contributors, and callers are featured on
            these programmes. Of the three shows considered, the Power Business show was the only one where
            callers called in. One such instance unfolded as follows:
          


          
            
              
                Presenter: Before we get back to Dr [Iqbal] Surve, we have a few callers.
                Thabo from Midrand. Hi Thabo.
              


              
                Caller: Hi Ron. Is Dr Surve back?
              


              
                Presenter: He’s coming back. He’ll be online shortly.
              


              
                Caller: I wanted to give him a comment, and I wanted him to hear it.
              

            


            
              (Power Business 2019)
            

          


          
            In the period considered by the study, this programme had eight of these types of interactions, where
            listeners called in, responding to something a commentator had said. By featuring this type of engagement,
            the programme fulfils the criteria of providing a platform for the exchange of comments and criticism. In
            comparison, The Money Show had one caller, whose reason for calling was to clarify something that
            had been said by a contributor, not to engage in an exchange of ideas necessarily. The SAfm Market
            Update with Moneyweb programme had no callers at all.
          


          
            Another way in which the exchange of comments and criticism appears to happen is when contributors with
            differing perspectives on an issue are featured one after the other. This seems to have been the preferred
            approach, as articulated by one of the interviewees:
          


          
            SAFm interviewee: We used to have a problem, we used to have white economists
            from an ideological persuasion…but we realise they are lagging from the re-emerging global thinking. So, we
            had to reinterpret our mandate within our universal mandate, so we had to get more developmental economics,
            women and blacks.
          


          
            The Power FM interviewee expressed a similar sentiment.
          


          
            Thus, it would seem that while these radio stations fail to provide a platform where
            a genuine exchange of comment and criticism occurs by contributors being able to speak to each other, there
            are artificial infrastructures that allow for some forms of exchange.
          

        

        
          Theme 3: Provision of opinions and attitudes of groups in society to another


          
            The third theme builds on the previous one because it suggests that it is the media’s responsibility to
            ensure that differing comments and criticisms are featured. The media should ensure that the different
            groups in society are engaged in dialogue with one another in these forums. In this respect, two aspects of
            the findings are considered. The first concerns which societal groups appear to be predominantly featured
            on these programmes. The second concerns whether these voices are engaged in a genuine conversation
            with each other, not just talking to each other.
          


          
            Figure 13.1 above shows that the voices that dominate
            are from the formal business sector through economic analysts, small and medium business owners, and
            captains of industry. Combined, these make up 71 of the 100 contributors. The voices of labour, civil
            society, and government, which are the other players that constitute South Africa’s National Economic
            Development and Labour Council, NEDLAC, account for seven contributors combined. This dominance means that
            the business sector’s opinions and attitudes are disproportionately projected to society’s other groups.
          


          
            How the dialogue between different societal groups occurs suggests that they speak to each other
            rather than with each other. This is evidenced in the fact that the exchange is predominantly a
            two-way conversation between the presenter and the contributor. Only once one contributor’s segment has
            ended is another one brought on, even when the same topic is being dealt with. An example of this is a
            discussion on the Power Business programme aired on 5 April 2019 on the dilapidated state of the
            Maboneng precinct in Johannesburg. The presenter first interviewed Jonathan Liebmann, the core developer of
            the area. When that interview ended, the presenter spoke to an economic analyst about the issue. After that
            interview had ended, a caller was then brought on. In a similar example, quoted below, a caller phoned in
            to respond to an interview with the CEO of Anglo-American Platinum, Chris Griffiths, but did not get a
            chance to engage with him directly.
          


          
            
              Caller: I wish I got hold of Chris because I had two questions for him which
              I think are quite pertinent.
            


            
              (Power Business 2019)
            

          


          
            Exchanges like these demonstrate a common practice on these programmes, namely, to invite calls on a
            topical issue, but then not to allow the callers to engage directly with the interviewees. This suggests a
            shortcoming on the part of these programmes as a means through which different groups in society project
            their attitudes and opinions directly to one another.
          

        

        
          Theme 4: Provision of the clarifying of goals and values of the
          society


          
            The findings in Figure 13.2 provide insights into how
            these programmes clarify what they deem to be the most important economic goals and values, based on the
            type of subject matter that dominates these particular shows. If one uses these categories to indicate the
            critical economic goals and values that these particular programmes want to reach, the deduction is that
            economic developments, as they relate to market-driven events, are more important than philosophical
            discussions around economic issues. Based on this figure, it would seem that for an economic issue to be
            discussed, it must be linked to an actual event, rather than just a broad issue that has been identified as
            being important. In this respect, then, developments within the market play an important role in clarifying
            what these platforms regard as pertinent goals and values when it comes to economic matters.
          


          
            [image: Image]


            
              
                Figure  13.2  Content
                analysis: Contents of content
              

            
          


          
            In terms of the actual conversations in which the contributors and presenters engaged, one view of what the
            economic values and goals of South African society seem to be, is that government should prioritise
            economic growth over discussions on economic policy, which means that the goal should be a pragmatic
            approach that emphasises growth because economic development is what should be most valued.
          


          
            
              Presenter: Things like the president again in parliament today, talking
              about the need to nationalise the Reserve Bank, confirming today that the ANC resolution taken at NASRAC
              must be implemented. It’s a bit of a waste of time.
            


            
              (Cape Talk 2019)
            

          


          
            Another view expressed in at least three instances was that the inanimate ‘market’ had a view and
            preference on political developments in the country and the market’s view needed to be observed. The study
            period was a month before the 2019 South African general elections, and a question posed at least once on
            each of the three radio programmes was about the ‘most favourable’ election outcome for the market. The
            contributors articulated their values in terms of electoral outcomes through the exchanges below but
            phrased these to suggest that they belonged to the market. In this way, we can conclude that they think
            that the market’s values and goals should be considered when presenting and clarifying society’s goals.
          


          
            
              
                Presenter: What do you think will be a favourable result for the currency?
              


              
                Contributor: The favourable result will be that Mr Cyril Ramaphosa is our
                president, and the ANC, in my opinion, gets more than 51%.
              

            


            
              (Moneyweb 2019)
            

          


          
            
              
                Presenter: Do the elections bother you at all?
              


              
                Contributor: Of course, we’re looking for a favourable outcome and
                appropriate level of support for the incumbent. I’m speaking here as a businessman…
              


              
                Presenter: Of course, of course.
              


              
                Contributor: …which is what we are. And that kind of outcome that would be
                positive for business confidence, the confidence of individuals, action around policy certainty around
                the key decisions that need to be taken. After that going again as a country, as an economy.
              

            


            
              (Cape Talk 2019)
            

          


          
            Another view that emerged on what should be prioritised when it comes to economic matters in South Africa
            is transformation, particularly related to including previously disadvantaged groups into ownership
            structures. In some of the contributions articulated in this respect, the issue of transformation in the
            South African economy was advanced as both a goal and a value for this society.
          


          
            
              Caller 1: I just wanted to know where [Dr Iqbal Surve, Chairman of the
              Sekunjalo Group] has been, where he has been hiding all of this time. We lack people that have the kind
              of courage that he has… Forget all that the company has been accused of… I mean we are still
              predominantly white-owned, and the fact that we have a black-owned business that doesn’t owe anything to
              white-owned businesses, that’s a miracle. And I’m really proud of him and proud of Sekunjalo.
            


            
              (Power Business 2019)
            

          

        

        
          Theme 5: Provision of reaching every member of the society with current information


          
            This theme seems best suited to respond to Christians’ ‘litmus test’ of whether these programmes can be
            deemed examples of ‘advocacy for those outside the social establishment’ (Christians 1986: 110) in terms of economic matters. Linked to the
            preceding four themes above, one can see that since certain voices dominate and specific subject matters
            are prioritised, the shows cannot be deemed to reach every member of society or even most members of
            society. The marginalisation of callers in terms of how many times they are featured, and who they are
            allowed to engage with when they feature on these shows, suggests that these particular programmes are not
            driven by listeners, but rather by the anchor’s views.
          


          
            From the interviews with the production personnel, it is clear that the target of these shows is people who
            might be considered the economic elite, ‘people with tertiary education, who are employed, wealthy, have
            savings, make investment decisions,’ as stated by the interviewee from Cape Talk. The
            SAfm interviewee added to this perspective, by noting that even in how they recruit the presenters
            who anchor these programmes, consideration is given to educational levels and experience in a corporate
            context, as quoted below:
          


          
            SAfm interviewee: The average qualification in our team is an honours degree.
            We love the combination we get from universities like Rhodes and UJ between economics and journalism. One
            of our anchors is an accountant…and his co-anchor…was a broker in London for ten years, and she has a
            master’s degree. We don’t employ unqualified people and people who don’t read.
          


          
            These practices and preferences could be behind the subject matter of the conversations because if the
            production choices are motivated by a need to appeal to people based on their education levels and economic
            statuses, the content that is chosen will exclude other members of society who, while interested in the
            economy, do not exhibit these traits and are thus not catered for by these programmes.
          


          
            Another example of how these programmes do not pass the litmus test of being platforms that reach every
            member of society, including those outside of the economic establishment, is seen in how they conceptualise
            and execute their discussion topics. In the example given below, the topic was property valuations:
          


          
            
              
                Contributor: I think we recognised a while ago that people don’t really
                understand why the city values our property and how they use the valuation to generate their rates, and
                we hear a lot of people complaining on WhatsApp and in various forums about the evaluation and whether
                it’s right or wrong. They don’t really understand the link to their rates.
              


              
                Presenter: Explain to me how the city conjures up a municipal valuation on
                a property. Do you know? Does the city know?
              


              
                Contributor: Well, strictly speaking, what happens is the city values
                properties at market value, and probably the easiest way to think about market value is the price that
                a willing buyer and a willing seller agree.
              

            


            
              (Cape Talk 2019)
            

          


          
            Another practice, which was discussed earlier, is using economic jargon and making the discourse of the
            conversations data-driven in such a way that it can be deemed challenging to follow by people who are not
            trained in economic matters.
          


          
            
              Presenter: Well, it seems to have been a red day today on global markets
              after a good run yesterday. The market felt that, you know, there might be a good deal between the US and
              China around those trade tensions. And then today it seems as though the sentiment has changed, so not a
              good thing. The All Share Index closed down 0.37% at 57,711 points, and we see pretty much all the other
              counters down industrials. Just managing to keep their head up 0.07% the local currency.
            


            
              (Moneyweb 2019)
            

          


          
            If one considers that the 2018 general household survey released by Statistics South Africa found that 35%
            of South Africans own property, then it becomes evident that this segment was not
            intended to reach every member of the society. This is not to suggest that the topic in and of itself was
            exclusionary. Instead, the way the interview on the topic was conducted did not attempt to make it a
            platform to provide relevant information for all.
          


          
            The exclusionary language, subject matter, and perspective is something that the production personnel and
            perhaps even the contributors seem to be unaware of, perhaps precisely because they are part of the
            economic elite. This would explain why all of the interviewees felt that their respective shows speak to
            the ‘man on the street,’ even though the content reveals something different.
          

        
      
    


    
      Implications for citizen participation:
      Conclusion


      
        This study sought to understand the extent to which talk radio stations exhibit traits of socially responsible
        media through the content that they broadcast and the production practices that they employ in the coverage of
        business, financial, and economic news. As the social responsibility theory espouses, the media should report
        in an accurate, fair, and balanced way, giving a relevant context. The same theory argues that disparate social
        groups should be given a platform to convey their views and engage in dialogue where they exchange those views.
        The focus on business content was considered a vital factor because the country continues to face inequality,
        poverty, and unemployment, which are at the centre of the government’s failure to break away from the apartheid
        structures.
      


      
        This study found that the production practices, content, and jargon employed by the selected talk radio
        stations perpetuate the status quo where some groups, and thus some views, are excluded from the
        broader economic conversation. This systematic exclusion happens through how language is used, the featured
        contributors and the subject matter that is dealt with.
      


      
        The study found this approach problematic as this technically means that these shows only speak to the ‘one per
        cent of the one per cent’ – a view that incidentally was articulated by one of the interviewees. Ultimately,
        the study concludes that talk radio stations fail to fulfil their normative roles of ensuring that disparate
        groups participate in shaping narratives around the structure and direction of the economy. These media
        platforms are focused on advancing the interests of the business sector at the expense of the majority of
        listeners. They thus prevent ordinary citizens from participating in the shaping of the public discourse on
        economic matters.
      

    


    
      
        Notes
      


      
        1    The ‘Two-Nation’ address was made in 1998 by the then
        Deputy President Thabo Mbeki, where he addressed the severe social and material divides facing South Africa
        (National Assembly 1998).
      


      
        2    Although Cape Talk and Radio 702 are two
        distinct stations, they have a few programmes that are simulcasts, including the business programme which this
        study looks at. As a result, for the purposes of this chapter, they are considered as one entity.
      


      
        3    ‘State capture’ in the South
        African context refers to allegations of corruption and fraud in the public sector, including specific organs
        of state. A Judicial Commission of Inquiry into State Capture was set up in January 2018. During the hearings,
        it came to the attention of the public that some ‘rogue’ elements in the media enabled the state capture.
      


      
        4    According to Andersen, ‘Stratcom was a group within the
        apartheid government that was specifically tasked to create and carry out disinformation campaigns’ (Andersen
        2018).
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      Introduction


      
        Our aim in this chapter is to examine the gatekeeping processes that take place on radio talk shows and provide
        insights on these intricate processes and the role of the producer who is responsible for putting together
        these shows. The chapter focuses on Radio 702, one of the biggest talk radios which broadcasts from
        Johannesburg in South Africa. This station was chosen for its popularity and its robust talk show programmes.
        As such, it was the one most likely to yield information, clarifying the research questions posed in this
        chapter. Because of its popularity, it is no wonder that the station prides itself as the ‘number one news and
        talk show station.’ It broadcasts from Johannesburg, South Africa’s economic hub and the most populated
        cosmopolitan city in the country with people from different language, social, and economic backgrounds from
        across the world, although it mostly caters for affluent middle-class citizens. Radio 702’s flagship
        talk shows include the morning drive, mid-morning drive, and afternoon drive shows.
      


      
        Talk shows have become very popular in countries such as South Africa, which is a highly media-rich nation with
        a diverse media landscape. The media in South Africa are also seen as thriving because they are less restricted
        and, in this way, can play an important role in bringing important issues to the attention of the public
        (Motsaathebe 2011a; Motsaathebe 2019). As is
        the case across the continent, radio remains one of the most important media for public discourse, for it
        replicates and extends the already existing predominant oral culture which forms the base of the society
        (Hungbo 2008). Radio is particularly popular in Africa for the following reasons: Its flexibility, its low
        costs, and the spoken word. In South Africa, the latest figures from the Broadcast Research Council of South
        Africa (BRC) show that, from May 2018, 91% of South Africans listened to the radio every week, which
        corresponds to 35.8 million listeners (Beham 2018).
      


      
        The research also indicates that South Africans listen to the radio for an average of 3 hours 43 minutes per
        day, 73% of them via radio, followed by 36% via smartphones (Beham 2018). According to the study, listening to the radio usually happens at home, where 87% listen to
        the radio, whereas only 31% listen to the radio in the car. These statistics demonstrate
        the popularity of radio and, at first glance, give a picture where the mass-mediated public dialogue has real
        chances of flourishing and where a significant portion of the population can partake easily. What is equally
        significant for researchers is the number of South Africans accessing the radio through smartphones – a
        development pointing to the increasing convergence between radio and digital media technologies.
      


      
        As a result of the latter, emerging studies on radio and African public spheres have been celebrating the
        emergence of ‘participatory cultures’ that converged radio can potentially inculcate, which – unlike the
        printed press – are potentially organic, bottom-up, and democratic (Tsarwe 2018; Chiumbu 2014; Mudhai 2011; Moyo 2012). The eulogy around the power of radio to
        foster an accessible public debate has been rising in tempo since the era of rapid integration between the old
        media and the new digital media technologies. Indeed, given the very high penetration of digital media
        technologies such as mobile phones and the internet in South Africa, such excitement is justifiable. For
        example, while it might have been difficult in the past for radio listeners to access radio studio discussions,
        as it required ownership of a radio receiver and a landline for studio calls, the rapid boom of mobile phones
        and the internet has made access to radio debates much more possible to many people (Tsarwe 2018, 2014).
      


      
        Talk radio has been at the forefront of facilitating debates on issues of public interest. The live shows
        produced by talk radio stations have become very popular with listeners, especially as they are often able to
        call in and air their views. Hence, Hutchby (2001) suggests that such phone-in shows are part of the
        Habermasian public sphere. However, as the production of these shows involves intricate processes, it has
        become important to examine what goes on in the live radio production that may militate or facilitate public
        participation in radio debates. These issues form the basis of enquiry for this chapter. Thus, the chapter
        seeks to assess the extent and manner in which audience participation may be stifled by the often elaborate and
        ‘behind the scenes’ gatekeeping processes to understand how digital technologies are used to enhance or stifle
        audience engagement. Below are the specific research questions that the chapter addresses:
      


      
        	RQ1: To what extent is audience participation in converged radio stifled?


        	RQ2: How significant is the gatekeeping process?


        	RQ3: To what extent are digital technologies used to enhance audience engagement?

      


      
        The following section provides more context focusing on relevant literature, including the theoretical aspects
        that underpin the issues raised in this chapter before explaining the method of data collection.
      

    


    
      Literature review


      
        The importance of the gatekeeping process has been highlighted in previous studies (Dori-Hacohen 2012; Enli 2007). In particular, Enli (2007: 47) observes that ‘the [audiences] are not guaranteed to get their
        messages aired as the moderator selects and rejects messages according to the editorial policy and thus
        functions as a classic “gatekeeper.”’ In Uganda, Mwesige (2009) found conflicting results with reference to radio as a democratic space. On the one hand,
        radio creates an imperfect public sphere that peddles misinformation and distortions, invites an adulterated
        debate that excites and inflames rather than informs, and also gives the public the illusion of influence. On
        the other hand, such a space is a sort of public sphere, nonetheless, for it carries out dialogue and debate on
        collective public problems and policy, challenges holders of official power into public accountability, and
        also sends feedback upward to the political system. In Australia, Fitzgerald and Housley (2007) argue that talkback radio can be regarded as engendering
        Benedict Anderson’s ‘imagined community’ (Anderson 1991), but also that sometimes this community is seen or treated by the host and others as a
        (political) public.
      


      
        In South Africa, fewer studies have tried to understand the structural implications of converged radio
        newsrooms, with a particular focus on the qualitative nuances of the contexts that enable and constrain live
        radio production and reception despite the enabling conditions created by digitisation. However, a few seminal
        studies around this area can be singled out. Chiumbu (2014)
        focuses on how digital media technologies are opening up new spaces for community radio in South Africa that go
        beyond geography and community of interest to embrace trans-local and diasporic communities. She argues that
        digital media technologies are expanding the notion of ‘community’ beyond the local so that there is virtual
        connectivity between the local and the ‘foreign.’ In another study, also framed within the notion of community,
        Chiumbu and Ligaga (2013) find that converged
        community radio is inculcating a sense of ‘community’ and belonging even among strangers. This shared symbolic
        commonness is strengthened by the ability of communities to go beyond differences. In another study on a
        community radio station, broadcasting in a rural community, Tsarwe (2014) finds that this converged community radio station is giving
        voice to marginalised communities in South Africa, albeit littered with varying levels of restraints such as
        poverty and language constraints (Tsarwe 2014). Writing on
        commercial radio in South Africa, Bosch (2011) argues that commercial radio is often characterised by the interpellation of citizens as
        consumers with a fair amount of ‘frivolous’ or entertainment directed talk, even though, to a large degree, the
        audience also engages in a more structured discussion and debate on relevant socio-political issues.
        Nonetheless, gatekeeping is seen as a serious process that restricts what goes on air, and this is the
        contribution that this study wants to make to this literature. As Enli (2007) observes, the moderator selects and rejects messages according to the editorial policy, and
        thus functions as a classic ‘gatekeeper.’
      


      
        While these studies are ground-breaking in terms of exploring the nature of public spheres created by a
        converged community radio station, they do not tell us much about what really goes on in a converged newsroom
        during public discussions. This is what the present chapter sets out to explore, using interviews with producers. There is a need for empirical research on how digital media
        technologies are changing South African newsroom practices both at the level of radio production and on the
        quality of journalistic interactions with media consumers. This study can be contextualised within a background
        where African media institutions face both challenges and opportunities around whether, when, and how their
        existing and potential audiences can utilise new platforms such as mobile phones. In addition, such debates
        arise within the context of debates on how media can best serve democracy in a continent where democratic
        deepening seems to have eluded the hopes of many. Therefore, the increasing appropriation of mobile phones
        provides immense opportunities for expanding connectivity and dialogue (Tsarwe 2016), while at the same time enabling a transition to more diverse
        voices in news production through the use of interactive digital media technologies. The possibility of digital
        media in fostering such live engagements has been questioned in this chapter because of the power wielded by
        institutional policies and studio producers to filter the content – a practice aptly described by others as
        ‘gatekeeping’ (Schudson 2003; 2000; Janowitz
        1975) – in ways that may work against a free
        and organic public debate.
      

    


    
      The public sphere theory and South African
      radio


      
        Despite suffering a range of criticisms from various quarters involved in research around the notion of
        deliberative democracy (cf. Mouffe 2009; Fraser 1992; Santos 2012), Habermas’s
        seminal essay continues to hold sway in research and practice (Habermas 1989). Habermas’s conceptualisation of the public sphere takes its
        cue from a series of social changes that occurred during the 18th and 19th centuries in Britain, France, and
        Germany. This period was characterised by a growing public culture of critical political discussion fostered by
        letters and novels, as well as the flowering of discussions in coffee houses and salons, as private individuals
        debated the politics governing them (cf. Roberts
        & Crossley 2004; Calhoun 1992). These
        conditions, Habermas theorises, made possible the formation of what he regards as a bourgeois public sphere,
        ‘where a large number of middle-class men, qua private individuals came together in reasoned argument over key
        issues of mutual interest and concern’ (Roberts & Crossley
        2004: 2). Most importantly, and in the context of contemporary South Africa, the emergence of an
        independent, market-based private press and indeed private radio can be expected to foster new publics engaged
        in a critical political discussion on matters affecting the public. Whether this is indeed happening is a
        matter of contention that this chapter aims to shine a light on. The Habermasian reasoning is that the modern
        mass media such as the radio plays a crucial role by providing the space for democratic debate and interaction,
        where society participates in the formulation of public opinion. Central to Habermas’s arguments is that the
        most ideal way of fostering democracy is when people engage in some form of dialogue and debate, wherein the
        best ideas prevail.
      


      
        There are some central ideas that Habermas foregrounds as necessary for the flowering of
        democracy, which this chapter also found to be problematic in contemporary South African radio. One of these
        tenets is that of ‘equality’ in dialogue. Unfortunately, this has been one of the bases on which Habermas’s
        theory faces criticism, and which this study sets up for criticism too. For Habermas, the public sphere is
        idealised as an arena where citizens interact as equals. The veracity of his arguments might have made sense
        given the largely egalitarian European societies within which his theory was premised, and less in the South
        African contexts where inequalities are rife. Even after the abolition of apartheid, South Africa particularly
        remains one of the most unequal societies on a global scale where access to economic, political, social, and
        cultural resources remains largely in favour of the elite. Elsewhere, debates on mass media and democracy have
        also found that state authority and commercial interests exert pressure in determining the nature of discourses
        that circulate in the media as well as access to the media itself (Tsarwe 2014; Chiumbu 2014; Willems 2013; Carey 1975). Free discussions by ‘ordinary people,’ as might be provided
        in a talk show radio format, could counteract this, as material resources to access studio discussions on the
        one hand and cultural competencies on the other may make it hard to achieve equal levels of interactions and
        debates itself (Tsarwe 2014).
      


      
        As such, others have described Habermas’s ideas as representing a ‘liberal model of the bourgeois public
        sphere’ (Curran 1991: 83) with meaning only
        within European contexts where inequalities might be low compared with Africa. Other more enduring social
        divides which make an equal dialogue hard to achieve include power struggles that exist between social classes,
        the gender struggles that characterise less egalitarian societies such as South Africa, and the generally
        fragmented nature of social groups in which nuanced asymmetries define group identities and thus inevitably are
        a source for competing interests (Fraser 1992: 113).
      


      
        Another tenet is the idea of ‘rationality,’ where Habermas argues that the public sphere should ordinarily
        provide a space for rational debates where the ‘best’ ideas excel on the basis of reasoned judgement (cf.
        Calhoun 1992; Habermas 1989). His argument is that, in the public sphere, there is a possibility for
        well-thought-out and articulated ideas and that the purest ideas govern society. However, modern commentators
        view current societies as having been infiltrated and transformed by commercial interests, so that the
        18th-century book clubs that used to be a source of communication have now been replaced by
        government-sponsored public relations campaigns. Even the idea of the ‘welfare mass democracy’ has contributed
        to the blurring of differences between state and society, resulting in what has been conceptualised as the
        manufacturing and manipulation of public opinion (cf. Curran 1991; Garnham 1995; Fraser
        1992). The argument is that the modern-day public opinion is
        no longer founded on what Habermas conceptualised as a rational and collective debate, but is rather more
        shaped by the state and commercial imperatives, as these have taken a more and more central role in determining
        the nature of and access to public discourses.
      


      
         Habermas (1989) himself admits that
        his conception of the bourgeois public sphere excludes women and other social groups, but still argues that the
        bourgeois public sphere can transform from within (Held 1980; Curran 1991; Garnham 1995). The most vocal feminist critics, such as Fraser (1992), Landes (1988), and Eley (1992),
        argue that the modern public sphere excludes and marginalises women to domestic confines, arguing further that
        the growing disparity between class and race is characteristic of late capitalism which favours the
        participation of certain groups over others, especially male over female. Again, South Africa presents a
        glaring example where inequality is also based on gender, class, and race. Despite these criticisms, the theory
        of the public sphere is central to this chapter more as a lens for showing how modern public spheres are
        illusory. As Fraser puts it, those who are ‘committed to theorizing the limits of democracy in late capitalist
        societies will find in the work of Habermas an indispensable resource’ (Fraser 1992: 109).
      

    


    
      Methodology


      
        To gain a better understanding of how the gatekeeping processes work, key informant interviews involving the
        producers of popular current affairs shows were used to gather the data. The initial method planned for this
        study was newsroom ethnography, but this proved impossible due to the COVID-19 lockdown that ensued during the
        course of this study. Interview questions were e-mailed to the station as it was not possible to do
        face-to-face interviews. As a research approach that is ‘used to generate an in-depth, multi-faceted
        understanding of a complex issue in its real-life context,’ as explained by Crowe et al. (2011: 2), a case study method was thus deemed more
        appropriate for this research.
      


      
        We decided to focus on one case since research shows that a single case study enables researchers to obtain a
        more in-depth view of the problem that is investigated than multiple cases. This was considered fitting because
        a single case study does not require a large number of people to be involved, but requires people who are
        knowledgeable about the issues being investigated and, in this case, we adopted key informant interviews for
        data collection purposes. Our interviewees were senior producers involved in putting together the shows as well
        as filtering calls during a live transmission. The nature of this kind of sample means that those study
        participants were deemed adequate as key informant samples, with the emphasis on quality and not on numbers.
        Thus, the study is an information-rich case study, since it solicits views from key informants who are
        knowledgeable about the subject area.
      


      
        According to Patton (1990: 169),
        ‘information-rich cases are those from which one can learn a great deal about issues of central importance to
        the purpose of the research.’ Typically, an information-oriented sample is considered a non-probability sample
        because the sampling technique is purposive, the process involves choosing individuals that the researcher
        considers knowledgeable about a phenomenon being researched, and the information-oriented sampling, which is
        renowned for yielding a richer and deeper level of understanding of the phenomenon, is
        deemed more appropriate. The inclusion criteria required participants to be directly involved in producing
        current affairs shows and dealing directly with callers during call-in shows. The study required participants
        to provide their views regarding the screening processes, the rationale for screening, and challenges involved
        when producing these types of programmes which require audience participation on the one hand while, on the
        other hand, taking responsibility for ensuring that the views aired are those that are not detrimental to
        society and what the station stands for.
      

    


    
      Findings


      
        As indicated, the questions focused on the extent to which audience participation is stifled when calls are
        processed behind the scenes; the significance or rationale for such a gatekeeping process; and the nature of
        the role played by the gatekeepers. Gatekeepers were defined as media operators who filter what is to be
        broadcast – in this case, calls that could be put on air. It was expected that answering these questions will
        give us a good idea of whether we could talk about these shows as ‘uncensored’ or not. At the centre of the
        project is the role of radio in post-apartheid South Africa in promoting democracy and participation. We wanted
        to know how radio stations facilitate this from an internal perspective and get first-hand information
        regarding the role of the producers which, we argue, has not been fully appreciated in radio studies. Hence,
        the views of producers were deemed crucial.
      

    


    
      The importance of screening calls


      
        Participants revealed that calls are typically screened for various issues such as the quality of input to the
        issues being discussed, novelty, and relevant experience or knowledge. Thus, only those callers who can make a
        valuable contribution to the debate and those that can offer a critical perspective on the issue, as well as
        those who offer more insights from personal experience regarding the issue being raised, are likely to be
        allowed to speak on air as evidenced by the following excerpts from the interviews with show producers:
      


      
        	‘They are screened for new issues that the listeners are bringing to the discussion, novel ideas.’


        	‘We screen calls for listeners who can speak critically on current affairs issues and articulate their
        experiences on the topics discussed in the show.’


        	‘We screen callers who can alert us to issues we are not aware of, e.g. developing protests, etc.’

      


      
        Furthermore, calls are also screened for hate speech, discriminatory language, and unpalatable language such as
        immoral and other inflammatory remarks. This further shows the significance of screening calls as the
        broadcaster must abide by the broadcasting code of conduct. To the extent that producers take responsibility for the content that goes on air, it was clear that it is imperative to ensure
        that the calls are screened, as it will be a problem to let listeners say things that are contraindicated and
        try to cut them off while on air. As one interviewee puts it: ‘As producers, we cannot cut listeners off when
        they are on air. That is why the screening process is very important.’ This illustrates the importance of
        screening calls and it shows that such a process is justified. This is crucial, considering that all
        broadcasters must comply with their licence requirements and the precepts set out by the Independent
        Communications Authority of South Africa (ICASA) and the Broadcasting Complaints Commission of South Africa
        (BCCSA).
      


      
        This also indicates that the nature of the narrative in these talk shows essentially supports the views of the
        broadcasters while censoring those that are unlikely to conform. Contentious issues deemed controversial or
        those that conflict with what the radio station stands for are discarded. As a result, many views are censored,
        especially dissenting views that do not conform to what the station stands for or those that may potentially
        put the station in trouble with regulatory bodies. During the course of this study, it became clear that
        although producers may not have specific guidelines or established criteria that they use as they sift through
        the calls to decide which to use, they were extremely knowledgeable about what is permissible to put on air –
        another aspect that makes the role of the producer in these types of shows indispensable. This was also clear
        when interviewees were asked what kind of items they select and which ones they were likely to filter:
        ‘Anything goes if it advances the dialogue and conversation and contributes to a bigger, more general
        conversation likely to be debated on air,’ as one interviewee puts it. The ingenuity of the producer is again
        highlighted by another interviewee who states: ‘Producers need to be creative in how they manage the process of
        taking calls to air, so that listeners’ contributions remain authentic and that the show maintains high
        quality.’ Importantly, this highlights the central role of the producers in shaping the narrative being put
        across on their specific shows.
      

    


    
      Female versus male callers


      
        Because the media are often criticised as largely advancing the views of men, it was important to explore the
        extent of women’s participation in these kinds of programmes. In fact, the Beijing Platform for Action (n.d.) sets out as one of its strategic
        objectives the ‘increased participation and access of women to expression and decision-making in and through
        all forms of the media and new technologies of communication.’ The interviewees had the view that females were
        participating less in such programmes compared with men. As one producer puts it: ‘I find we have more male
        callers on the show that I produce.’ This was interesting but not startling, as media research has long argued
        that the modern public sphere excludes women to a great extent (cf. Fraser 1992; Landes 1988; Eley 1992). It would be interesting to research the reasons for the low
        participation of women from their perspective. Nonetheless, Motsaathebe (2009) has
        found, in another study, that some of the issues that often limit women’s participation in public parlance
        include their class and material condition. The low participation of women means that their voices are less
        likely to permeate the public sphere compared with men’s voices. This is a concern as women’s voices need to be
        heard in the same way as man’s voices are heard on public platforms. This concern has been highlighted in
        previous studies. For instance, Motsaathebe (2011b) has found that the voice and perspectives of women as sources or authorities of information
        remain largely unaccounted for in the media. Another study by Ogunleye (2005: 126) also concludes that ‘[w]omen’s voices are seldom heard,
        even when issues that directly concern them are to be discussed.’
      

    


    
      The use of digital platforms to enhance audience
      engagement


      
        The internet and its social media platforms such as Twitter, Facebook, and WhatsApp are increasingly being used
        by many media organisations to engage with their audiences. These media have become viable platforms to lobby
        an audience to tune in to certain programmes. Therefore, we wanted to understand how the producers use these
        popular media platforms to engage with their audiences in these types of programmes. It was clear that the
        radio station makes extensive use of WhatsApp, SMSs, voice notes from listeners, and Twitter. They also tweet
        questions that eventually generate responses, which they share on air: ‘We ask listeners to participate using
        relevant hashtags.’
      


      
        This shows that they are using these media platforms extensively to increase the reach and impact of their talk
        show programmes. Moreover, these internet platforms enable the listeners who are unable to call to add their
        input, thereby enlisting their voices in the public sphere. This illustrates that the advent of the internet
        and its multiple platforms including social media play a role in broadening the nature of participation,
        allowing the audience to become cocreators of mainstream media messages. This finding confirms the conclusions
        of earlier studies by Chiumbu and Ligaga (2013) as well as
        by Bosch (2011) which attest to how the commercial
        imperatives driving commercial radio co-opt audiences into the production of radio content. Therefore, while
        audiences may indeed benefit from such debates, they also provide free labour that sustains current affairs
        content production.
      


      
        Furthermore, this finding supports the assertion made by Enli (2007) who finds that using technology in this way enhances audience participation and has the
        potential to militate against audience fragmentation, as the media are now able to reach such audiences through
        the usage of multimedia platforms where they are increasingly residing.
      

    


    
      Language


      
        As South Africa is a multilingual country, it was also important to find out about the station’s language
        policy on handling incoming calls during a live studio discussion. It was very
        interesting and pleasing to find that the station does not discriminate against speakers who are unable to
        speak English, even though it broadcasts in English. The interviewees revealed that they would take calls as
        long as the presenter understands the language and can follow and translate what the caller is saying. This is
        a commendable effort at audience engagement. One interviewee relates: ‘We do not discriminate against callers
        who do not speak English. We do, however, check if the presenter is able to listen to the caller and then
        translate the comment into English.’
      


      
        The issue of languages in a multilingual society is an important one as some people’s views may be excluded
        from the public sphere merely because they lack the language skills to express themselves in the language of
        discourse. It was therefore pleasing to find that the station’s producer came up with a practical solution to
        accommodate the views of those who are not fluent in English. Such a move enriches the debates and brings about
        robust and meaningful engagement.
      

    


    
      The process of screening calls


      
        Part of this research was to gain insight into how the screening process is undertaken. From the information
        gathered, it is clear that the screening process follows a specific step-by-step process that involves several
        stages as shown in Table 14.1.
      

    


    
      Rude callers and other challenges that producers
      face


      
        As is the case with any process involving a large number of people from a diverse background and widely
        dispersed localities, the research wanted to gain an insight into the kind of challenges, if any, that
        producers experience and how they navigate them during the live transmission. Asked about their experiences of
        handling incoming calls from callers/listeners during live studio discussions, the interviewees indicated:
      


      
        
          Table  14.1  The call screening
          process
        


        
          
            
              	Stages

              	Details of the procedures involved
            

          

          
            
              	1st contact

              	Taking the call and asking what contribution the caller would like to
              make.
            


            
              	Judgement

              	Deciding whether the call is worth putting across or not.
            


            
              	Location

              	Taking down the details of the caller (name and location).
            


            
              	Briefing

              	Briefing the caller on the dos and don’ts e.g. advising them to keep their
              comments short.
            


            
              	Transmission

              	Putting through the call to the presenter on air.
            


            
              	Recall

              	The presenter engages with the caller and ultimately recaps the main points
              and thanks the contributor.
            

          
        

      


      
        Some of our listeners can be extremely entitled and demand being put on air, just by
        virtue of them calling in. Then you have moments when a listener will have a totally different view or opinion
        than your own and you need to manage this in a respectful, measured tone. Sometimes it is extremely difficult,
        though, when faced with racism, homophobia, xenophobia, or other forms of prejudice.
      


      
        They also note that there are moments when a caller is unable to make a good contribution as expected and then
        they have to rely on the presenter to handle it on air:
      


      
        When we are screening calls, this could happen, but we do not cut them off completely but rather, in a
        respectful way, tell them we will not be able to take their call or we will try to call them back. Try…
        Personally, I do not promise to call listeners back, as one never knows where the live show may go.
      


      
        This was interesting as it meant that further gatekeeping happens when the presenter uses their wit and power
        to censor the caller. There are also misleading callers who will do everything to convince the producers to put
        them on air:
      


      
        Sometimes listeners might mislead the producer on what they want to talk about and end up making a bad
        contribution on air. At this point, we rely on the presenter’s skills to either shorten the call or to respond
        to the caller who has not made a good contribution.
      


      
        It was very interesting but not startling that the caller would mislead the producer about what they would say
        on air as some callers are often desperate to air their experience or views on a particular issue, especially
        pressing issues such as those relating to service deliveries where citizens’ aspirations often fall on deaf
        ears. Additional issues that may also restrict callers from being able to go on air include time constraints,
        repetitive content and opinions of listeners, the incoherence of the caller, and poor quality of the audio.
        There are other reasons why calls may not be put through to the presenter as indicated in the following comment
        from one interviewee: ‘You have moments when a listener will have a totally different view or opinion than your
        own and you need to manage this in a respectful, measured tone.’ This comment was interesting as it highlights
        that the ideology of the media producer plays a role in the narrative that they create through their work. It
        was also an important find as it supports the assertion that the voices that permeate the public spheres are
        those that support the views of those handling them while those that are divergent are more likely to be
        censored by the producers.
      

    


    
      Discussions and
      implication


      
        The picture stemming from the findings highlights the importance of gatekeeping in the form of screening calls
        and other mechanisms used both by the producer and the presenters. The robustness of the gatekeeping process as
        adduced in the findings confirm that it leads to limited access to public participation as found in previous
        studies (Dori-Hacohen 2012; Enli 2007). The fact that gatekeeping is very much a reality complicates
        the assertion that phone-in programmes are effective public spheres. This leaves us with the question: To what
        extent, then, can we talk of these programmes as part and parcel of the Habermasian public sphere?
      


      
        These findings also bring to the fore the role of the producer in these kinds of shows which is often not fully
        appreciated. It also provides a look into the specific challenges faced by the producers as they do their work.
        Thus, the findings support the assertion that gatekeeping within media organisations does not take place in a
        vacuum but is constrained by institutional factors. This finding dovetails with previous studies which find
        that ‘participants need to master certain performance criteria in order to be selected by producers’ (Enli
        2007: 50). The findings also support the observation that
        ‘[t]he gatekeeping process leads to limited access to public participation’ (Dori-Hacohen 2012: 113).
      


      
        It is also clear that while pointing out the negative consequences of gatekeeping, the findings equally
        highlight the importance of gatekeeping as a way to strike a delicate balance between public participation and
        the best interests of the broader public as prescribed by the law and enforced through various regulatory
        bodies such as ICASA. It is clear from the views highlighted in the findings that without such gatekeeping,
        potential harm could be done – for example, through hate speech.
      


      
        Furthermore, it is clear that the media operate within economic and political structures that constrain as well
        as facilitate their operations. Although the interviewees indicate that they did not have any tacit guidelines
        when coming to their gatekeeping work, it is clear that Radio 702’s funding and social standing may
        impact the discourses it promotes. Thus, the producer–host–caller interaction takes place within a certain
        institutional arrangement. In addition, it is clear from the research findings that the producers, as
        moderators of the calls coming in and going out, occupy a very central role in shaping the discourses espoused
        in their respective shows. Thus, they have the power to determine covertly or overtly the direction of the
        programme/discourses.
      


      
        It was very pleasing to find that Radio 702 uses multimedia platforms very effectively. For example,
        listeners could send WhatsApp messages which are read on WhatsApp voice notes which are also played on air and
        discussed with studio guests. This shows that they use these media platforms extensively to increase the reach
        and impact of their talk show programmes. Moreover, these internet platforms enable the listeners who are
        unable to call to still make their contribution, thereby enlisting their voices in the public sphere. This
        illustrates that the internet and its multiple platforms, including social media, play a
        role in broadening the nature of participation, allowing the audience to become cocreators of mainstream media
        messages. By engaging audiences in this way, our finding dovetails with observations by Chiumbu and Ligaga
        (2013), Bosch (2011), as well as Enli (2007) who believe that
        using multimedia platforms such as WhatsApp is a great audience participation strategy that expands the reach
        of media organisations that go down this route and enables them to reach the fragmented audience who have found
        a new home on new media platforms.
      


      
        Furthermore, the low participation of women highlighted in the findings has implications for gender issues, as
        it means that women’s voices are still less likely to permeate the public sphere and that the voice and
        perspectives of women remain largely unaccounted for in the media (Motsaathebe 2011b; Ogunleye 2005). Thus, the
        invisibilisation of the female voice in media programmes remains a concern.
      

    


    
      Conclusion


      
        This chapter has set out to examine the gatekeeping process that takes place behind the scenes on radio talk
        shows and the role of the producer who is responsible for putting together these shows and the dynamics
        involved. We wanted to understand how radio stations facilitate this from an internal perspective. We found
        that producers are like backroom boys who play an important role behind the scene in ensuring that the content
        resonates with what the station stands for and that it is not detrimental to society, yet their role is often
        not fully appreciated. We found that even in programmes where audience participation is solicited, calls are
        still subjected to an elaborate screening process before they are put through to the presenter. The chapter
        concludes that the role of the producer in these kinds of programmes is more intense than often acknowledged.
        It was also clear that the producers at Radio 702 are fully harnessing the power of the internet
        platforms to enhance audience participation in these types of shows, enabling the audience to become cocreators
        of mainstream media messages. The role of the producers as professionals with such a huge responsibility merits
        more attention in academic studies, as they direct the nature of the discourse about critical public issues.
        Notably, the chapter highlighted the importance of gatekeeping of this nature as it found that the screening of
        calls is crucial and justified, bearing in mind that producers take responsibility and have to determine what
        goes on air to ensure that the station’s broadcast is in line with the code set out by ICASA and BCCSA.
        However, it is clear that, given the elaborate gatekeeping process, one cannot talk about these kinds of shows
        as uncensored, as they are often hailed. The chapter argued that, while this form of gatekeeping is
        understandable, it complicates the grand narrative that presents some programmes as being uncensored, since
        real issues stemming from audience participation are often stifled.
      

    


    
      Limitation


      
        As explained, we had set out to do an ethnographic study on the idea of gatekeeping at Radio 702.
        However, two weeks after securing the dates for the ethnographic work to start, the country went into lockdown
        and the station informed us that they had to cancel all face-to-face meetings and were not allowing non-staff
        members into their building. Eventually, we resorted to e-mail questionnaires. This then has implications for
        the information that the observation and direct interviews would have had.
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      15  Radio and everyday financial ritual in South Africa


      
        Luna Bergh
      

    

    
      Introduction


      
        In this chapter, I focus on the lively presentation of the RSG (Radio sonder grense – radio
        without borders) evening radio programme, Geldsake (money matters), which is a verbal version,
        elaboration, and Afrikaans translation of the daily financial and economic information on the Moneyweb website.
        In the ‘oral introduction’ to this chapter (cf. Bergh 2016a), I highlighted the conversational style and
        natural warmth and humour characteristic of the presenter, Andries van Zyl (for 11 years until his retirement
        at the beginning of 2019) and the use of multimodal metaphors (cf. Bergh & Beelders 2014) involved in the overall discourse. In
        this chapter, I profile the fascinating way in which the consistent mention of technical specialist, Sunshine
        Matlabane, together with the current bouquet of voices, and in combination with the intertextual script of
        Moneyweb, represent an everyday ritual to mostly ‘ordinary’ listeners who benefit from the information,
        perspective, peace, and restfulness that the radio programme brings.
      


      
        Moneyweb is a financial media group that focuses on ‘producing independent, high-quality investment information
        on various platforms, including the internet, radio, print, newsletters’ and events (Moneyweb n.d.).
      


      
        
          Moneyweb is the official supplier of business news to SABC radio stations SAfm and RSG. The programmes and
          crossings are broadcast live on weekdays from Moneyweb’s studios in Houghton Estate, Johannesburg… RSG
          Geldsake is the flagship Afrikaans business radio programme in South Africa.
        


        
          (Moneyweb n.d.)
        

      


      
        RSG is an Afrikaans radio service that is run by the South African Broadcasting Corporation (SABC) for
        the entire country. RSG broadcasts a wide range of content including news, talk shows, information,
        and music (Online Radio Box n.d.).
      


      
        A blended conversational analysis/multimodal translation approach (cf. Bergh 2016a) represents the lens for the
        analysis of the RSG Geldsake radio programme in this chapter. Here,
        ‘multimodality’ can be defined as ‘the use of several semiotic modes in the design of a semiotic product or
        event, together with the particular way in which these modes are combined’ (Kress & Van Leeuwen 2001: 20). Of particular importance is that
        the study fits into this approach in which communicative practice and interactivity are emphasised.
      


      
        What is especially vital to the chapter is the view of colour and movement or action as semiotic modes in
        addition to other choices such as speech and writing (cf. Bergh
        & Beelders 2014). Visual facial expressions as semiotic modes are often essential in gauging emotional
        content. Yet, in the background analysis (cf. Bergh 2016a), I argue that the voice of the said presenter
        portrays emotion adequately and appropriately in combination with his ease in respect of interpersonal,
        interview and social skills, financial knowledge, and the use of imagery. In respect of a cognitive affordance
        (cf. Bergh & Beelders 2014), this friendly voice is a
        positive affordance in providing access to information and facilitating thinking and knowledge. As a result,
        but without deliberate intention, the often harsh financial news of the day sounds more digestible and
        manageable.
      

    


    
      Problem statement


      
        Some ordinary citizens may decide to exclude financial news as part of their digital detox to simplify their
        life. The problem considered in this chapter is that it is difficult to function in a contemporary
        society, work contexts, and life in general without any knowledge of such events and decisions. This chapter
        responds to this challenge by revealing how a radio programme, Geldsake, bridges such a gap by
        functioning as an everyday ritual that brings comfort and perspective to its listeners and consumers of various
        portions of financial news to find restfulness before bedtime, amid potential global economic and financial
        uncertainty.
      

    


    
      Argument


      
        In this chapter, I am guided by ritual as an interdisciplinary field of study in exploring the cultural
        dynamics that structure every life (Bell 2009: 3). Rituals of every day refer to micro-level, small-scale practices. It is the place where
        people spend much of their lives and as such it forms the background for understanding larger-scale social
        phenomena or patterns (Scott 2009: 1). A
        great deal of the mundane is habitual, but not necessarily ritualised. Everyday rituals can describe different
        domains such as emotions, home life, time, eating and drinking, health and illness, shopping and work life,
        living spaces, and also non-places or in-between spaces (Scott 2009). In this chapter, I argue that listening to financial news and market updates in combination
        with a radio programme that provides perspective and enhances financial literacy, should be an everyday ritual
        (cf. Bergh & Cawood 2015) of the ordinary citizens who attach particular value and the attainment of
        clarity to radio programmes such as Geldsake.
      

    


    
      Links to overall themes of
      the book


      
        In contemplating the phrase ‘citizen deliberation,’ my attention is devoted to the definition of ‘deliberation’
        as a noun that can be defined as follows: (1) long and careful consideration; (2) slow and careful movement and
        thought (Waite & Hawker 2009: 238–239).
        It is specifically these aspects that tie ‘deliberation’ to the restful, ritualistic nature of this South
        African radio programme and contrast it with approaches elsewhere (Turner 2010), also concerning ‘ordinary people’ (Bergh 2016b vs Turner
        2010), as explained later in this chapter.
      

    


    
      Objective


      
        Levi-Strauss (cited in Scott 2009: 93) has argued that
        cultural practices such as eating and conversing reveal the underlying grammar of a society: The surface-level
        manifestations of the deep structures that are culturally universal. The objective of this chapter is
        to present as a grammar some of the attributes, the patterned use, and regularities of this radio programme
        that enjoys a positive social branding in its cultural subtext and takes on the conventionally polite form of
        conversation (Blum-Kulka & Hamo 2011), financial questions and answers, and clarification of financial
        terminology (cf. Carney & Bergh 2016). My grammar can be seen as both an emergent product (and as such a
        social and cultural phenomenon) (cf. Bucholtz
        & Hall 2005: 588) and a pre-existing source of linguistic and other semiotic practices.
      

    


    
      Design of the chapter


      
        In the next section, I explain the elements of my grammar of everyday financial ritual communication and its
        guiding framework to link it to the themes of this volume, namely citizenship, deliberation, and participation.
        I then link the central theme of the book – radio – to everyday ritual communication before the chapter is
        concluded.
      

    


    
      The grammar of everyday financial ritual
      communication


      
        Before the building blocks of the grammar are explained and related, I first attend to the nature of the
        grammar.
      


      
        Nature of the grammar


        
          The nature of the grammar of everyday financial ritual communication that I present here reveals the general
          properties of a grammar, in that it must be descriptive, explanatory (cf. Cumming, Ono, & Laury 2011: 9), prescriptive, and predictive
          (Bergh 2014) regarding the phenomenon under discussion. A
          grammar implies that at least the phonology, morphology, and syntax of the phenomenon must be
          described (Bergh 2014, 2016a). From my overall
          cognitive-semiotics perspective, the following premise holds, though:
        


        
          
            Grammar goes beyond formal rules of correctness. It is a means of representing
            patterns of experience… [I]t enables human beings to build a mental picture of reality, to make sense of
            their experience of what goes on around them and inside them.
          


          
            (Halliday 1985: 101)
          

        


        
          From a cognitive-semiotics perspective, with the focus on communication, Durst-Andersen (2011: 126ff) provides a suitable and helpful link in
          specifying how a grammar can give semiotic direction to static signs which cannot in themselves refer, and
          therefore need a vehicle, that is, a grammar for such a function. My grammar also has this function in terms
          of symbols of everyday ritual communication.
        


        
          The overall guiding framework (adapted from Bergh 2014, 2016b,
          2016c) for my grammar can be presented as follows:
        

      

      
        Framework


        
           
        

      

      
        Cognitive grammar


        
          Six aspects need to be kept in mind in terms of the grammar referred to as a cognitive grammar.
          First, cognitive grammar ‘fully acknowledges the grounding of language in social interaction, but insists
          that even its interactive function is critically dependent on conceptualisation’ (Langacker 2008: 8). Second, in cognitive grammar, ‘the grammar of a
          language represents a speaker’s knowledge of linguistic convention, and much of this
          knowledge resides in his [sic] mastery of linguistic expressions’ (Langacker 1987: 36). Third, within cognitive grammar, the nature of grammar
          is such that it consists of a core of prototypical linguistic units and a gradation that leads from this core
          to non-linguistic structures (Langacker 1991: 60). Linked to this point is the analysis of the core units in terms of prototypes or
          schemas (Graber 1984). Also, in cognitive
          linguistics, ‘both emotion and language are seen as complex mental systems consisting of different knowledge
          subsystems that interact in manifold ways’ (Schwartz-Friesel 2015: 157 in Bergh 2021). Lastly, given the overall framework of cognitive
          linguistics in which cognitive grammar resides (Langacker
          1987, 1991), the connection between structure and meaning, nested in usage-based linguistics – thus,
          discourse – holds.
        


        
          ‘Discourse’ in this chapter should be seen as encompassed in a sociocultural perspective that also includes
          sociolinguistics and linguistic anthropology (Bucholtz &
          Hall 2005: 586) and the intersubjective construction of identity – and my grammar – within interactional
          contexts such as shown in Figure 15.1. Related to this
          and the premises of cognitive linguistics is my expositional angle in terms of the current focus by discourse
          grammarians on ‘everyday talk in interaction’ (Cumming et al. 2011: 11; original emphasis) where
          talk in interaction ‘is seen as having a privileged position as a source of explanation for language
          structure and change.’ Although my discussion revolves mainly around instances of spoken language, the
          database should be considered to be multimodal in the sense that it involves texts and communicative events
          in which a variety of semiotic modes as means of expression are integrated into a unified whole and
          intonation, voice quality, facial expression, gesture, and posture that also play a role (Van Leeuwen & Kress 2011: 107). In focusing on discourse,
          my analysis thus concerns a multimodal discourse (Van Leeuwen
          & Kress 2011: 107) as is also revealed in Figure
          15.1. Concerning the prescriptive requirements of my grammar and the conventions reflected in it, as
          specified above, it needs to be kept in mind that
        


        
          [image: Image]


          
            
              Figure  15.1  Framework
              (adapted from Bergh 2014, 2016b, 2016c)
            

          
        


        
          
            [s]emiotic resources are the actions, materials and artefacts we use to communicate. They have a meaning
            potential that is based on their past documented or collectively remembered uses, and a set of affordances
            that are based on their possible applications. In concrete social contexts, their use is governed by
            normative discourses, though such discourses will allow different degrees of freedom in different contexts.
          


          
            (Van Leeuwen & Kress 2011: 123)
          

        


        
          The focus in this chapter is on the variety of semiotic resources that are used intersubjectively because of
          a distributed cognition in the form of financial knowledge, multimodal translation of financial news, and the
          interpretation of identity and culture.
        

      
    


    
      Ritual


      
        Ritual as an interdisciplinary field of study enables me to explore the cultural dynamics that structure every
        life (Bell 2009: 3). The study of ritual materialised during
        the 1800s in Europe as an analytical approach to explore a universal human experience. Ritual then primarily
        described religious forms and ideas. The elementary forms of the religious life by Durkheim ([1912]
        1965) is still one of the seminal works in this regard and in which beliefs and rites are differentiated. A
        ‘rite’ was defined in terms of its object, while ‘beliefs’ provided symbolic meaning to that object. After
        that, social functionalists used ritual to investigate society and social phenomena, while symbolic
        anthropologists analysed the dynamics of culture. Ritual is still a critical analytical category for studying
        culture and transects several fields of study, such as history, communication, cultural anthropology, and
        theatre studies. Today, ritual studies represents a stand-alone field of study with its own body of theory
        (Bell 2009: 14–17).
      


      
        Defining ‘ritual’


        
          From my stance, the definition of ‘ritual’ compounds the views of Bell (2009) and Rappaport (1999). Bell (2009: 19) defines ‘ritual’ as
          the habituated enactments of conceptual orientations, including myths, beliefs, creeds, and symbols. Beliefs
          may not necessarily be expressed in ritual, but whether it is a habit or not, ritual without belief is merely
          a routine. Ritual can be viewed as being either one of two basic structural patterns: As a habitual action
          which is differentiated from thought, or as the locus where thought and action become fused and where
          collective beliefs and ideals become concurrently created, experienced, and affirmed in a specific community
          context. Individuals then are socialised to the communal belief systems.
        


        
          In turn, Rappaport (1999: 24) defines ‘ritual’ as ‘the
          performance of more or less invariant sequences of formal acts and utterances not entirely encoded by the
          performers.’ Ritual can be relatively clearly recognised within the context of the sacred, but not all
          rituals designate holiness or even human activity, although it is a fundamental human social act. Animals
          also perform rituals. Rappaport (1999: 26) argues that
          ritual is a unique structure. This means that while the elements of the structure such as performance,
          invariance, and formality are not unique, the relations among them are.
        


        
          The radio programme Geldsake is communicative in that it involves dialogue, conversation, and
          questions and answers between anchors and guests. Listeners are also invited to phone in or text,
          specifically on Fridays, when the programme profiles personal finances. Answer responses are mostly in the
          form of guidance regarding phenomena or services and caution against hasty emotional decisions. Ritual
          communication is a special mode of semiotic behaviour and is a function of the relation between language and
          culture:
        


        
          
            Ritual communication is artful, performed semiosis, predominantly but not only
            involving speech, but that is also formulaic and repetitive and therefore anticipated within specific
            contexts of social interaction. Like performance, it is subject to evaluation by participants according to
            standards defined in part by language ideologies, local aesthetics, contexts of use and especially
            relations of power among participants.
          


          
            (Basso & Senft 2009: 1)
          

        


        
          Rappaport (1999) has identified five features of the
          ritual form, namely encoding by people/things other than performers; formality as decorum; formality in
          opposition to functionality; invariance; and performance. These features fit religious ritual well, but are
          not as coherent when applied to the rituals of everyday life.
        

      

      
        Everyday rituals


        
          Rituals of every day refer to micro-level, small-scale practices that take place where people spend most of
          their lives and as such form the background for understanding larger-scale social phenomena or patterns
          (Scott 2009: 1). Much of the mundane is habitual, but not
          necessarily ritualised. It therefore becomes a challenge to differentiate between ritual and routine in the
          everyday lives of people.
        


        
          Everyday rituals, as I pointed out above, can describe different domains such as emotions, home life, time,
          eating and drinking, health and illness, shopping and work life, or spaces such as workspaces, urban/mobile
          spaces, living spaces, and non-places or in-between spaces (Scott 2009). ‘Every day’ can thus be understood as a collection of focus areas or activities related to
          the everyday lives of people. Social life, at its most basic level, is about habit and includes the private
          and the personal.
        


        
          The difference between routine and an everyday ritual resides in the underlying meaning and value system
          attributed to the performance of the ritual. ‘Routine’ is understood here as a reference to functional
          repetition. For instance, the family meal is an everyday ritual where each member of a family is expected to
          gather around the dining-room table for a while to participate in a ritualised enjoyment of food and drink to
          foster communitas (feelings of cohesiveness and harmony). In contrast, the fact that we have an
          evening meal at a particular time is routine.
        


        
          Goffman (1956) calls these sets of rules
          for governing everyday life ‘rules of conduct,’ a guide for action where breaches would lead to negative
          social sanctions and an emotional upheaval. A grouping of devotees generally upholds rules of conduct, which
          leads to patterned behaviour. When an individual participates in everyday rituals, it may not be as a total
          person, but as a special self.
        


        
          There are two classes or rules, namely symmetrical and asymmetrical, which imply the power differential
          between participants. In everyday rituals, where the participants share similar obligations and expectations,
          the rule is symmetrical. Where there is a disconnection between obligations and expectations, the rule is asymmetrical. Rules governing everyday rituals can also be formal and informal.
        


        
          Goffman (1956: 476) differentiates between substance and
          ceremony, where a substantive rule guides matters that are inherently significant (like not stealing from
          people), while a ceremonial rule guides actions that have little or no inherent significance on their own
          (like conventionalised means of communication). Rules of conduct are generally organised into codes such as
          law, morality, and ethics which govern substantive rules and expressions, while etiquette dictates ceremonial
          rules and expressions. The signs that carry ceremonial messages may be linguistic, gestural, spatial,
          task-related, or part of the communication structure.
        

      

      
        The grammar of an everyday financial ritual communication and the main themes of this book


        
          The universal aspect of meaning in my grammar lies in semiotic principles and processes. In contrast, the
          culture-specific aspect lies in the application of financial knowledge over history, in specific instances of
          use (also of a visual space in the culture). This grammar of everyday financial ritual communication
        


        
          	describes a social resource and its uses in the practices of this specific, combined group; and


          	is a general grammar, because it needs to capture phenomena which are marked by diversity and
          variety.

        


        
          Because of the social definition, the starting point of the grammar of everyday ritual communication for a
          particular phenomenon is, following Kress and Van Leeuwen (2006), the question: ‘Who forms the radio group, and what are its practices – specifically
          in terms of the themes “citizenship,” “deliberation,” and “participation”?’
        

      
    


    
      Listening citizens


      
        According to Harmse (2018: 439), radio
        remains the most effective way to communicate with the largest constituent of the South African population. On
        their website, the Moneyweb community is described as follows:
      


      
        
          Moneyweb has a very loyal community on all the platforms we serve. This community comprises mainly
          high-net-worth individuals or those who aspire to be, who use the information on Moneyweb to increase their
          wealth and/or to keep current with economic, company and industry news. They rely on it for education,
          recommendations and updated information on investments, including the share market and unit trusts. All
          online services are provided free of charge.
        


        
          (Moneyweb n.d.)
        

      


      
        This description illustrates how variety and intersubjectivity among the Moneyweb
        community, including Geldsake listeners, combine and link with a distributed cognition at the base of
        my grammar in Figure 15.1.
      


      
        In the June 2020, RSG Nuusbrief (newsletter), Station Manager Magdaleen [Kruger] and the
        RSG team describe the latest rating as a silver lining of the dark COVID-19 cloud: The RSG
        rating has increased to 1.33 million listeners year on year. For all (19) stations combined, there are 37.8
        million people in South Africa that listen to the radio at any time during the week (RSG Nuusbrief 2020). Moreover, of these listeners, 46% are tuned
        in to radio for more than 20 hours per week. Altogether 73% listen via the traditional radio (RSG
        81%), 35% via their cellphone (RSG 14%), and 25% via their vehicle radio (RSG 32%). Almost
        half (48%) of RSG listeners tune in to RSG only, which means that they are very loyal
        listeners, fond of their station, take ownership, and air their views and preferences (RSG Nuusbrief 2020).
      


      
        The RSG radio programme Geldsake has 218,000 listeners from a variety of communities in
        urban, rural, and metro areas (Parsons 2020).
        Afrikaans is the home language of 93% of the Geldsake listeners and English that of 7% (Parsons
        2020). As is the case during most other RSG
        programmes, however, Geldsake guests, participants, listeners, and experts may choose Afrikaans or
        English as language of expression. In terms of gender roles, 46% of the listeners are male and 54% female
        (Parsons 2020). Age groups are represented as follows:
        15–24: 13%; 25–34: 10%; 35–49: 22%; and 50+: 55% (Parsons 2020).
      


      
        The Geldsake radio listener group mostly comprises ‘ordinary’ citizens who are interested in the
        financial news of the day, markets, and personal finances. In terms of the categorisation presented by Bergh
        (2016b), these listeners may also be ‘extraordinary,’ given their courage, perseverance, and ability to survive
        economically hard times, changes in leadership, and succession in portfolio holders. It is in this context that
        ‘identity’ can be regarded as the social positioning of self and other (Bucholtz & Hall 2005: 586) – that is, intersubjectivity in Figure 15.1.
      


      
        Related, yet also in some respects in contrast to this, are Turner’s views about how thinking about ordinary
        people and media offer insights into power, community, participation, and identity (Turner 2010). The ‘demotic turn’ for Turner (2010) describes the increasing ‘visibility’ of the ‘ordinary
        person’ in the media in the USA and Australia – in the sense of voicing themselves as talkers (rather than
        listeners) in contexts that appear to be less polite than those described here, and also more focused on
        entertainment than radio actuality and financial literacy as content. The given context, content, and listener
        identities of the Geldsake radio programme link closely with the theme of deliberation.
      

    


    
      Citizen deliberation


      
        In contemplating the term ‘citizen deliberation,’ my attention is devoted to the definition of ‘deliberation’
        as a noun: ‘1) long and careful consideration; 2) slow and careful movement and thought’
        (Waite & Hawker 2009: 238–239). Both Graber (1984) and Khalil (2000) point out how daily news comprises short items, often merely headlines. This, in turn,
        then points to the need for longer, careful considerations of news items, responses to what happens, and the
        implications of events – in a programme such as Geldsake at dusk.
      


      
        Graber (1984) and Khalil (2000) help us to realise how the news media have changed over the past few decades, but they
        also provide the stable tools that enable me to deal with variety and diversity in my grammar of everyday
        financial ritual communication: Graber from the listeners’ perspective and Khalil from a design presentation
        perspective. Both these authors do so by including schema thinking into their analyses. In my framework and
        grammar, schemas relate to prototypes as some researchers (including Graber 1984: 150) consider ‘schemas’ to be near synonyms of ‘prototypes’ in cognitive theories.
      


      
        Graber (1984: 178, 201–202) concludes that people ‘tame the
        information tide quite well,’ even though no two individuals think ‘exactly alike about all matters that have
        come to their attention.’ He explains that
      


      
        
          [i]n addition to paring down the flow of information by ignoring large numbers of stories, people use a
          processing mechanism that further reduces the amount of information needing to be stored. This mechanism is
          the schema process. It allows individuals to extract only those limited amounts of information from news
          stories that they consider essential for incorporation into their thinking. The schema process also
          facilitates the integration of new information into existing knowledge. Since news sources usually present
          the news in isolated snippets, without sufficient background, schemas allow the receivers to incorporate the
          news into a meaningful context.
        


        
          (Graber 1984: 202)
        

      


      
        Graber (1984: 150) describes schemas as ‘commonsense models
        of the life situations that an individual has experienced directly or vicariously. They contain information
        about the substantive elements usually encountered in the situation and the likely interaction of these
        elements.’ As schemas are abstractions of reality, they revolve around merely a few dimensions in news
        processing – such as causes of problems, the nature of institutions, the role played by human actors, cultural
        values, and humanistic concerns (Graber 1984: 150). Although
        I did not conduct a survey or an experiment for this chapter, I do assume that listeners to Geldsake
        approach the radio programme with similar schema dimensions – especially cause–effect linkages, given that it
        concerns financial matters.
      


      
        In Khalil’s model of news discourse grounding and text-level organisation, the terms ‘salience’ and
        ‘prominence’ characterise respectively schematic and syntactic manifestations of grounding (Khalil 2000). In this chapter, I assume that these domains and schematic
        organisation aspects are also taken into account in composing the radio programme Geldsake.
      

    


    
      Participation


      
        In addition to the listeners of a specific radio station, at least eight other people groups are also
        participating:
      


      
        Journalists, experts, columnists, and advertisers


        
          
            Moneyweb employs a core team of professional financial journalists and also sources content from a range of
            local and international high-profile freelance columnists. These journalists ensure that our editorial is
            unique. We also publish ad hoc opinion pieces from our community experts, to provide diverse views and to
            stimulate debate… A specialist in content marketing, video and events, Moneyweb offers the advertiser many
            options to engage with its high-net-worth audience and business decision-makers and investors, among
            others… The rights and privacy of those who use Moneyweb are given the utmost respect.
          


          
            (Moneyweb n.d.)
          

        

      

      
        Presenters, anchors, technical experts, and guests


        
          From Mondays to Thursdays, one presenter/anchor is the Geldsake host (mostly Ryk van Niekerk). On
          Fridays, another presenter/anchor leads the dialogue session focusing on personal finances (mostly Tinus de
          Jager). The radio programme is linked to financial radio news headlines during the day and the RSG
          programme Finansies (finances) presented by Ryk van Niekerk (and occasionally RSG
          presenter Johan Rademan) at 11:00 on Tuesdays. Listeners are invited to Geldsake during the day,
          while subscribers to the Moneyweb newsletter receive an intertextual summary of the menu of both the English
          radio programme (on another station and earlier during the day, around noon) and the Afrikaans
          Geldsake of the day. In general RSG newsletters over the past two years, the station
          manager has indicated growth in listener numbers. Geldsake has also received more air time over the
          past few years in that the programme is now 45 minutes long compared with 30 minutes in the past. Such
          changes come about in response to listener requests to RSG (Gous 2016). To my mind, it is especially the timing of
          Geldsake that contributes to its status as everyday ritual, in that it fits into the early-evening
          slot between the news and weather forecast and news headlines followed by the evening devotion.
        


        
          Geldsake presenters, anchors, and guests often mention that South Africans are emotional about money
          matters. In my view, the content of the radio programme is also grounded in empathy, as is the case in other
          everyday rituals such as personal training gym sessions (Bergh 2016c) where the move has been from reliance
          on perfect designs to client-centredness and real-life application. This holistic aspect (cf. Bergh in press) also validates a cognitive
          linguistics and grammar analysis of the radio programme, as is the case in this chapter.
        


        
          Earlier in this chapter, I described the presenters, (sound) technicians, and anchors
          of the radio programme as the technical specialist, Sunshine Matlabane, together with the current bouquet of
          voices, and in combination with the intertextual script of Moneyweb. It is in this respect that the
          colorfulness and slower movement as semiotic modes in the analysis of the programme reside. It also links the
          radio programme as a late-afternoon/early-evening visit with Moneyweb to current trends in other forms of
          everyday rituals, such as meals, where contemporary thinking emphasises a customised variety of colours and
          nutrients (as opposed to permanent strict elimination diets as necessarily the best practice for all
          individuals). In accordance with intermittent fasting and circadian rhythms, it may also be healthy to close
          off the day with such a financial perspective and then rest from money matters overnight.
        


        
          As I mentioned above, it is meaningful to compare the analyses of Graber (1984) and Khalil (2000) to the current
          practices in news consumption. One of these would be listening to podcasts of radio programmes. The
          Geldsake podcast is made available daily on the Moneyweb website. As an everyday ritual, listening
          to the radio programme is not merely routine. It can, therefore, be substituted for other everyday rituals on
          a given day, such as going to the gym, walking with your dog/s or listening to relaxing music. One of the
          ways in which the ritualistic element of the radio programme is strengthened and confirmed is its timing
          together with other everyday end-of-the-day rituals that bring closure to the day.
        


        
          Cycling is often mentioned as a competitive sport, but also a way of exercise on Geldsake. Some of
          the guidelines for being an effective indoor cycling instructor seem to apply to the design of
          Geldsake as well. Scott (2019: 57)
          argues that
        


        
          the best indoor cycling instructors get it: The workout isn’t about you; it’s about the people you’re
          coaching. Your class is an opportunity to shine a light on others and help them feel successful. It’s a forum
          for building confidence, inner strength and community… To create a vivid picture, you must add highlighting,
          shade and color through your coaching.
        


        
          Scott (2019: 57) emphasises that cycling instructors
          should use their voice as a tool, specifically by ‘using a combination of vocal tonality and cadence to
          complement your ride plan and playlist… Dynamic tonality and proper cuing rhythm ensure that riders hear your
          plan and are hanging onto every word. Variety also makes what you’re saying more interesting.’
          Geldsake does succeed in presenting colour and variety to the voices of the respective presenters
          and their dialects and idiolects. As communications science students in the 1980s, we took it as a given
          premise that a standard variety of languages is preferred on radio broadcasts. Geldsake airs
          dialects such as Namakwaland and Cape Afrikaans, which may even today still make speakers fear stigmatisation
          (Podcast 2019).
        

      

      
        Radio programme management


        
          The role of the RSG Geldsake radio programme is essential to keep the listeners informed of
          financial news, to provide perspective on such events, to help them remain emotionally strong, and to assist
          in guarding them against unsound, overly quick reactions and decisions.
        


        
          In Biblical Hebrew, one of the terms used for ‘help’ is ezer, which is remarkably rich in meaning.
          Ezer can be translated as support, yet reaches far beyond assistance (Chadwick 2019: 81),
          in that ezer is a combination of two roots that can be translated as rescue and
          strong respectively (Chadwick 2019: 81). In ancient Hebrew, the letters were initially pictures
          (Chadwick 2019: 82). The ancient picture letters for ezer were an eye, a man, and a weapon. Against
          this background, Chadwick (2019: 82) reasons that the woman as ezer could have acted as an
          early-warning system for her husband throughout history. Ezer then becomes a mighty helper and
          protector to and for her husband, someone who can expose the enemy in times of great danger and so help to
          strengthen and protect her marriage.
        


        
          Currently, researchers, practitioners, and media managers (cf. Harmse 2018) contemplate new ways of conceptualising the role of the media and specifically the radio in
          the 21st century. The ezer metaphor could provide constancy as well as renewed insight in this
          regard. In South Africa, the media does necessarily fulfil the role of warning listeners and readers of
          potential danger and pitfalls by providing information. Women do also form part of the Geldsake team
          and guests, as well as of the RSG station management. Moreover, Murray (2019: 86) points out that a mother is the emotional barometer of
          her family, the creator of atmosphere, and preserver of rituals and traditions that are peculiar to her
          family, such as, for example – in the context of this radio programme – the value of knowledge and wisdom
          amidst the predominance of entertainment in some media contexts discussed in Turner (2010) and Harmse (2018). Furthermore, a true family tradition gives the family or relatives their own identity,
          and from that identity flows certainty and safety – a firm feeling of ‘here I belong’ (Murray 2019: 86).
        


        
          Murray (2019: 86) explains that family traditions do not
          have to be extensive to be meaningful – yet need to open a small window to outsiders into the heart of the
          family. When a family gathers with yellow rice, roasted potatoes, a leg of lamb, and pumpkin fritters around
          their Sunday table, knee against knee and elbow against elbow, it is far more than a coincidental gathering.
          This sitting together creates a deep feeling of mutual cooperation which is highly valued.
        


        
          Murray (2019: 86) cautions that no tradition may ever
          exalt one family above the other. No family may exclude others from their inner circle or make them feel
          inferior. This tradition states clearly: This is our way of doing. It is not necessarily the best or the only
          way, but it is ours.
        

      
    


    
      Conclusion


      
        Some ordinary citizens may decide to exclude financial news as part of their digital detox to simplify their
        lives. It is difficult to function in a contemporary society, in work contexts, and life
        in general without any knowledge of such events and decisions, though. This chapter reveals how a radio
        programme, Geldsake, bridges such a potential gap by functioning as an everyday ritual that brings
        comfort and perspective to its listeners and consumers with various portions of financial news.
      


      
        A worthwhile future study may look more closely into contextual differences of how the media construct
        identities in terms of the cultural, the personal, the ordinary, the everyday – this also links Bergh (2016a)
        to Turner (2010) to determine how the media fulfils another
        ‘contemporary function that is closer to that of a translator or even an author of identities’ (Turner 2010: 3) in such different contexts.
      


      
        In this chapter, I considered current notions of financial news and social branding against the background of
        socio-cognitive-emotive patterns found among participants and role players in respect of the said radio
        programme. I captured these in the form of a grammar. In this way, the study contributes to understandings of
        the role that radio programmes as semiotic artefacts play in meaning construction in everyday rituals and the
        expression of identities of speech communities.
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