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Abstract 
This study on the sociological bases of radio jingles and audience 
perception focused on the strength of radio as a medium and jingles as a 
vehicle of communicating advertising messages. It underscored the 
sociological essence and influences that shaped how audience of 
Delta Broadcasting • Services [DBS] perceived these jingles aired 
through her. It concluded that environment, culture, gender, family as 
well as peer influences have great influencing power in shaping the 
perceptual frame of the audiences of DBS towards these jingles. The 
study recommended that jingles should be designed along sociological 
lines if they are to achieve their objectives optimally. 

Introduction 
Scholars have over time described radio as ubiquitous, that is being present almost 

everywhere and most times amenable to a varied kind of use, flexing itself into time and convenience. 
Arens (2002, p.527) sees it as a personal one-on-one medium which allows individual the luxury to 
listen to it alone. He equally addressed the issue of its mobility where it provides entertainment, 
information and educational values for people who are driving, walking, at home, or away from home. 
Radio according to him "is also adaptable to mood. In the morning, people may want to hear the 
news, upbeat music, or interesting chatter; in the afternoon, they may want to unwind with classical or 
easy listening music" and so on. On the average, a sizeable proportion of any population listen to 
radio, giving it a good audience percentage and with mobile phones fitted with facilities for one to 
listen to radio programming, its popularity is on the increase. In comparison to television, its main 
rival, in terms of media use, radio is said to be active as oppose to the passivity of television. 

Among its major strengths are those embedded in its reach and frequency, through, which it has 
build large audience very quickly and advertising schedule has latched on it; selectivity, where 
formatting has enabled advertisers to reach select market in terms of age, sex, ethnic or religious 
background, income group, employment categories, educational level or special interest; cost 
efficiency by providing the lowest costs per thousand, in its frequency, reach and selectivity and 
inexpensive production cost; timeliness; immediacy; local relevance and creative flexibility. On the 
areas of weaknesses are limitations of sound, segmented audience, short-lived and half-heard 
commercial as well as cluttering. For Fossard (1996, p.7) the strengths of radio lies in its appeal to and 
relying on the imagination of the listeners; it's anchoring on oral tradition;, its ability to cross time and 
space without limitation; ability to evoke images that are impossible in real life and off course its 
personal attributes. 

The limitations of radio experience according to Fossard (1996, p.7) include appealing to the ear 
alone; the listeners' accustomed usage of radio as background to their lives; offering of great 
opportunities for use of sound effects and music; limitations for demonstrations as well as its 
constraints of fleeting passage of information, hi line with the above overview of radio and its 
strengths and weaknesses, advertisers have seen it as a veritable medium for advertising. Among the 
known advertising formats identified by Arens (2002, p.424) for radio are straight announcement, 
presenter commercial, testimonial, demonstration, musical commercials (jingles), slice of life, 
lifestyle technique and animation technique. 

The Radio Jingle 
The radio jingle or musical commercial is seen by Arens (2002, p.426) as among the 
best and worst ad messages produced; it can bring successes well beyond the 
average non musical commercial on one side and can waste the advertising budget 
and annoy audience beyond belief. He notes that: Musical commercials have several 
variations. The entire message may be sung; jungles may be written with a donut in the 
middle (a hole for spoken copy) or orchestras may play symphonic or popular 
arrangements. Many producers use consistent musical themes for background colour 
or to close the commercial... Advertisers have three sources of music. They can buy 
the right to use a tune from the copy-right owner, which is usually expensive. 
They can use a melody in the public domain, which is free. Or they can hire a 



composer to write an original song. 

For Belch and Belch (2004, p.287), jingles, as an important musical element in both 
Television and radio commercials, is a "catchy song about a product or service that usually carries the 
advertising theme and a simple message". The authors above went on to assert that "jingles can be used 
by themselves as the basis for a musical commercial such as 'Diet Coke' with its old slogan of 'Just for 
the taste of it', set on a luxurious musical score". 

Following from the above, Belch and Belch (2004, p.287) argue that in "some commercials, 
jingles are used more as a form of product identification and appear at the end of the message" while 
these "jingles are composed by companies that specialize in writing commercial music for 
advertising". These jingles ensure that music and messages should be integrated so that specific needs 
would be communicated. Whatever form or shape the jingle may take, Shimp (2000, p.356) asserts that 
the objectives are "to attract attention, to convey selling points, to set an emotional tone for an 
advertisement and to influence listeners' mood". Supporting the views above, Bruner II (1990), Scott 
(1990) and Kellaris, Cox and Cox (1993) identified the variety of useful communication functions 
perform by jingles and it’s like, to include, attracting attention, putting consumers in a positive mood, 
making them more receptive to message argument, and even communicating meanings about 
advertised products. 

Vanden Bergh and Katz (1999, p.445) writing on the structure of a jingle stated that it is a 
variation of the song format, in which "a song is built around key selling points of a product". They 
noted that, more typically, "the music or song is played and then lowered in volume so that an 
announcer can read the copy for the product. The industry term for this format is a donut. What it 
represents is that radio jingles must have both words and music accompaniments. The songs must 
naturally be built around the key selling point of the product. The songs are catchy and carry the 
advertising theme and a simple message. Like all adverts or commercials, .they are intended to provide 
communication, to communicate with the audience (listeners). 

Having established that a radio jingle is intended for communication, Fossard (1996, p.4) 
argues that the aim is "not only to entertain but also to motivate positive behaviour change in the 
audience", it must possess the seven key qualities of persuasive communication namely command 
attention, cater to the heart and the head, clarify the message, communicate a benefit, create trust, call to 
action and be consistent in approach. These are equally referred to as the seven 'Cs' in 
communication. In the first instance, the jingle can only attract and hold attention by demonstrating 
how the message is relevant and useful to the listeners, by showing that it is compatible with listener's 
beliefs and by making it attractive. The issue of catering for the heart and the head is all about 
emotional involvement which helps to motivate listeners; while the messages must be clearly 
understood in order to be effective, it must have clarity. In terms of communicating a benefit, every 
message or jingle should demonstrate to listener the benefit to be gained from a change in their life 
styles, which must come through trust, experience and knowledge. The process must advocate a call to 
action and consistent as consistent repetition of the message helps listeners to understand new ideas, 
learn how to perform a new behaviour and to rehearse mentally how to act or react. 

The Frame of Perception 
Man's irrational act on less than his rational act is guided by what he thinks, what he believes, 

what he anticipates. The concept of perception is central to social marketing because of its role in the 
communication process. Me Burney and Ceilings (1998, p.208) define perception as "the process by 
which an individual responds to features in his environment which regularizes his behaviour". Carr 
(1979, p.25) defines perception as "the process of making sense out of experience, of imputing 
meaning out of experience". In other words, our perception of things we are exposed to, depend to a 
large extent, on past experiences and the meaning we attach to them. 

Perception as defined by Hebb (1997, p. 179) "is the mediating process to which sensation gives rise directly". 
McGhie (1995) sees perception as "the process of assimilation of stimuli in a  
meaningful and organized way" and by Berkowitz (1994) as the synthesis of present sensation and past 
experience and meaning which is determined by personal, social and cultural condition. Apart from social 
and cultural conditioning, to perceive means to organize impressions of the environments as part of the 
process of doing something about it and doing something about the changes we perceive. The term frame of 
reference is commonly used to indicate the kind of ground which actually influences the way in which 
perception is structured. The term includes all the factors, objective and subjective, which are brought to bear 
upon the way in which anything is perceived. More often however, it refers to a single aspect of perceptual 



ground, which is believed to influence the total structured perception. 
In perception, any object, events or situation is necessarily "sized up" in relation to something and 

whatever this something is constitute the frame of references for perceiving the object, event or situation. These 
standards constitute the frame of reference by which judgments are made and these judgments in turn 
determine the direction of behaviour. Attitudes tend to be favourable or unfavourable depending upon 
whether objects are judged in terms of frames of reference anchored at higher or lower points in the scale of 
desirability. Perception is therefore in part a matter of making judgments or discriminating about an object, 
event or situation in terms of some classification scheme. The study of perception is thus the study of the 
process of selection or discrimination. 

Nevertheless, the scholars above agreed that three obstacles present themselves. The first is the 
cognitive consistency impetus, next is advertising clutters and selective attention with cognitive responses 
sealing it up and conspiring to reduce the information processing process. The consumer or audience is social 
being and as such should not be isolated from his psychology and other social mechanism that defines his 
behaviour within a natural social context. The consumers should not be seen purely as utilitarian overly 
rational but should be viewed as a subjective whole whose decision making process and perceptual frames are 
harped majorly by the dictates of his environment. Thus, whatever evaluation we may make out of this study, 
evaluating audience perception of radio jingles on DBS radio, the influencing social context should not be 
compromised. 

From the above, perception is no doubt a complex process, but simply the T behind the scenes and 
most times quite different from what is obtainable in the real world. Ultimately, experience are formed, 
developed and sustained in a bid to build pattern. For advertising, this will help to restructure messages to 
elicit greater compliance. Keeping this in mind, Gamble and Gamble (2002, p.83) view of "perception as the 
process of selecting, organizing and subjectively interpreting sensory data in a way that enables us to make 
sense of our world" is germane to this discourse. One sure thing inherent in this discourse is that it is not 
possible to absorb and internalize all the stimuli available to one at a particular time, while for those 
internalized, perception vary significantly. Espousing this idea further, Gamble and Gamble (2002, p.84) stated 
that: 

Most probably, you found yourself switching between stimuli; thus you are aware that you 
simply cannot effectively handle or process all the sensory experiences that compete for your 
attention. Information theorists tell us that the eye can process about 5 million bits of data per 
second; they also tell us that the brain can utilize only some 500 bits per second we are 
therefore forced to identify or select those stimuli we will attend to or experience. By 
exhibiting selective perception, that is, by focusing on particular stimuli while ignoring others, 
we can create a more limited but more coherent and meaningful pictures of our world, one that 
conforms to our beliefs, expectations and convictions. 

Off course, Gamble and Gamble (2002, p.84) notes that "everything that is seen, heard, tasted, felt, or 
smelled depends on who is seeing, hearing and so on", prompting them to conclude that "perception of a 
stimuli are shaped by your loves and hatreds, your desires, your physical capabilities, your senses, your 
organizational processes, and your interpretations an evaluations of past experiences". 

Some determinants that have sociological undertones include culture and gender. Culture is a major 
determinant to how we perceive. Agreeing with this postulations, Gamble and Gamble (2002, p.86) stress that 
"whether we are judging beauty, describing snow, or evaluating a child's behaviour, our culture influences our 
assessment of reality", as individuals from "different cultures are simply trained to regard same cues 
differently; they interpret what they perceive through a cultural lens". 

Again, gender influences the interpretations of experience. Wood (1994, p.21) in her study in this 
regards conclude that "while women are categorized as emotional, men are classified as rational11 and as 
such whatever interpretation given to stimuli by men are viewed as based on rational decision making 
process unlike what they opined will come out from women who are viewed as emotional. Nevertheless, 
despite the conclusions reached, it is pertinent to assert that individual men and women can reject cultural 
perceptions and ultimately elicit changes in the behaviour of others toward them. Notedly, Gamble and 
Gamble (2002, p.89) contend that "as we widen our perceptions of each other by experiencing a greater 
variety of situations and people, our expectations for each other may be altered, and our views of what 
males and females can do may be revised as well". In all, several variables affect our perceptual process, 
constituting barriers. 

First, our perceptual sets, that is "expectations that produce a readiness to process experience in a 
predetermined way" is a major barrier. This is manifested in the realm of past experiences which no doubt 
provide us with expectations on how we see, feel, and ultimate behave towards certain things. One of 
the ways in which perceptual sets serve as a barrier is through culture. Others are motivation, education 



and professional biases. Apparently, Gamble and Gamble (2002, p.91) argue that "perceptual sets arc the 
result of unique experiences as the lessons life has taught one person is markedly different from what it has 
taught others. A second barrier is selective exposure, which is the selection of stimuli that reaffirms 
existing attitudes beliefs and values. This equally meant that we ignore or diminish the significance of 
these experiences that arc incongruent or at dissonance with our existing attitudes, beliefs and values. 
This barrier gives credence to the Individual Difference Category Perceptive Theory. It is most times 
very easy to give our attention to those things that readily identify with our predetermined mind frame, 
and will readily expose ourselves to them. A third barrier identified by Gamble and Gamble (2002) is 
selective perception and closure. Individuals choose what they want to see and hear what they want to 
hear, thus with a swirling mass of data available to them, information interpreting and digesting are done 
within the purview of beliefs, expectation, convictions and other prejudices, 

Equally, past experiences, expectations, needs and wants join forces to determine perceptions 
whose effect are strengthened by desire for closure, that is desire to perceive a complete world within our 
frame. Other identified barriers are stereotypes, first impression, Ailness, blindering and inferences. 
On the whole, the processes of discrimination or selection revolve around the kind of images registered 
in the perceptual map of the preceptor. This perceptual process follow from stimuli to attention, 
interpretation and cognition, while Batra, Meyers and Aaker (1996, p.220) suggested that the major 
determinants of the perception process are intensity, size, message, novelty, position and context when in 
the stimulus condition while information needs, attitudes, values , interest, confidence, social context 
and cognitive style are all holed up in the audience schemata. 

Cognizance of the above, these conditions must be fulfilled for audience to appropriately 
perceive ad messages, such as jingles especially within the two stages of attention and interpretation. An 
individual organizes the stimulus content into his or her own models of reality; models that may be very 
different from those of other individuals or of the sender. In so doing, the person often simplifies, 
distorts, organizes and even creates stimuli. 

Drawing from the above, radio jingle is seen to be a veritable communication tool for selling 
products and ideas well crafted in music and songs that must attract, induce, implore, influence and dictate 
actions. 

Problem Statement 
The society is a variant to how the audience perceives these stimuli. They provide a base for 

interpreting and appreciating the stimuli inherent in the jingles. The radio jingle is a double-edged sword 
that is can bring great success to a product far beyond the energies of an average commercial and can 
equally waste the advertising budget and annoys audience. These views are supported by scholars such as 
Arens (2002) Fossard (1996) and Belch and Belch (2004). Towards this end what sociological bases 
determine or shape the perceptual frame audience perception of these stimuli? 
Research Questions 

1. What is the quality of jingles aired on Delta Broadcasting Service radio? 
2. How do the respondents perceive jingles aired on Delta Broadcasting radio? 
3. What sociological factors influence the perception of the respondents on these jingles? 

Purpose 
This study is intended to draw attention to the effects that radio jingles aired on Delta 

Broadcasting Service have on the listeners. In drawing attention to these effects, the perception of the 
respondents counts as well as what sociological factors actually influence the perceptual frame of the 
respondents. The intention is to underscore these sociological factors with a view to helping producers of 
radio jingles design quality jingles that will not only meet the needs of advertisers, but also be of value 
to the consumers. 

Methodology 
In framing this study, the focus was on audience of Delta Broadcasting Service, Warri radio 

station which is based in Warri, Delta state. A survey was carried out in this regards to support or 
diffuse theoretical postulations of the influence of sociological variables on perception of radio 
jingles, while data was analyzed using the simple percentage tool. The survey analyzed responses 
from 50 respondents which cut across several demographics variables - sex, age, gender, religious 
affiliation, residential areas. However, only 43 copies of the administered questionnaire were valid for 
analysis. 

Data Presentation and Discussions 
Table 4.1: Sex of Respondents 



Sex No of respondents % of respondents 
Male 24 55.8 
Female 19 44.2 
Total 43 100 

53.8% of the respondents were discovered to be male compared to 44.2% which were female.   This 
indicates a dominant male population. 

Table 4.2: Age Distribution of Respondents 
Age Brackets No of respondents % of respondents 

16-25 11 25.6 
26-35  14 32.6 
36-45 8 18.6 
46-55 8 18.6 
56-65  2 4.6 
Total 43 100 

Table 4.3: Educational Qualification 
Qualifications No of respondents % of respondents 
a) PSLC/TT 85 19.7 
b) O/L, TC II 121 28.1 
c) ND, OND, NCE 101 23.5 
d) HND, BA, B.Tech 58 13.5 
e) PGD, MA, Ph.D 43 10.0 
f)None 22 5.1 
Total 430 100 

The distributions above present data for both age and educational status of the respondents. 
Table 4.4: Agreement on Qualify of Jingles on DBS 

Quality SA A N D SD 
% % % % % 

Attract attention 23.4 34.0 21.7 15.4 5.5 
Ability to inform 13.7 21.2 36.6 18.1 10.4 
Convey Selling point 11.8 15.4 27.7 24.6 20.5 
Influence Listeners 44.6 34.5 2.4 6.7 11.8 
Induce patronage 12.3 31.6 43.9 8.4 3.9 
Standardized 48.4 24.3 5.1 15.2 ,^7.0 

On the quality of the jingles aired on DBS radio, 23.4% of the respondents strongly agreed that the jingles aired 
on DBS radio attract attention. This is in contrast to 34.0% who simply agreed; 21.7% who are undecided; 15.4% who 
disagreed and 5.5% strongly disagreed. 13.7% strongly agreed that the jingles have the ability to inform and 21.2% just 
agreed that the jingles can inform. However a significant 36.6% were totally undecided as to the ability of the jingles to 
inform. 18.1% of the respondents disagreed while 10.4% strongly disagreed. The respondents did not significantly agree 
on whether the jingles convey selling points (USP) or not; probably they are not aware of the concept of conveying USP. 
27.7% were neutral on this; 24.5% and 20.5% disagreed and strongly disagreed respectively, with only 11.8 and 15.4% 
strongly agreeing and agreeing. 44.6% of the respondents strongly agreed that the jingles actually influence them, 
although the direction of influence is not indicated or measured. 34.5% simply agreed; 2.4% were undecided; 6.7% just 
disagreed while 11.8% strongly disagreed. 12.3% of respondents say the jingles on DBS radio have actually induced 
patronage. This number is very strong on their views. Another 31.6% simply agreed while a significant 43.9% were 
undecided on the prospects of the jingle inducing patronage for both the station and the product. On the other side, 
8.4% and 3.9% disagreed and strongly disagreed on the prospects of such jingles inducing any form of patronage, not to 
even mention sustaining same. 

On whether the jingles were standardized, 201 (48.4%) strongly agreed; 101 (24.3%) simply agreed; 21 (5.1%) 
were undecided; 63 (15.2%) disagreed while the remaining 29 (7.0%) strongly disagreed. 

Table 4.5: Responses on Liking of Jingles 
Categories No of respondents % of respondents 
Yes 36 83.7 



No 4 9.3 
Can’t say 3 6.9 
Total 43 100 

Aside the 6.9% that are neutral on whether they like they jingles or not," a significant 83.7% however agreed to 
liking the jingles compared to only 9.3% who say they do not like the jingles. 

Table 4.6: Factors that Influences Response above 
 

Factors % of Respondents 
Wordings 88.7 
Music 96.9 
Timing 61.0 
The way other people like it 90.4 
Ability of recall 72.0 
Crowded nature within time belt 38.8 

88.7% of the respondents are of the view that the wordings of the jingles are the most important factor 
that influences their likeness for their preferred jingle. Another 61.0% felt the timing actually makes 
them prefer the jingle of their choice, obviously as it does not affect their concentration in a 
programme. 96.9% pitched their tent with the music. This is not supposing as music is a key 
accompaniment of jingles. Another strong influence came from the way people like the jingles. 90.4% of 
them agreed that they were motivated towards liking the jingles because their peers loved it; 72.0% say 
the factor that influence their choice is the ability to recall the lyrics, while the least response factor was 
the crowded nature of the jingles within a particular time belt. 38.8% were in favour of this factor. 

The underling quotient inherent in these factors is that they are societal defined. The wordings of 
the music for instance has bearing with the society, advertisements laced with Nigerian and Warri street 
language is very likely to enjoy better perception that purely Queen's English brand. Same goes for the 
style and brand of music which enhances ability for recall as well as other defined factors. Among 
reasons adduced for ensuring jingles run well aside serving the communication needs of informing, of 
educating and of entertaining the populace was that they provide a base for social interaction, class 
distinction etc. 

In the table below (4.7) presents respondent's perception on the nature of DBS jingles. 

Table 4.7: Perception of Jingles on DBS 
Frame SA A N D SD 

% % % % % 
Desirable ^ToTF ^2L4 24.6 38.8 5.1 
Necessary 20.5 35.7 11.1 20.2 12.5 
Continued _Z^_

J 
__29.

2j 
39.0 _2i /

L  
2.7 

 
In table 4.7 above, the degree of agreement on the desirability of jingles aired on DBS radio by the respondents are 
strongly agree, 10.1%; Agree, 21.4%; Neutral, 24.6%; Disagree, 38.8% and Strongly Disagree, 5.1%. On whether the 
jingles are necessary 20.5% of the respondents strongly agree towards this; 35.7% simply agreed; 11.1% were 
undecided; 20.2% disagreed while the remaining 12.5% strongly disagreed. A significant 39.0% were undecided as to 
the need for jingles to continue on DBS radio. However, this compares favourable with the 29.2% and 21.7% who 
agreed and disagreed respectively. Only 7.5% and 2.7% held strong opinion on their degrees of agreement and 
disagreement. 

Finally the respondents were asked what bearing do sociological factors have on their perception of radio 
jingles on DBS radio. Significantly, 90.8% of the respondents think that a strong societal variable about the jingles is 
that they should be societally acceptable. Societal acceptability does not cleave away the issues of morals; rather it 
emphasizes the conceptual frame of what is 'mores'. Family involvement, identified by sociologists as a strong 
institution in the society that shapes the way people behave accounts for 86.9%. This compares favourably with 
cultural variables at 89.3% and environmental variable at 82.4%. The defining frames around for cultural and 
environmental variables arc the structure of the society, the cultural practice system, the dominant religious practice 
and even the geographical factors as well as their economic dispositions and political practices. No matter how 
divorced it seems to draw these variables from the frames of perception they have a way of eating in. influences from 
peer and ability to engage others account for 76% and 82% respectively. 



Table 4.8: Sociological Influences on Perception 
Factors % of Respondents 
Environmental variables 82.4 
Family involvement 86.9 
Influences from Peers 76.0 
Societal Acceptable 90.8 
Ability to engage others 82.0 
Cultural variables 89.3 

Conclusion 
Radio itself as a medium of mass communication has well defined characteristics that endear it to many across 
board and cultures. Among its notable features are portability; ability to break barrier; ability to cross time 
and space; frequency; immediacy and attracts to itself defining frames of society. People perceive the 
stimuli from radio variedly. Jingles arc about one of the dominant vehicle it employs to carry message 
across. As a major vehicle, the jingle or musical commercial is argued, could bring both success and 
failure to the production depending on use and packaging. The objectives basically as noted by Shrimp 
(2000) are to attract attention, convey selling point, set an emotional tone for an advertisement as well as 
influence listeners' mood. 

Bearing this in mind, and with the avalanche of jingles that drown the airwaves, this study 
appraised how audience of DBS radio select, organize and interpret the stimuli from the station. Jingles 
aired on DBS radio are found out to induce patronage for the product when they arc listened to even if after 
such listener might have tuned to other stations, in essence the jingles produced and aired via the 
broad-spectrum of the DBS radio are seen as qualitative to the point of attracting attention, influence 
listeners, induce patronage and are standardized. But it could be argued that if such jingles are arresting 
in that they are very well defined by the society, the respondents may well off stick to the station and enjoy 
the jingles. The jingles are desirable and necessary, while the music accompaniment is a strong index in 
perceiving the jingles. 

It thus concludes that at whatever level the audience perceives these jingle stimuli from the 
radio, the influence of society cannot be wished off. It is thus recommended that when these jingles arc 
designed for broadcast, attention should be given to these sociological variables if these jingles are to 
meet the objectives for which they were designed. 

Recommendations 
It is thus the recommendation of this study that: 

1. Radio jingles designed for public consumption should have more of cultural variables as part 
of the dominant elements since they will help to improve on the quality and degree of  
perception of such jingles. Recall that jingles are noted to double-edged in that they can 
readily bring success and at the same time destroy the product. Again, jingles are deemed 
successful based on the level of attention it can attract at any given point in time. 

2. Despite the primary focus of the radio jingle to sell the product, it must first be acceptable to 
society to optimally achieve the objective it was set to meet. Consequently, designers of such 
jingles must bear in mind the domineering roles of societal factors when shaping the message. 
In this frame too, radio jingles should not be deigned to have cross -cultural or -societal 
appeals; they should be societal- and culture-specifics. 

3. In emphasizing the societal variables, focus should be on the lyrics of the music.   This does 
not preclude the usage of foreign music in a jingle in so much as the society that it seek to 
address accepts such musical variations. 
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