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Abstract 

In Tanzania, an ongoing private media boom operates within the frameworks of media laws dating 

back to the 1970s, restricting media freedom and enabling the government to keep some control of 

what is written on certain topics. This is widely acknowledged and makes Tanzania an interesting 

subject for studies of news media confidence from an audience perspective. 

Confidence is viewed as an attitude consisting of three components: the cognitive, the emotive and the 

behavioral component. The cognitive component consists of expectations and sought gratifications, 

the emotive component is the feeling of confidence or the disappointment of a failed expectation and 

the behavioral component includes what media an individual intends to use, which should not be 

mistaken for what media an individual is actually using. 

A quantitative questionnaire in Swahili was distributed to 84 randomly selected inhabitants of Dar es 

Salaam, almost equally distributed between three areas: the lower class area Mwanayamala, the middle 

class area Kimara and the upper class area Mikocheni. After finishing the quantitative study, 9 

qualitative interviews were conducted with a representative selection of those answering the 

questionnaire. The interviews and questionnaires were conducted during November and December 

2013 and all participants were guaranteed anonymity. 

Finding truthful information, getting education and entertainment was the most frequent sought 

gratifications from media usage. Media type, language and ownership were the medium characteristics 

most evidently affecting confidence. Religion, social status and interests were the individual 

characteristics most evidently affecting confidence. 

News media confidence turns out to be more about mutual understanding between the individual 

receiver and the sending medium, than perceived accuracy and independent monitoring of power. 

Key words: Confidence, Confidence, Dar es Salaam, Journalism, Tanzania, Trustworthiness.
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1. Introduction 

Everyone wants credible information, but few reflect upon whatever that is. It might be trustworthy, it 

might be educational, it might be entertaining, it might not. How does the potential power of mass 

media manifest itself? What is motivating people to spend money and time on certain senders of 

information? What gives people so much confidence in news media content that they are willing to 

change their lives because of it? 

This study might not provide satisfying answers to those big questions, but it is a qualitative 

contribution to the understanding of what factors affect audiences’ evaluation of media confidence, an 

area of study which has been almost forgotten (Elliot 1997), despite of confidence´s fundamental role 

in audience behavior. This study will contribute by studying the case of Dar es Salaam, Tanzania. It 

will describe what factors are affecting news media confidence in areas with different social profiles in 

Dar es Salaam and how the evaluation of media differs among these. Furthermore, it will explore the 

concept of confidence and what makes people pay money and time to interact with certain 

information. 

Africa’s history of military regimes and poverty has not been an optimal environment for freedom of 

the press. However, Africa is developing both democratically and economically under unique 

circumstances which seldom fit western models of success. Tanzania was the 17
th
 fastest developing 

country of 54 African nations in 2012, according to growth of GDP, (CIA world fact book 2012) and 

Tanzania is ranked number 10 in Africa, according to Reporters without borders’ press index 2013. 

Tanzania’s mediascape does still suffer from restrictive media laws, but has during the last twenty 

years been released from a lifetime of governmental monopoly and control. Hence, Tanzania is a great 

object for studies in understanding African media circumstances, as it is clearly developing, but is not 

an isolated and extreme example. 

Concerning confidence as a field of study, it is said that confidence is all that journalism has. 

However, media confidence does not correspond with media usage, even though there is a strong 

correlation (Elliot 1997, InterMedia 2011). What affect news media confidence is hence a critical issue 

to examine further. But surprisingly, research on what affect news media confidence is sparse. 

Most confidence studies examine what media people do trust (InterMedia 2011, Weibull 2002, 

Medieakademien 2012). This study´s purpose, however, is to reveal what affects news confidence in 

Dar es Salaam, Tanzania, through audience perspectives. This, in turn, is the basis of understanding 

how people evaluate information as a whole, and news in particular. Such knowledge is useful for 

everyone trying to communicate critical information of, for example, HIV, with the intention to get 

people to listen. Such knowledge is therefore crucial to the functionality of media as a democratic 

institution. 

In other words, this study will seek answers, not only to the question of what people trust, but why.
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2. Tanzanian history and mediascape 

2.1 A cultural center 

Seaports and multicultural cities in the land now constituting modern Tanzania are thought to have 

been centers of Arabic, African and Asian trade as early as in the first century A.D. Archeological and 

historical findings witness of shared mathematical culture, and food spice traditions are still similar to 

each other. East Africans traded gold, ivory and slaves for glass, weapons, precious stones, drugs and 

spices. This was the birth of the Swahili culture which did not only exchange material goods, but also 

beliefs, practices and language with the foreign traders. Arab and Asian influences, such as the 

prevalence of Islam for example, are still present in modern Tanzania (Ekström 2010:91). 

The identities of mainland people were not bound by tribe-systems; many of the tribes Tanzanians 

identify with today were actually invented by the Germans. Instead, identity was flexible, 

interchangeable and dependent by location. As Iliffe (1979) explains about the Turu, Sandawe and 

Shambaa tribes: 

“By moving his home and adapting to a new environment a man changed his identity. 

Turu became Sandawe. Shambaa who left the mountains commonly ceased to be 

Shambaa. A people's adaptation to its environment was its civilization.” (Iliffe 1979:10) 

Before Tanzania was forged into the German colony of East Africa in the late 1800’s, the governance 

shifted between the Oman Empire and the Portuguese. During the 19
th
 century, Zanzibar was the 

center for a trade empire and the region was strongly influenced by Arabic culture. The 19
th
 century 

was also the culmination of East African slave trade, dominating the global market. Until then, most 

slaves had been shipped to Europe from West Africa (Ekström 2010:92). 

The slave trade marks the beginning of globally alienating Africans in a hierarchical division of 

civilizations. The identity of postcolonial Tanzanian politics, which emphasizes Africanization as a de-

colonialization process, shall be understood against this background of colonial racial attitudes 

(Ekström 2010:95). 

Swahili is the official language in modern Tanzania, but English is mostly used in higher education 

and the judiciary. An official policy states that all media broadcasts must be in these languages, in 

spite of the fact that there are approximately 120 tribal languages spoken in Tanzania. In 2011, the 

country accounted for 46 218 486 inhabitants (Landguiden 2013). 

2.2 From colonialism to independence 

Geographically Tanzania is like several other African countries: a desk-product drawn during the 

Berlin conference 1884-1885, in what has later been referred to as ‘the scramble for Africa’. From 

1890-1918 East Africa was a colony of Germany. Before Germany lost World War I in 1918, and as a 

consequence lost its colonies, they built the first railways, roads, schools and hospitals in Tanganyika, 

the mainland of modern Tanzania. Before the Germans, Dar es Salaam was a small royal refuge for the 

Swahili Sultan of Zanzibar, founded in the 1860’s (Brennan & Burton 2007:16). The Germans, 

however, turned Dar es Salaam from a village of 3 000 citizens in 1887, into the capital of East Africa. 

In contrast to other evolving cities along the African coast during this period, Dar es Salaam’s colonial 

expansion was not driven by private commerce. Urban growth was rather a result of German 

investment in military security and local administration (Brennan & Burton 2007:21). The Germans 

did also turn the Arabic-African trade language, Kiswahili, into a written language (Ekström 2010:92). 

The Germans did not only connect Tanzania through infrastructure and language. They also 

disconnected its people. In 1912, they began to divide Dar es Salaam into three racial zones – One 

zone for the Africans, one for the Indians and one for the Europeans (Brennan & Burton 2007:24). 

This system was kept by the British, when they took over the colony. 
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The racial separation were not only geographic, it was also obvious in schools and labor. Africans 

made the physical works, while Indians dominated the business, and the wage for the same labor 

differed according to ‘race’ (Brennan & Burton 2007:28). Even though not formalized, this division 

still influences society after independence. Most shop-keepers and big enterprises in Dar es Salaam are 

run by the Asian minority, now also including the Chinese (Ekström 2010:131). 

2.3 Post-independence Tanzania 

In 1967, six years after independence, President Julius Nyerere launched the Arusha Declaration with 

a strategy of African socialism and increased state control of economic activities (Bigsten & Danielson 

2001). Communal villages, so-called ‘Ujamaa’, were created, inspired by Marxist thoughts of 

collectiveness. Ujamaa means familyhood, and the project emphasized the recreation of traditional 

African society in order to break free from colonial heritage (Ekström 2010:97). 

Simultaneously as this ‘modernization through traditionalization’, Nyerere applied a strategy of 

breaking up the ancient tribes of Tanzania, as tribes were associated with the European’s attempts to 

alienate Africans from themselves and each other. Peasants were systematically relocated to the 

Ujamaa villages and students about to start secondary school were sent far from their homes to study, 

thus mixing with other ethnic groups and tribes. This strategy was also implemented in the military 

and in the placement of graduated teachers. To some extent, this policy is still implemented today 

(Ekström 2010:102). 

This effort to build a national consciousness appears to have succeeded. For all practical purposes, 

tribes seem not to exist and their existence is denied by the government. However, it is important to 

note that Tanzanians still tend to introduce themselves as members of specific tribes (Ekström 

2010:104). 

Tanzania received plenty of aid during Nyerere’s presidency and the development of the country was 

considered exemplary. However, in 1978 the Coffee Boom ended, the East African Community 

collapsed, the dialogue with IMF broke down and as a result: economy stagnated (Bigsten & 

Danielson 2001). Mis-governance and socialism were blamed for the stagnation, although many 

external factors were at play as oil prices multiplied by four in the 1970s, food resources were short as 

drought hit the region 1973-1974 and the Kagera war with Uganda in 1977 totally drained Tanzania on 

resources (Husain & Faruqee 1994:353). 

Tanzania did not start to recover until Nyerere’s resignation in 1985, but the country has continued to 

be one of the world’s most aid dependent, with a growing debt, even though it received significant 

debt reductions in 2001 and 2006 (Landguiden 2013). 

Even though Tanzania, like many other Sub-Saharan African countries undergoes rapid urbanization, 

it is still mainly a rural country. The independence politics of Julius Nyerere have solidified a cleavage 

between urban and rural lives, which still affects conceptions of modernity and tradition in modern 

Tanzania (Ekström 2010:98). 

2.4 Politics 

Tanzania is a union between the mainland Tanganyika and the islands of Zanzibar and Pemba. The 

islands are an autonomous unit with its own constitution, although Zanzibari law rules under the 

constitution of Tanzania (African media barometer 2012). Despite some disputes between the units 

and the war with Uganda, Tanzania has been spared from internal and regional conflicts, in contrast to 

most of its neighbors. 

Although there has been a transformation from a one party political system to a multiparty system, the 

same political party has continued to dominate – Chama Cha Mapinduzi (CCM). CCM was created in 

1977 when the only mainland party, TANU, merged with the only Zanzibar party, Afro-Shirazi. CCM 

has dominated political life since, due to its organization on village, district and regional level. It has 

also dominated in the police and the military system (Landguiden 2013). The ruling party owns 
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several newspapers, a radio station and controls the state television station, through the state. The 

major media conglomerates in the country are also owned by members of the ruling party. 

The opposition is fragmented, and therefore weak, and most high officials still identify with CCM. 

CUF has been the largest oppositional party, popular on Zanzibar, but on the mainland, it is mostly 

seen as a Muslim Zanzibar party (Landguiden 2013). However, in the election of 2010, the Chadema 

party was successful and grew from 5 to 48 mandates in the national assembly, which holds the 

legislative power represented by 357 members of parliament. 

2.5 Continuously growing different realities in Dar es Salaam 

Dar es Salaam is evolving in the direction of becoming one of the world’s mega-cities (Ekström 

2010:121), with a steadily growing population of between 3-4 million inhabitants. 

Dar es Salaam’s population includes Tanzanians from most of the country’s 120 ethnic groups, as well 

as migrants from neighboring countries, western development workers, Indians, Arabs and 

representatives from international organizations. People with different origins live side by side, 

celebrating each other’s religious holidays (Ekström 2010:121, 139). 

Their realities are very different, however, and the vast majority is too poor to be involved in the city’s 

growing range of commodities. 

The rapid growth of Dar es Salaam has been ongoing for a long time, and the growth of unplanned 

settlements, which characterized the late colonial town, were growing even faster after independence. 

There was a state program to address the housing demand and simultaneously compensate for socio-

economic gaps, but it failed due to the rapid population growth (Brennan & Burton 2007:61). As a 

result, both shanty areas such as Mwananyamala, but also middle class areas like Kimara, were 

developing unplanned with houses being built haphazardly. 

However, these different settlements are not zoned in the same way as areas were in the colonial era, 

although colonial zones still make themselves apparent. A characteristic of Dar es Salaam is how areas 

of great differentiation, shifting from upper middle class to slummy lower class, are nestling each 

other all over the city. Noteworthy, this is not necessarily always true. The ‘European zone’, 

consisting of eastern coastal areas and northern suburbs such as Oyster Bay, Masaki and Mikocheni, 

remain exclusive with mostly big houses, gardens and good infrastructure (Brennan & Burton 

2007:54). Although, of course, not only Europeans accommodate these areas today, the investments in 

buildings are extraordinarily high there and so economic gap in the city continue to grow. 

2.6 Media slowly breaking free from government control 

The Tanzanian media landscape is flourishing. In 2012 there were 736 registered newspapers, of 

which 14 are daily, 62 weekly and the rest of them published more seldom. Additionally, Tanzania 

had 26 television stations and 85 radio stations. The cost of a newspaper varied                                                                                    

between TZS 500 ($0.32) and TZS1,000 ($0.63), making them affordable to the Tanzanian population 

(African media barometer 2012). However, although freedom of speech has been strengthened in the 

Tanzanian constitution, it does not necessarily extend to freedom of the press and old legislation is still 

restricting media freedom. 

The Newspaper Act (1976) and the National Security Act (1970) are examples of such subordinating 

laws that remain, restricting media freedoms. The Newspaper Act empowers the President to ban 

foreign publications and to appoint all media chiefs. Furthermore, the Minister of Information can 

unregister any newspaper suspected of being used “for any unlawful purpose or for any purpose 

prejudicial to or incompatible with the maintenance of peace, order and good governance”. The 

National Security act empowers the President to restrict information areas, and hence to define what 

information should be made available to the public (Rioba 2008:40). 
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Newspapers were the prioritized media after independence, an arena dominated by the political 

TANU-publications Uhuru and The Nationalist. In the process of nation-building, The Nationalist was 

anti-western oriented to such an extent that the Kenyan government gave orders to deport their 

correspondent from the country (Sturmer 1998:108). 

Some private foreign newspapers were still on the market a few years after independence, before they 

were taken over by the government. Newspapers were primarily distributed in urban areas as the 

infrastructure was poor, 70 percent of the rural population were illiterate and TANU stressed that 

nationalization was best achieved through centralized media. Hence, local newspapers disappeared 

after independence, as the government, unlike its colonial predecessors, spent all supporting funds on 

newspapers in the capital (Sturmer 1998:111). 

Soon, the government realized the benefits of radio in an illiterate country. Tanganyika Broadcasting 

Corporation (TBC) was established by the British BBC during the colonial era and began to broadcast 

radio in 1956. It was formally taken over by the Tanzanian government in 1965 and Radio Tanzania 

Dar es Salaam (RTD) was established simultaneously, representing a new hub in governmental 

nation-building, education and information (Sturmer 1998:112, 115). 

For 30 years after independence the media climate was virtually constant and strictly regulated. 

Journalists were bound to play by the rules of the government if they wanted to keep their jobs, and 

censorship was commonplace. Unlike the media policy of many other African countries, the cultural 

politics of traditionalization included prohibition of broadcasting television from the mainland. 

Nevertheless, the commercial TV-station Television Zanzibar started broadcasting from the islands, in 

theory enabling mainland Tanzanians to receive the signals. Nyerere’s skepticism towards television 

shall also be understood due to his fear that this medium would only favor the urban Tanzanians, thus 

undermining the purpose of his Ujamaa politics (Ekström 2010:112). 

Even though media is no longer monopolized by government after the transition to a multi-party 

political system in 1992, self-censorship is common practice since the government has proved that it is 

prepared to arrest journalists and ban or suspend critical newspapers (Landguiden 2012, Ekström 

2010). This governmental media influence severely affects media confidence among Tanzanians 

(Carlsson & Pettersson 2004). Furthermore, many newspapers are owned by political parties and 

become significantly biased before elections (African media barometer 2012). 

African Media Barometer (2012) concludes that even though becoming less biased, media is always 

very selective in which stories they cover. ‘Sexy’, selling topics are prioritized instead of for example 

NGO issues. The Tanzanian and Zanzibar Broadcasting Corporation (TBC and ZBC) are thought to be 

in a transformation from state towards more public service broadcasting, although journalists 

frequently face technical problems due to lack of equipment. The African Media Barometer (2012) 

also expresses some concerns that state television, TBC, journalists systematically do not seem to 

attend press conferences held by government critical NGO’s after the president’s appointment of a 

new general-director. 

2.7 The newspaper boom 

The renewal of the constitution in 1992, allowing a multiparty political system, marked a paradigm 

shift in both the political and the medial arena of Tanzania. It was tightly followed by the Broadcasting 

Service Act in 1993, ending state monopoly in radio and allowing television on the mainland, thus 

making Tanzania one of the first African nations to allow commercial broadcasting. Nevertheless, the 

law has been criticized for being restrictive as it gives government right to ban journalists and 

electronic media ‘in public or national interest’ (Sturmer 1998:175-177). 

A relaxation of the government media dominance was slowly evolving as early as in 1985, when 

Nyerere resigned as president and was replaced by Ali Hassan Mwinyi. Private newspapers began to 

register in 1987, and until 1992 over 30 registrations followed (Ekström 2010:144). In the beginning 

of this new mediascape, a lot of newcomers flowed into the media market, often with little or no 

experience of running a newspaper. Business purposes were in many cases obvious, when the private 
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newspapers started to print whatever stories that sold copies. Weekly newspapers insulted the 

president, stated that landfather Julius Nyerere deserved to be slaughtered and called a female 

candidate to parliament a hooker (Rioba 2008:18). Surprisingly, these newspapers all got away with 

warnings. It was not until 1993 that the government started to ban media, but it has continued to do so 

since. The government’s treatment of media conducting investigative journalism to uncover corruption 

in the ruling party has increased in harshness, more than ever before the transition to a multi-party 

system (Rioba 2008:19).  

The independent media boom was a fact through most of Sub-Saharan Africa in the 1990’s. An unmet 

demand for information was thus met, at least partly, and this boom is certainly still ongoing, with a 

steadily increasing number of newspapers in Tanzania. Nevertheless, the statistics are unreliable. As 

earlier mentioned, of the 736 registered newspapers in 2012 all but 76 were published more seldom 

than every week (Africa Media Barometer 2012), many were irregular. Additionally, many 

publications are registered and then closed down by the government, only to appear again, with a 

different name and maybe a somewhat different layout. All in all, this makes it more difficult to get an 

overview of the actual number of newspapers in Tanzania. However, in 2005 there were 

approximately 128 active newspapers on the market (Ekström 2010:145). 

The expanding media market is raising new problems to address. Even though the state monopoly is 

broken, a private oligopoly is a fact; five conglomerates (Tanzania Standard Newspapers Ltd, Uhuru 

Publications, The Guardian Ltd/IPP Media, Habari Corporation) dominates the media market, and 

these giants are also owners of radio and television stations (Ekström 2010:156). Contradictory to the 

evolving market, the education of new journalists is under-supported. The government's interest in 

financially supporting the education has declined as it no longer gets to nominate the students 

(Ekström 2010:149). 

2.8 Habits and media usage in modern Tanzania 

The traditionally dominant media in Tanzania is oral story-telling, especially when it comes to local 

news. The exploding availability of newspapers has however expanded the reading culture (Ekström 

2010:155). 

Nevertheless, radio is the currently dominating medium among Tanzanians. Every week 91 percent 

listen to radio, 41 percent watch television and 22 percent read newspapers (Inter Media 2011). 

Newspaper reading is low compared to literacy levels of 72,9 percent in total (Landguiden 2013), and 

over 90 percent in Dar es Salaam (The government of Tanzania 2005). 

In Dar es-Salaam, media usage differs significantly from the national standard. 55 percent listen to 

radio once a week, 81 percent watch television and 55 percent read newspapers (Inter Media 2011). It 

is important to note that most newspapers are in Swahili and that these are more widely read than 

newspapers in English. Nyerere’s, for Africa, unique language politics of Swahili as a unifying 

national tongue, has also been an important contributing fact to the emergence of Tanzanian national 

media, not only available to an elite audience.
1
 Newspapers are circulating even in most rural areas, 

but they tend to come one or two days late due to poor infrastructure (Africa Media Barometer 2012). 

Radio listening is a social activity in Tanzania and an activity conducted throughout the day. Ekström 

(2010:158) concludes the frequent listening is probably interrelated to the presence of radio receivers 

in most public places. The biggest radio station in 2011 was Radio free Africa, and the biggest 

newspaper 2011 was Mwananchi, with 40 000 copies sold daily (Africa Media Barometer 2011). 

The media habits in Dar es Salaam should partly be understood in terms of an availability aspect. The 

Broadcasting Act of 1993 restricted commercial broadcasters of both radio and television to 25 percent 

of the population or five regions (Ekström 2010:157). As a consequence, most broadcasters focused on 

Dar es Salaam with the largest audience and purchasing power. 

                                                           
1
 Swahili is closer related to tribal bantu languages which are most commonly the mother tounge of 

Tanzanians, hence making Swahili easier to learn as a second language than, for example, English. 
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The mobile phone was the fastest growing medium in 2005, and in 2010 Inter Media concluded a 

household access of 62 percent. 3 percent use internet at least once a week, 9 percent in urban areas 

(Inter Media 2011). Furthermore, more recent statistics show that 12 percent of the population is 

internet users (Landguiden 2013). Internet cafés are on almost every street corner in Dar es Salaam 

and the number is steadily increasing. Nonetheless, it is important to emphasize the 88 percent, or 

more, of the population who are disconnected (Ekström 2010:127). 
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3. Theoretical framework and earlier research 

The approach relates to the field of audience research, emphasizing the audience interpretation of 

news, independent of medium, even though the field focused on print media in the 1980’s (Madianou 

2008). 

In order to understand media and news confidence as part of mass communication, it is advantageous 

to consider the confidence as an effect, thus fit it into the research of learning from news. Confidence 

is hence to be understood as an audience perception that is partly affected by credibility. Credibility is 

more of a medium characteristic, while confidence is more of an individual characteristic, but they are 

strongly interrelated (see 3.2 Concepts). Confidence is, through credibility, thus seen as a condition for 

media content to reach learning effects (McQuail 2010:509). In summary, this study will emphasize 

audience interpretation in order to understand the foundation of media confidence, which affects the 

learning potential of news. Obstructively, the concept of credibility includes some ambiguities. 

Gaziano and McGrath (1987) found that credibility had more to do with perceived 

fairness, lack of bias and good faith, rather than perceived accuracy or reliability of 

information as such. It is the quality of the source rather than the information that 

matters. (…) There remains a problem of what precisely is being measured. 

                                                                                                            (McQuail 2010:509) 

3.1 Confidence as an attitude 

My study’s theoretical framework will mainly be based on three confidence components: the 

cognitive, the emotive and the behavioral oriented. This perspective is related to what is usually 

regarded as an attitude. The attitude concept has been central in the research of social psychology, but 

has also been used to address communication and effect issues. It is suitable in order to make a more 

thoroughly analysis of confidence (Elliot 1997). 

The attitude as an occurrence is based in the essential activities and conditions distinguishable in a 

human being: thought, emotion and behavior. It is generally considered as a learned pattern resulting 

in a constant way of reacting. Simultaneously, how important each component turns out, as a part of 

the attitude, is not constant, but varies depending upon each situation (Elliot 1997). 

3.1.1 The cognitive component 

The cognitive component relates to a person’s expectations of a medium. However, all expectations 

are not relevant or reasonable to include in the concept of confidence. The cognitive component 

addresses anticipatory expectations of which gratifications a medium can offer, and which of these are 

meaningful to the individual. The cognitive component is comparable to the expectancy-value-theory 

which stresses a combination of perception and value of these gratifications in order to explain media 

usage (McQuail 2010; 426-427). An expectancy-value-theory can thus be used to understand the 

behavioral component in relation to the cognitive component, even though the model is designed to 

analyze media usage. 

This component is addressing the same issues as the uses and gratification research, but it is partly 

essentially different. Uses and gratification research cannot explain media confidence in terms of 

expectations, because there is a proven difference between the user’s expectations and the user’s actual 

benefits from media usage (Elliot 1997), where the uses and gratification research is dedicating its 

focus. Nonetheless, this study will use the term of ‘gratification’ to describe the potential meaningful 

exchange of media usage which a user could be expecting. These gratifications can be classified 

within six categories (Elliot 1997:81): 

1. General knowledge and information 

2. Identity formation 

3. Socialization and social interaction 

4. Inclusion in society 
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5. Escapism and pleasure 

6. Structuring of existence 

McQuail (2010:427) offers a more detailed list of obtained and sought gratifications:
2
 

 Information and education  Guidance and advice 

 Diversion and relaxation 

 Conversation and social exchange 

 Managing relations with others 

 Having control of media choice 

 Social attachment and avoidance 

 Filling time 

 Social learning and identification with 

role models 

 Sharing activity  Vicarious companionship 

 Framing daily activity  Value reinforcement 

 Cultural satisfaction  Emotional release 

 Identify formation and confirmation  Lifestyle expression 

 Security  Sexual arousal 
Table 3.1: Obtained and sought gratifications from media usage. 

According to these theories it is hence obvious that people seek information from news media which 

they interpret as important to events in their surroundings. This information is part of creating a 

context of purpose to their lives, and manifests the foundation of shared consciousness with fellow 

human beings, creating a platform for social interaction. In order to fulfill this social function, usage 

and perceived gratification will be affected by identity, such as religion, political sympathies and of 

course language. 

The cognitive component is more important in formal relations. 

3.1.2 The emotive component 

The emotive component relates to the special emotional quality of feeling confidence. This quality 

contains universality comparable to that of anger, happiness and calm. Nevertheless, each individual 

has its own experiences, in different versions, but there is always a lowest common denominator. 

Confidence as a feeling relates to the need of ontological security, a sense of continuity, stability and 

order in a person’s life, which define the meaning of that life (Elliot 1997:52). To feel confidence is to 

feel secure, but the emotive component also includes a negative dimension, in terms of the intense 

affective reaction resulting from failed confidence. 

The emotive component is more important in close relationships. 

3.1.3 The behavioral component 

The behavioral component relates to which media a person tends to use as a habit, and which media 

the person intends to use. A person’s actual expression of this tendency is not part of this focus. The 

expectancy-value-model corresponds with the behavioral component through this general tendency to 

use a medium in order to obtain gratifications (Elliot 1997:75). 

The probability of using a medium is dependent on the confidence, either in specific situations or as 

part of an established habit. Media confidence is supposed to affect media usage more in temporary 

situations as these raise the requirements of the individual. These situations could be the search for 

specific types of information, national emergencies or an attempt of mental escape from urgent 

troubles. An important note is that no media usage does necessarily embrace confidence; there are 

many potential causes to use a medium (Elliot 1997:53). Nonetheless, when it comes to established 

habits it is implausible that the user feel a severe discredit against the medium.  

 

                                                           
2
 McQuail presents a list of sought gratifications which includes “Social contact”, which is presented in another 

box in the same book. Here, those both boxes are merged to one. 
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3.2 Concepts 

There are three central and similar concepts which are addressed in this thesis. It is important to 

differentiate them from each other. 

News media confidence – Confidence is a condition of the individual person which is relevant to its 

environment. It is the expression of perceptions and expectations of an unknown future, and an 

approach to that assumed future. There is no confidence involved when all facts are known, then it is a 

logical conclusion. 

When using a news medium, the person can perceive confidence in the information provided. If doing 

so, the person is making a judgment, concluding that there are more benefits than risks from adopting 

this information. Naturally then, confidence is likely to change depending on what information is 

provided. However, when talking about news media confidence, every medium is generalized so that 

its information can be compared to the information of competing sources. The confidence aspect is in 

the process of adopting this information, not necessarily because it is true, but because it will benefit a 

perceiver’s purposes. 

Trustworthiness – Similar to confidence, trustworthiness of news is an audience perception. It is the 

perception of news content’s correspondence with reality. Trustworthiness is thus not an objective 

fact, it is a subjective perception. 

Trustworthiness is pre-eminently an aspect affecting news media confidence, but it does not 

necessarily lead to confidence, even though it is a good start (Elliot 1997:65). This aspect is rational in 

its character as it is part of the cognitive component. 

In summary: trustworthiness is a medium characteristic and confidence is an audience characteristic. 

Credibility – Is literally synonymous with trustworthiness (Norstedts engelska ord), but credibility is 

explained in journalistic research as something which lays with the audience (McQuail 2010:509). 

Because of this ambiguity, this study does only use credibility as a term when referring to other 

research which uses it and is considered to be something in between the medium and the audience, as 

a relationship. Nevertheless, to emphasize this study on the audience perception, confidence is the 

term most frequently used. 

3.3 Analytical model 

Maria Elliot (1997:72) provides an analytical model to analyze the cognitive component and do also 

suggest how this cognitive model and the expectancy-value-model could merge into a wider model 

(Ibid 1997:76). This wider model will be used in this study with the purpose of integrating the 

behavioral component in the analysis. For complete figure of model see appendix 2. 

The emotional component will not be analyzed because of its abstract character, but it will be 

discussed as a phenomenon. 

3.3.1 Knowledge based on experience  

Knowledge based on experience consists of media habits and interpretations of content. Media habits 

are the gate through which a person gains knowledge about a medium, thus framing the process of 

gaining knowledge (Ekström 1994:101). However, the same exposure to content will result in 

different experiences among different individuals, depending on the interpretation of the content. 

The content is interpreted in relation to ideological and cultural ‘codes’. Codes are linguistic systems 

attaching different values to the elements which constitute the content. Constructing different 

meanings of the same phenomena is one of the definitions valid to cultural differences, even inside the 

same society (Ekström 1994:105). 
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3.3.2 Knowledge through the symbolic environment 

Perceptions of media circulate in societies and social communities. These perceptions can be divided 

into three levels – general, contextual and individual (Ekström 1997:111). 

On the general level, there are perceptions which are taken for granted, mostly without being 

questioned, deeply rooted in the collective consciousness. 

On the contextual level, in turn, perceptions are determined by sociocultural values about the media 

images which are associated with specific media. The sociocultural context determines whether a 

medium is socially accepted or not, whether it is ugly or pretty (Ibid 1997:113). 

Finally, the individual level includes personal perceptions of a medium’s position and status. 

3.3.3 Derived knowledge 

The individual also has some perceptions which are neither a direct result of experience nor symbolic 

values given by society. These perceptions are conclusions, derived from own experiences and 

society’s symbols, hence not necessarily facts by themselves (Ekström 1997:115). Derived knowledge 

is thus when a known characteristic of a medium rises several new characteristics, although not related 

to reality. 

3.4 Lack of earlier research 

In 2010, InterMedia surveyed media usage in Tanzania, also researching trustworthiness of different 

information sources. The report concluded that radio (70 percent), television (55 percent) and 

government (36 percent) were the information sources most frequently found ‘very trustworthy’ by the 

audience, followed by family and friends (22 percent) and newspapers (18 percent). The report also 

concluded that media usage and media trustworthiness differed, although correlating to some extent 

(InterMedia 2011). 

Anyhow, what could be evolved from this difference is not even speculated upon in the report, and 

such qualitative research remains sparse. Maria Elliot (1997:5) even states that there is no such earlier 

research and that media confidence among audience´s almost does not exist as an area of research. 

However unintentionally, InterMedia’s survey touches some of the issues stressed in this study´s 

theoretical framework, as factors of news media confidence. 

Although not set in relation to the results of trustworthiness or any discussions of confidence, the 

report concludes that 59 percent of the population discusses news with others weekly, and 25 percent 

daily. 44 percent ask other people for advice or opinion on major news stories weekly, and 15 percent 

daily. 39 percent use SMS-texting weekly to get news and 18 percent trust it as an information source. 

These results are thus witnessing the social importance of news in Tanzania (InterMedia 2011). 

3.5 Theoretical integration 

The questionnaire is constructed to capture aspects manifesting knowledge based on experience and 

knowledge through the symbolic environment and is divided into three parts – one part for each 

confidence component (see 5. Method). 

The results in this study will be analyzed and understood in relation to the theoretical framework 

presented above. The knowledge terms presented in the analytical model will be used in the analysis to 

distinguish the relations between different factors – what affects what. Figure a2.1 (see Appendix 2) 

shows a declaration containing the relations of confidence factors, and the figure can help to 

understand the analysis. These relations will otherwise be presupposed in the analytical discussion. 

Expected results, according to theory, will also be compared with actual results, found in empiricist; 

for example concerning gratifications. 
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4. Research questions 

 What factors affect which news media are credible to the news audience in Dar es Salaam? 

 What disappoints the audience in Dar es Salaam? 

 How does news media confidence manifests itself to a news audience in Dar es Salaam? 

 How do social and economic circumstances found in the upper class area of Mikocheni, the 

middle class area of Kimara and the lower class area of Mwananyamala affect news media 

confidence? 

5. Method 

The study used a combination of a quantitative and a qualitative based method during field studies in 

Dar es Salaam during November and December 2013. 30 people from each area were offered to 

answer a quantitative questionnaire. All participants were informed that their answers would be 

anonymous, and nobody was given money for participating as participation should be voluntary. If 

someone declined to participate, a reserve was asked instead, but no additional distribution was made 

if a questionnaire was not returned, leading some areas to have slightly fewer than 30 respondents. 84 

questionnaires were collected in total.  

The participants were divided into three categories of education level: one category for those who have 

finished primary school, one category for those who have finished secondary school and one category 

for those with a university degree. However, this division was secondary and did not affect the 

selection of my participants as there was no given way to make a random selection of people in 

different ages with different educational levels. Education was merely an indicator of the educational 

differences between the studied areas. 

5.1 Media selection 

Focus was the news media available in Dar es-Salaam in terms of newspapers, radio and television 

stations. The starting point was the media collocation from Ylva Ekström’s doctoral thesis “We are 

like Chameleons!” (2010; 151, 160, 168) which examined changing ‘mediascapes’ and cultural 

identities in Dar es Salaam. The collocation was then updated in consensus with a senior lecturer and 

PhD in journalism at the University of Dar es-Salaam. Newspapers published more seldom than every 

week were omitted as the low publish-frequency made potential confidence factors–like user habits, 

social context and everyday life integration–hard to compare to more frequent publications. 

This produced a selection of 70 media, although it is necessary to emphasize that this media list did 

not include all media available in Dar es Salaam as there was numerous of niched small publications. 

However, this list was constructed to include the most well-known and most widely used news media 

in Dar es Salaam containing some kind of news, although the style of presenting them could be 

essentially different. Information about owner, content, style, language and registration year of each 

medium was not provided together with the questionnaires. Only names were presented. 

For complete media selection including ownership, style and language, see appendix 1. 

5.2 Quantitative questionnaire 

Each area was divided into 6-7 ‘streets’ containing approximately 400-1 300 households each. 3 

streets were randomly selected in each area, whereas 10 households were randomly generated from the 

property lists of the local government in each street. These lists were often not up to date and hence 5 

reserves were generated for each street. The reserves were used as an alternative if someone of the first 

ten households were not to be found due to rearrangements of house numbers. Each selected 

household was the home of someone answering a questionnaire. 

The random selection was made with a random number generator, after assigning each street, house or 

person with a number so that each object had the same chance to be chosen (Esaiasson 2012:176). 
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In order to find the correct households, the local leader was given the list of selected respondents one 

week before distribution. They were then asked to assign a person with good knowledge of the 

neighborhoods to point out these households and to prepare themselves by finding out the locations in 

advance, although this did not always work out, sometimes making it more time-consuming to find 

anyone from the list. After finishing, the guide was tipped 5 000 Tanzanian shillings ($ 3) per evening, 

however, they were not told about this tip in advance if they did not ask whether the assignment would 

be involving money or not. 

Without these local guides, people would have been too difficult to locate. Family members in Dar es 

Salaam are not necessarily known in their neighborhood by their ‘real’ names, but are often referred to 

as ‘the father of Adam’ or ‘the mother of Eva’, as an example. Even the local guides had troubles 

locating some people. Nevertheless, a household was selected even if a house owner was renting the 

house to someone, or if there was a new owner. It was a person currently staying in the selected 

household who was to answer the questionnaire. 

When a list of all people staying in a household was available, a person above 18 years with the right 

to vote in national elections was randomly generated to answer the questionnaire. However, as such 

lists were not always available; a person in the household was chosen based on what people had earlier 

answered the questionnaire in that specific area, always striving to get a mix of gender and age. 

In addition to the local guide, an interpreter was always around, as some people in each area did not 

speak English. The same interpreter was used for distribution of questionnaires, during interviews and 

to translate the open answers of the questionnaires. Before starting a new phase he was well informed 

of the purpose, the questions and the terms, to facilitate the interpreting. 

The research was conducted in the evening, between 16.00 and 20.00, or in weekends, so that all 

family members could be expected to be at home. Some questionnaires were left and then collected 

later the same evening, some were collected the following day and some later, depending on when the 

respondent said he would find time to fill it in. A telephone number was left and everyone was 

instructed to call or send a text message if they needed assistance or had questions.  

The quantitative questionnaires were done before the qualitative interviews. 29 questionnaires were 

filled in Mwanayamala, 28 in Kimara and 27 in Mikocheni. 

5.2.1 Construction of the questionnaire 

The questionnaire was constructed by me in English and then translated into Swahili in dialogue with 

three English-Swahili speaking Tanzanians, one of them a PhD of journalism. The questions were 

constructed to capture dimensions of media usage showing the audience’s expectations. Questions 

about identity, individual context and functionality provided data to determine what expectations was 

held by the individual person, to place each respondent in the context of the analytical model (see 3.5 

Theoretical integration). Even though expectations do vary between individuals, it is possible to 

identify patterns (Elliot 1997:69), which the analysis did. 

Maria Elliot’s explanation of different ‘knowledges’ and components were advised in the construction 

of the questionnaire. For example Elliot (1997:73) concludes that the individual’s picture of a medium 

is founded by its practical experiences, perceptions and social context, and deductive conclusions from 

what the individual already knows about the medium. However, this theoretical understanding (more 

developed in 3.3 Analytical model) is abstract and questions should be concrete to avoid heavy and 

abstract theoretical terms (Ekström & Larsson 2010:97). Aspects identified by Elliot in the analytical 

model have hence been transcribed to something concrete. 

To capture the knowledge-based-on-experience-dimension the questionnaire specifically seeks what 

locations the respondents uses news on, in what situations, how often, what time of the day, if they 

discuss news with others, with whom, if they have been disappointed by a medium. These aspects are 

well integrated with the cognitive and the behavioral component, also important for sought 

gratifications on a cognitive level, dependent on the individual’s circumstances. 
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To capture the knowledge-through-the-symbolic-environment-dimension of respondents’ identity and 

perceptions, the questionnaire specifically seeks what political party had their vote in the last election, 

what religion they identify with, who they think own specific media, what news they are most 

interested in, what language they prefer to speak, if they think media owners try or succeed to 

influence news media content. This do also result in gratifications. 

Derived knowledge is the individual’s conclusions from knowledge based on experience and 

knowledge through the symbolic environment. It is hard to construct quantitative questions to capture 

this dimension; derived knowledge will therefore be measured through correlations between separate 

factors. For example: how does the perceived ownership of a medium affect the amount of 

experienced confidence for that medium. Actual ownership does not matter. It is rather the perception 

of ownership which has the potential of affecting the level of confidence. Questions which require 

knowledge from the respondent should generally be avoided (Ekström & Larsson 2010:97), and it is 

important to note that asking about media ownership is not a test of knowledge, in this case. There was 

always an I-don’t-know-alternative. 

The respondents of the questionnaire were given a list with the media selection of news media, and 

then asked to choose which 5 of these they had the most confidence in, and which 5 they had the least 

confidence in. The questionnaire then focused on these 10 media, asking specific questions about their 

confidence, the respondent’s habits, expectations and identity. The media they had confidence in were 

hence considered as the dependent variable, with the variation of the variable ‘confidence’, which this 

study aims to explain. After collecting all questionnaires, the media the respondent’s had confidence in 

were compared to their habits, expectations and identity. The correspondence could thereafter indicate 

what factors affected news media confidence, as these were considered independent variables, thought 

to affect confidence (Esaiasson 2012:50). 

5.3 Qualitative interviews 

From the quantitative results, there was a strategic selection of interview persons for in depth 

interviews, they were chosen on the premises of having representative perceptions of confidence 

(Esaiasson 2012:102). There were 9 interviews in total, 6 men and 3 women. 

The qualitative interviews consisted of three themes corresponding with the confidence components. 

1. The first theme tried to establish the participants’ own presumptions of circumstances 

correlating with their media usage. This was the cognitive component. 

2. The second theme emphasized values and sought examples of moments of negative feelings 

towards media. This was the emotive component. 

3. The third theme asked about a person’s media choices in extreme situations and asked what 

situations were parts of their media habits. This was the behavioral component. 

The interviews were recorded and are saved as audio files. 

5.4 Addressed dilemmas to increase validity and reliability 

Firstly, this study must be acknowledged to be an urban conditioned study. The city differs from the 

rural areas, and a significant part of Tanzania is ignored when the focus is on Dar es Salaam. Lack of 

resources to examine everything is a normal issue in research, but it is a small problem if the selection 

is well-defined and motivated (Esaiasson 2012:220). In this case, limiting the study to Dar es Salaam 

also results in benefits. As the majority of newspapers are sold there, it is easier to examine confidence 

factors in relation to newspapers in a city context. 

Secondly, questions had to be formulated in an understandable way to non-educated people; some of 

those interviewed could be expected to have some communicative problems in English. This is also 

why questionnaire was translated into Swahili. In order to accomplish understandable questions, I did 

two pilot studies–one in Sweden and one in Tanzania. To try in advance if questions are possible to 

answer and what answers they are generating do increase validity (Esaiasson 2012:242). 
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Thirdly, illiterates have been omitted from this study, even though they most likely use radio and 

television. There is primarily one reason for this: to fill in the questionnaire they would need help, and 

that help might influence the answers, making them unreliable. 

Fourthly, after starting the distribution of questionnaires, it was discovered that the governmental 

broadcasters RTD and TVT had changed their names to TBC, in accordance with the owner 

Tanzanian Broadcaster Corporation. In this thesis results are hence presented as RTD and TVT. Some 

responders filled in ‘TBC’ as a medium they had least or most confidence in. Such answers have been 

counted as ‘TVT’ or ‘RTD’, depending on what media type the respondent intended. Media mentioned 

which was not in the media selection was otherwise omitted and considered as a blank answer. 

5.4.1 Reliability 

It is problematic that some critical newspapers are not included in the media selection framing the 

questionnaire, because they have been banned by the government. Some newspapers are regularly shut 

down, shifting names, and are therefore hard to fit into a media selection. However, the qualitative 

interviews are designed to include all aspects of media confidence and do also cover these newspapers. 

There is a question specifically asking how the interviewed feels when government bans news media. 

All respondents have been visited personally to receive the questionnaire and get a presentation of the 

subject. As face-to-face interaction is greatly valued in Tanzania, this strengthened their dedication to 

answer the questionnaire, although a total of 3 people declined participation, and another 6 

questionnaires were never filled in. People not using news media have not been very interested in 

filling in the questionnaire either. It was explained that it does not matter, that only their perspective 

was important, however, in most of these cases there were other family members taking over the task. 

Therefore, the media usage can be assumed to be less frequent than concluded in this thesis. 

Some people might have been afraid of telling the truth as they did not know what a research or a 

questionnaire was; they might have thought this is a government program to register their opinions. 

Even though these tendencies could affect the result to be more government friendly, there is no 

reason to suspect this as a major issue. For every potentially controversial question in the 

questionnaire, there was an I-cannot-answer-alternative and there are housing areas in Dar es Salaam 

where you find the flags of the opposition political party. Furthermore, people on the local buses 

engage in government critical discussions. This proves that a lot of people dare to state their opinions 

in public. Anyhow, all potential controversial questions have been preceded with more neutral 

questions on the same topic to make a smooth fade to the controversial question. This increases 

reliability as respondents will be more prepared to answer the question of interest (Ekström & Larsson 

2010:98). 

Additionally, to many of the low educated people answering this questionnaire, it was their first time 

ever to fill in a questionnaire. This opened for mistakes, but if obvious mistakes were detected after a 

questionnaire was collected, the person was contacted through telephone, if possible. However, some 

people were not reachable at home at the time of collection, and did not leave a telephone number. As 

a result, some questions got fewer answers than others. This is addressed by omitting respondents 

from the results, if the respondents have not answered the specific question. 

As the questionnaire was constructed in Swahili, risks of misunderstandings were minimized as well 

as the dependency on an interpreter, in contrast to an oral survey. The questionnaire was also orally 

explained to all respondents, and a telephone number was left with the encouragement to ask us any 

questions about the questionnaire. Hence, interpretations of the questions should have good reliability. 

5.4.2 Validity 

The media selection is focusing on news media, rather than news channels. This is because all news 

media does not necessarily has a news channel. News can be very integrated into other material, 

especially on radio stations discussing ‘everything of interest‘. Hence, news media are used as objects 

to make the context concrete, which enhances validity (Ekström & Larsson 2010:97). 
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Only 30 percent of the Tanzanians live in urban environments like Dar es Salaam and the media range, 

including usage and attitude towards media, is essentially different among the rural population 

(Ekström 2010:147). This is a serious democratic dilemma. However, it is not the focus of this study. 

Nevertheless, it is important to stress that this study is only valid to the news audience of Dar es 

Salaam. If conducted in a rural environment the results would probably be different. 

Furthermore, as this research is conducted in only three areas of Dar es Salaam, it cannot claim to 

reflect the news media confidence of the whole city. However, this research can reflect the nuances of 

confidence, variations between different audience groups, and it can do so with high validity, as the 

selection of respondents is random. The random selection also allows generalizations of the results 

(Esaiasson 2012:159). 

The results from the questionnaire cannot claim to give the whole picture of news media confidence in 

Dar es Salaam, as a list with only a selection of news media is attached to the questionnaire. However, 

as using-frequencies turns out to be one of the strongest confidence factors, there is no reason to 

assume that media with small audiences should be more credible. On the contrary, by providing a list 

with the most well-known media, the range of this research is very well-defined, making the 

questionnaire more concrete. Furthermore, a limited media selection did not limit the purpose of this 

study. The purpose was not to give the whole picture of media usage and habits in Dar es Salaam. The 

purpose was to conclude why certain news media were perceived more credible than others in the 

same mediascape. A selection of 10 news media enabled a more in concentrated in depth analysis of 

this issue than all news media available. It could also be assumed that the participants were more 

familiar with the characteristics of the news media they chose, hence, making their answers and the 

results more valid (Ekström & Larsson 2010:97). 

Some of the questions in the questionnaire ask the respondents to evaluate their media habits. 

Questions of this kind are normally not advised as the respondents tend not to reflect the reality of 

their habits. However, as the theoretical framework of this study does focus on thought and perception 

affecting news media confidence, the answers will be more valid as factors of confidence than the 

respondents’ actual media habits. The actual habits are just less interesting in this context. 

Finally, the participation in the interviews was not equal in terms of gender, 3 women and 6 men were 

interviewed. This should be taken into consideration when understanding the results, but as it is only 

in the qualitative study and women are not totally omitted, the results should still be considered valid. 



Emil Hellerud 
Södertörns högskola 

20 
 

6. Results and analysis 

The overall perceived confidence in different news media are presented below to frame the coming 

analysis of which factors have covariance and why. A detailed list of media characteristics, which for 

example specifies ownership, is provided in appendix 1. 

Questionnaire results are presented in text or figures and interview results are presented in quotes. 

Figure 6.1: Percentage of questionnaire respondents who chose a medium as one of the five they have most 

confidence in. If not more than 2 respondents in a single area have most confidence in a medium, it has been 

omitted from the diagram. Answers are presented in relation to the lower class area of Mwanayamala (n = 29), 

the middle class area of Kimara (n = 28) and the upper class area of Mikocheni (n = 27). 

Figure 6.2: Percentage of questionnaire respondents who chose a medium as one of the five they have least 

confidence in. If not more than 2 respondents in a single area have least confidence in a medium, it has been 

omitted from the diagram. Answers are presented in relation to the lower class area of Mwanayamala (n = 29), 

the middle class area of Kimara (n = 28) and the upper class area of Mikocheni (n = 27). 
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Figure 6.3: Percentage of media types perceived to have most confidence in each area. Answers are presented 

in relation to the lower class area of Mwanayamala (n = 135), the middle class area of Kimara (n = 126) and 

the upper class area of Mikocheni (n = 119). Observe that ’n’ varies much because each respondent could 

choose from one, up to five, media they had most confidence in. Diagram shows total media types in each area. 

It is possible to distinguish specific media characteristics which benefit the news media confidence 

differently in different areas of Dar es Salaam. It is for example clear from figure 6.1 and 6.3, that 

media reporting in English, and daily newspapers in general, are more credible to the audience in 

Mikocheni. An explanation could be that this audience is educated to master the language and wealthy 

enough to afford the daily publications. They might even have a self-subscribed or work related need 

of more in depth knowledge on current issues which radio and television do not offer. Furthermore, 

daily newspapers are generally considered to be elite media. In a symbolic point of view, newspapers 

are therefore the logical choice for the elite of the society. 

Similarly, Kimara distinguishes itself with an audience with most confidence in television, and 

Mwanaymala’s audience has most confidence in radio (see figure 6.3). This diversion could be 

explained with the economic means required to use each medium, thus affecting user habits and hence 

the knowledge based on experience. The negative symbolic environment related to weekly newspapers 

makes it least credible of the four media types, it is however remarkably more credible to the audience 

in Kimara. This result is related to the sociocultural context included in the knowledge through the 

symbolic environment, so evidently relevant to confidence concerning weekly newspapers. The 

audience in Kimara has the economical means to afford weekly newspapers and does probably put less 

prestige in their media usage than the audience in Mikocheni. 

6.1 Confidence relevance 

Nevertheless, some media do not follow the trends identified above. Concerning these media, there 

seem to be additional factors with bigger relevance to the audience’s media confidence, factors which 

are more or less independent from the boundaries of social statuses that contextualize Mwanayamala, 

Kimara and Mikocheni. Religion is such a factor which will be analyzed in depth later (see 6.8 

Religion). It is evident that the confidence trends identified above are broken when there is a big 

difference in confidence between Muslims and Christians. 

Other confidence factors will be presented throughout this analysis. These factors seem to affect 

confidence to different extents, depending on the correspondence between individual and medium 

characteristics. This correspondence is the confidence relevance. Medium and individual 

characteristics should hence not be understood as isolated factors. Each factor stretch over both a 

medium and an individual dimension, and the correspondence determines the perceived confidence. 

Before confidence is manifested, confidence relevance determines all other factors. It is because of 

confidence relevance that there are so big differences in perceived confidence between Muslims and 

Christians. It is because of confidence relevance that the five media with most confidence (ITV, 

Mwananchi, Radio one, Star TV and TVT) have a larger audience preferring politics as one of three 

preferred topics. The importance is illustrated in figure 6.4, where the stacks for the audience’s interest 

in politics (red), with a few exceptions, get proportionally smaller as the confidence decreases. For 
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example: the audience has more confidence in ITV than in the Guardian/Sunday. The politic interest 

stack (red) is also proportionally taller concerning ITV than the Guardian/Sunday, compared to other 

interest stacks. Interest in politics has more confidence relevance than interest in development issues. 

Figure 6.4: News media respondents are most confidence in, in percentage, depending on respondents’ 

preferred news topics. If not more than 2 respondents in a single topic have most confidence in a medium, it has 

been omitted from the diagram. 

(Sports n = 37, Politics n = 26, Development issues n = 39, Entertainment n = 38, Business n = 39). 

Confidence relevance does always determine the resulting confidence when different confidence 

factors work together. The confidence relevance, in turn, is nevertheless affected by the individual’s 

characteristics. What media type an individual prefer, is for example affected by on what location the 

individual does normally use news (see figure 6.5). All individuals seem to prefer television, beside 

those travelling, who have as much confidence in daily newspapers as in television. Namely, because 

newspapers are portable media and user location can be assumed to frame actual media usage, which 

in turn is proven to be an important confidence factor. Individuals using newspapers at work also have 

more confidence in daily newspapers than individuals using media at home. One reason should be that 

you have to leave home in Dar es Salaam to buy a newspaper. 

 
Figure 6.5: Percentage of what media types (television, radio, daily newspaper or weekly newspaper) a 

respondent has most confidence in, depending on what locations the respondent use news media every month. 

(Only home n = 30, Home and other place n = 34, Work or school n = 28, Travelling n = 14) 
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6.2 Finding the truth 

All people interviewed stated that they want true information from the media. Good journalism is 

often defined as writing the story as it is, doing research, finding the truth. Lack of an obvious truth 

due to journalists’ care to give equal space to both sides of a story does actually have the potential of 

hurting the confidence. 

”Sometimes you read the newspaper and you find that: yeah, we tried to call this person 

to get the truth, but he was not reachable. Or you find they wrote: we asked the person, 

but he denies it. It was not true, but they wrote it. At the end of the day I didn’t get if it 

was true or not.” Man 31-40 years, Mikocheni (M2-TD1305) 

After this, he gives the most common example encountered during the interviews, about doubting a 

story. The example is about a politician claiming to have left a high position in a political party, 

whereas the party members later claimed the politician was never in the position he stated. The 

interviewed deliberately calls for clarification, he wants the news to claim what is likely to be true. 

”It seemed like this guy was saying the truth and that his leaders had a problem. I tried 

to relate what he said with what the party members said. So if you at least give me the 

percentage of whether to rely on whose story.” Man in Mikocheni, 31-40 years 

(M2-TD1305) 

In short, leaving someone with an unfinished story is not satisfying. 

”Everyone want the clear information, and then they give the vague information. But if 

you try to vague on the people, not writing the truth every day, they will run away. You 

can not fool the people.” Man in Mikocheni, 31-40 years (M2-TD1305) 

Hence, the same lack of confidence may occur when a story is not followed up. A man in 

Mwanayamala draws a line between news he can trust and those which he can not. If there is no 

follow up of the story, then he makes the conclusion that it was not true. 

”I will know if the news are true or not if I keep on following the same story over time, 

like for a week or month.” [Interpreter’s translation] Man in Mwanayamala, 31-40 

years (J1-TD1303)  

However, confidence does not only depend on truth. It is also perceived to be about telling a good 

story, educating the society in norms and behavior. Besides the integration between medium and 

individual characteristics, which was earlier discussed, there is also competition. Educative learning 

gratifications are an example of a factor competing with other gratifications and expectations, like 

finding true information. 

“It’s this story of how one man married 3-4 women without them knowing each other. 

So the author was trying to tell how tricky he was to make no one know who his wife 

was. But at the end of the day, all of them knew each other. It was learning. Like me, I 

am a lady, you have to take care of your husband, you have to see him as a special man 

every time so that you can live a special life. 

I am not sure if the story was true, a story is a story, but it was a good story. You can 

make a story to make people happy, to encourage people or to make someone buy a 

newspaper. But of course, truth matters a lot, if the story is true it is telling you of what 

the world is.” Woman in Kimara, 41-50 years (K1-TD1304) 

A factor, such as truth, can decrease in confidence relevance if the expectation is lost. A good story 

which is not true is likely to be more credible if the reader does not actually expect it to be true. At the 

end of the day, how to cope with truth is left for the individual to evaluate, decide and expect. 
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”Media houses want us to enjoy, to watch TV, listening, watching a movie, music, I’m 

comfortable for that, for sure. But media news… I don’t like it. Because sometimes 

they give me the wrong information. That is why I hate to watch news.” 

Woman in Mwanayamala, 20 years or younger (J1-TD1307) 

6.3 Other benefits from media usage 

”All human beings deserve to get news. They need to know what is going on. People 

are not stones, they need to hear the news, think about them and develop. So when they 

hear about people doing something somewhere else, it helps them to educate 

themselves and to do things which are important to their lives.” 

[Interpreter’s translation] Man in Kimara, 51 years or older (K2-TD1305) 

75 percent of the respondents of the questionnaire claim that they are following news as entertainment. 

However, on the lines where they have the possibility to explain the answer, some of the respondents 

who do not follow news as entertainment write that these two are incompatible. According to them, 

news are too serious to be used as entertainment, and in some cases following news seems to be 

related with a feeling of duty as a citizen. One respondent clearly reply: “I follow the news carefully 

because it is my duty when the news concerns my country”, and another: “Because religious, politics 

and the related news can not be entertainment”. 

Taking news seriously has the potential of changing a life. An interview in Mwanayamala uncovered a 

story of a man who was so inspired by the last time he used news that he claimed to have rearranged 

his life. The news was about society education, how to handle family issues, and also how to 

strengthen family economies. 

”The news was like a challenge to me, to move from the current poverty situation to a 

more well-being of the society. The news was also about growing the society in a way 

that is not against our traditions. 

After receiving the news, I have rearranged my strategy of how to handle my family 

and how to treat people around me. For example, I arranged how to educate my 

children so that they won’t be in the street like other children. 

The other strategy is to convince other people that this is a problem, having the children 

which have no clothes and no education. To convince others to see it as a problem and 

to come up with assistance to help the kids go to school, to get their basic needs.” 

[Interpreter’s translation] Man in Mwanayamala, 31-40 years (J1-TD1303) 

After reporting the truth, the second most mentioned expectation on news media in Dar es Salaam is 

education. A man in Mikocheni made the connection between confidence and meeting the expectation 

of education, describing trust as a contract between society and media: 

”I have confidence in the media because they are educating the society and the society 

have a trust in them. If media are not doing that, then the society can not trust them. If 

they never have examples, a source, never interview a person.” 

Man in Mikocheni, 31-40 years (M2-TD1305) 

Furthermore, news media is integrated into the Tanzanian tradition of education, were the elder is 

expected to advise the youngsters in whatever they do and wherever they go. 

”Media help me when advising the young ones how to live. (…) When this journalist of 

Mwana Halisi was assaulted, for example. They do the same way when someone try to 

steal. I used that news to advice my youngsters on the street not to take part in incidents 

like attacking people.” [Interpreter’s translation] Man in Kimara, 51 years or older (K3-

TD1308) 
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It is important to note that this is explained by a man who does not believe that the media are reporting 

the true news. 

”For me good journalism is all about writing the good things which educate people how 

to live with each other and doing good things. 

Mwananchi [Daily newspaper, authors note] have a good section were they provide the 

history of good and prominent people in the society, like Nelson Mandela. So people 

who were not aware of their contribution to the development of the society, they can 

read and know.” [Interpreter’s translation] Man in Kimara, 51 years or older (K3-

TD1308) 

News media can also be expected to cure curiosity, give every day survival information, for escapism, 

to educate on an international level or be used as an instrument for business. The following quotes 

illustrates this: 

”News is part of our life. We hear that things happen and I want to know the reason.” 

Woman Mwanayamala, 20 years or younger (J1-TD1307) 

”In the evening when I am going home, if I get from news that there is a problem one 

side of the road, I change my way to pass.” Woman in Kimara, 41-50 years (K1-

TD1304) 

”When I am sick, I still have to know what is going on. Then I get comfortable. I am in 

my house, but it becomes as if I have ran in the whole world.” Woman in Kimara, 41-

50 years (K1-TD1304) 

”Sometimes I can learn how to live in peace. If we can learn there is a civil war in 

another country, like Iraq, we can learn to avoid it in our country.” Woman in Kimara, 

21-30 years (K2-TD1301) 

”Sometimes I buy phones on e-bay from America to sell them to people here in 

Tanzania, so I want to know the Tanzanian currency in relation to dollar, in order to 

make a good business.” Man in Mikocheni, 21-30 years (M1-TD1303) 

All in all, this study can identify 10 gratifications sought by the news audience of Dar es Salaam, some 

of them are in line with what was expected in the theoretical frames of the cognitive component, some 

of them are new. 

1. True and trustworthy information (expected) – Was the number one gratification sought by all 

responders. 

2. Education, knowledge of norms and behavior (partly expected) – Was the second most 

mentioned gratification. This includes media as a tool to help people reflect on their 

surroundings and inspire them to change their lives. In the context of a fast developing Africa, 

this inspiration could be especially important to the economically poorer audience, in which 

people every day take the first steps out of poverty. 

3. Advice (partly expected) – On decisions in life and as a source of identifying what issues 

elders should advice youngsters on. 

4. Entertainment (expected). 

5. Escapism (expected). 

6. Relaxation (expected). 

7. As a tool for doing business (not expected).  

8. Keep up to date (expected) – Could also be described as ‘inclusion in society’. 

9. Make everyday life easier (partly expected). 

10. Identity formation and personal confirmation (partly expected) – The identity formation does 

also includes an unconscious dimension and can affect the audience against its will. This 

dimension does not result in confidence, but nevertheless manifests itself as an important 
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confidence factor as it is potentially decreasing confidence. We will discuss this in depth later 

on (see 7.3 Two dimensions of confidence). 

6.4 The emotion of confidence 

It is impossible to perfectly describe an emotion. The emotion of confidence is most often referred to 

as “feeling good”. 

”I feel good and feeling good is about satisfaction. What I wanted to know, I have come 

to know it.” [Interpreter’s translation] Man in Kimara, 51 years or older (K2-TD1305) 

Satisfaction was the closest to a description of confidence that these interviews got. However, there 

was also a tendency to describe news stories, which the person had extraordinary high confidence in, 

as very emotional. For example, if there was an accident or a disaster, the receiver tended to feel bad, 

experiencing compassion. 

6.5 Good journalism as bad business 

Most people interviewed agreed on how to define good journalism. 

”To write the true information, without biasing it for business purposes. That is good 

journalism.” [Interpreter’s translation] Man in Mwanayamala, 31-40 years (J1-

TD1303) 

Due to the The Newspaper Act and The Broadcasting Act, there is certainly a conflict inside every 

private news organization in Dar es Salaam. The government can shut down any news media at any 

time, which constrains what stories are reported. 

”News media are always writing what is happening and is true in the society, because if 

you write lies, at the end of the day you will lose your business, and these news media 

are there to do business. But the government is also trying to protect themselves from 

the media writing the truth, but then the media try their very best to write what is 

happening.” [Interpreter’s translation] Man in Kimara, 51 years or older (K3-TD1308) 

The consequences of disturbing this balance, of stepping over a certain line of acceptance, are 

considered dangerous. 

”If a good journalist does his job he is going to get killed. So even if there is a good 

journalist, he wont do his job, because he is scared.” [Interpreter’s translation]  Man in 

Mwanayamala, 51 years or older (J2-TD1304) ” 

Hence, the result is that what is evaluated as ‘good journalism is bad business’. 

”Because they are here for business purposes, so they have to write what is good for 

their business. They cannot write all the news, which at the end of the day is going to 

destroy them.” [Interpreter’s translation] Man in Kimara, 51 years or older (K3-

TD1308) 

6.6 When government ban media 

It is ordinary news that government ban media, completely or for a limited time. The government 

knows it, the journalists know it and the audience knows it. Even though being shut down is 

devastating to business, the media keep on taking the risks every now and then. The opinion of the 

audience is scattered on the banning issue. Some find it unacceptable:  

”I don’t feel it is okay for government to shut down news media, because we as citizens 

deserve to know what is happening. So when the government shuts down the news 
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media, it is like they are forbidding us from getting the news.” 

[Interpreter’s translation] Man in Kimara, 51 years or older (K2-TD1305) 

Some think it is a necessity: 

”I feel so good because I think they take care of people! For example there is islamic 

radio, Radio Imani, which announced that Muslims should not allow government to 

come in to their house and count how many people who lived there. And that is not 

good because it is a government program, they want to know how many people there 

are in Tanzania so that they can make a budget. So the government gave Radio Imani a 

warning to stop, but they refused. Then they closed their station for six month, and now, 

Radio Imani is going in a good way.” Woman in Kimara, 21-30 years (K2-TD1301) 

”If you don’t have a person who is in charge of everything, who has the responsibility, 

then you will be in trouble. Because a lot of people lost their lives because of religion, 

and if the government were not able to intervene, some media’s conflict provoking 

between Muslims and Christians would just continue.” Man 31-40 years, Mikocheni 

(M2-TD1305) 

Some reason that it is best not to question the government: 

”I think we have to live according to the government. Going against them would not be 

right. If you are doing something against them something bad will happen, you will lose 

life, lose people, lose relatives. If we don’t agree and the police are doing their job, 

what is going to happen? Something which is not good.” Woman in Kimara, 41-50 

years (K1-TD1304) 

Some think it depends on the reason for the shutdown: 

”If it comes to my knowledge that a news medium was shut down because it was telling 

the truth about government, then I would feel very bad. But if I realize that any other 

news medium has been shut down because it wrote the biased and false information, 

then I would feel okay.” [Interpreter’s translation] Man in Mwanayamala, 31-40 years 

(J1-TD1303) 

Finally, there is also a perception that news media can cross the line for what is acceptable, but for the 

government to close down a news medium is not seen as the solution: 

”It is not a good thing to shut down news media. The good thing is to direct them what 

to do, not to shut them down.” [Interpreter’s translation] Man in Mwanayamala, 51 

years or older (J2-TD1304) 

The audience’s judgment on governmental control is evidently diverse. Most interviewed do not think 

it is good if government ban news media for reporting an inconvenient truth, but they do also 

acknowledge a need of controlling news media, that news would otherwise get out of hand, and most 

of those interviewed do not see an alternative to governmental administration of this control. 
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6.7 Disappointment 

Figure 6.6: Percentage of respondents answering that they have been disappointed by a medium. Answers are 

presented in relation to the lower class area of Mwanayamala (n = 28), the middle class area of Kimara 

(n = 26) and the upper class area of Mikocheni (n = 27) 

 
Figure 6.7: Percentage which thinks media owners try to influence the media content, in relation to if they have 

been disappointed in a news media or not. Disappointed (n = 50), not disappointed (n = 26), can not answer 

about disappointment (n = 5) 

Most respondents have been disappointment by a news medium at least once, and the majority of 

those disappointed believe that media owners try to influence the content of news. Disappointment 

should thus be a factor which affects more than half of the confidence. The question is how. 

Mikocheni is the area where the audience experiences most disappointment in news media. The 

audience in Mikocheni is more educated than in Mwanayamala and Kimara, and can hence have 

another range of expectations on what a news medium should deliver, leading to more disappointment 

if, for example, a newspaper is reporting a false story to favor the government. If a reader is unaware 

of news media’s potential of delivering government critical news or monitoring power, the reader will 

not get disappointed if the story is false, even though the reader is aware of the falseness. In this 

audience’s perspective, news media lack the potential of reporting the true stories on certain topics and 

the audience can thus not expect anything else. 

The disappointed media user always has two choices: to continue using the medium or to stop using it. 

During the interviews, it became clear that people had chosen to act in different ways. It is not clear 

what components decide which alternative a disappointment will result in, even though the magnitude 

of disappointment, its character and the individual’s personality should be reasonably important. 

Nonetheless, how the individual choose to act will most certainly determine the resulting confidence. 

Someone who chooses to avoid a disappointing medium will not gain new knowledge based on 

experience. The knowledge through the symbolic environment will dominate the perception of the 

medium’s characteristics and possibilities on an individual level, with small opportunities to be 

affected from the outside. This behavior will therefore result in distrust or lack of confidence, which is 

also the reason, mentioned by the interviewed, to stop using the medium. 
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In contrast, someone who continues to use the disappointing medium, especially after repeated 

disappointments, has the opportunity to gain new knowledge based on experience and eventually to 

stop getting disappointed, changing its expectations to match the experience. As confidence to a large 

extent depends on expectations, the confidence will eventually recover. This is not obvious and should 

be considered with skepticism, but it is supported by the fact that 67 percent of those disappointed get 

disappointed more seldom than every month, which was the most-seldom-alternative. Disappointment 

is hence something which normally occurs seldom, and when it occurs the individual finds a way to 

avoid repeated disappointment. Exactly how is not quantitatively examined in this study. The total 

number of respondents answering how often they have been disappointed by a news medium was 46. 

Given that someone continues to use a disappointing medium, there hence seems to emerge some 

convergence between gained gratifications and perceived expectations. In this case, different media 

will still satisfy the needs of an individual to different extents and it is likely that the individual 

continues to use a disappointing medium, only if it possesses a characteristic which is impossible to 

gain anywhere else, for example by being an alternative voice on political issues. This phenomenon is 

also found in the result from the questionnaires which shows that one of ten uses the media which they 

have least confidence in (see appendix 3, figure a3.2 for details).
3
 Two of ten uses these media when it 

comes to political issues or entertainment. When it comes to these specific topics, the media which the 

individual has least confidence in, can appear to be the media which the same individual has most 

confidence in, but only on that specific topic. Most of the times when this appears, the individual 

states to have confidence in one or more additional media simultaneously. In summary, sometimes it 

seems to be the combination of several media which gives an individual confidence on a certain topic, 

and media which the individual lack confidence in, in general, tends to be a part of that combination. 

A reoccurring subject in the interviews, as an issue of disappointment, is the exposure to pictures or 

music considered to be inappropriate due to their content. What is valued as inappropriate content 

ranges from detailed pictures showing victims of war, to women with a small amount of clothes, and 

certain music played on the radio. 

”Sometimes I get disappointed. Sometimes when television shows a program that is not 

good. You know, here and Europe, our traditions are different. Sometimes when they 

show the people are kissing we feel not good. Because we have children watching 

together with us. (…) Sometimes I just decide to leave for my room, if I am with my 

dad, or sometimes I just switch channel.” Woman in Kimara, 21-30 years (K2-TD1301) 

”I get disappointed when I see or read something which I think is not good to show. 

Maybe the news is not good for those below 18. Maybe they can show in television and 

children can see them. Maybe ladies they wear clothes which put their body almost 

naked, it is not good to show in the media. Maybe they make kisses, it is not good to 

show.” Man in Mikocheni, 21-30 years (M1-TD1303)  

This exposure results in a ’clash between cultures’, which is affecting the identity of the audience. 

”This [perception] will change, because the behavior of the baby will change. So it is 

affecting me, to adopt something which is maybe not mine.” Woman in Kimara, 21-30 

years (K2-TD1301) 

However, the essence of disappointment is found in the audience’s expectations. To get disappointed, 

you need to expect something which does not get fulfilled, a trust in something that is failed. Hence, 

several people state that news media do not disappoint them. 

”I don’t have very big expectations on news media, because even the two I mentioned 

that I am trusting more, sometimes they can go astray.” [Interpreter’s translation] Man 

in Mwanayamala, 31-40 years (J1-TD1303) 

                                                           
3
 Figure a3.2 has been placed in the appendix because it does not present anything new and the point can be 

explained in one sentence. 
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The man continues his argumentation by combining expectations and disappointment: 

”I have never been disappointed, having in mind that some of the news media were 

established for business purposes. So they just bring out the news, I receive them, use 

the ones which I think are important to me, and then the rest – I just leave it because I 

already know that they are business enterprises.” [Interpreter’s translation] Man in 

Mwanayamala, 31-40 years (J1-TD1303) 

Another source of disappointment is poor quality in audio and video. The consequence can be a lack 

of trust. 

”If you have a tape recorder and put it on it have to give you the clear voice, not having 

these loud shakes in the end, or you don’t hear the voice properly. Because at the end of 

the day, when it is not recording clearly, then you have a problem. Then, you go to the 

society and say: We recorded this guy from Tanzania and the guy said… can you hear 

from him? But you cannot hear exactly what he is saying, then at the end of the day, 

you are disappointed.” Man 31-40 years, Mikocheni (M2-TD1305) 

Question: How does this affect your relationship to the medium? 

”First of all, I cannot rely on them. This shows they are not serious.” Man 31-40 years, 

Mikocheni (M2-TD1305) 

Another man in Mikocheni uses the same argument to explain why he likes ITV. 

”ITV is very easy to get. It is very clear, it has a good signal, it is available.” Man in 

Mikocheni, 21-30 years (M1-TD1303) 

A basic expectation when using a news medium must be to get news. When the video and audio 

quality is so poor that it is impossible to see or hear what is reported, this expectation is failed. After 

shifting to digital from analog television, all television channels in Tanzania experience severe 

problems with distorted audio and video. So, the reason why ITV is one of the television channels 

with most confidence could be explained due to their good signal. 

Because of the good signal the audience will gain positive knowledge based on experience. 

Furthermore, the television as an object has become a symbol of status in Tanzania, even more than a 

refrigerator, thus providing positive symbolic values, which are knowledge through the symbolic 

environment. Together, these two types of knowledges will result in derived knowledge, accrediting 

ITV with more positive values of their news reporting than the quality of journalism could have 

managed on its own. 

It should also be addressed that ITV delivers news on several occasions every day on both Swahili and 

English, encouraging more frequent user habits to a more diverse audience. Additionally, television is 

a medium which is suitable for relaxation and it is used in the home environment, which is the location 

where news is used most frequently. Television fits well into everyday life. 

Finally, as strong feelings are related to confidence in news stories, the emotional character of 

television seems to benefit confidence in TV-channels as they engage the audience emotionally. 

6.8 News in the social room 

Some respondents never discuss news with others, most often claiming a lack of time. Other 

respondents claim to be discussing news with others every day, and an interview with a woman in 

Kimara demonstrated how social interaction has the potential to affect what media is used by whom, 

when and why. 

”Sometimes I want to know what these superstars in other countries are doing. I got 

kids, 22, 17 and 14 years old, so when I come back home I show them the news and 
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they become happy because they are their fans. Sometimes when I get news I can text 

them, I surprise them, and they say thank you for sharing these news.” Woman in 

Kimara, 41-50 years (K1-TD1304) 

Considering the earlier discussed issue about how the content of some media outlets is perceived to be 

inappropriate; a place, like home, can determine what media is used. The same media outlet which is 

inappropriate together with the family can be appropriate and used in privacy or with friends. 

”I listen to Radio Imani because most of its programs are not against our traditions–for 

example advertisements, or sometimes music. When I am with family I feel 

comfortable listening to Imani because I do not get the music and advertisements which 

is bad for the family.” [Interpreter’s translation] Man in Mwanayamala, 31-40 years 

(J1-TD1303) 

”You can actually draw a line between the educating and the distorting news. For 

example you find these cheap story magazines, when they print out the pictures in front 

of the page with a woman half naked, that is distorting the society. For example if a 7-

years old kid sees that picture, he will actually start to think of something different that 

is not educating him, but totally destroying him.” [Interpreter’s translation] Man in 

Mwanayamala, 31-40 years (J1-TD1303) 

6.9 Religion 

Figure 6.8: News media which Christians (n = 45) and Muslims (n = 36) have most confidence in. If not more 

than 2 respondents in a single area have most confidence in a medium, it has been omitted from the diagram.

Figure 6.9: News media which Christians (n = 45) and Muslims (n = 36) have least confidence in. If not more 

than 2 respondents in a single area have least confidence in a medium, it has been omitted from the diagram. 
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The emotive component, in terms of need for ontological security, seems stronger among Muslims 

than among Christians as Muslims’ disappointment is more intense, although Christians also 

experience some media to be inappropriate in a home environment, when the family is gathered. 

Furthermore, Muslims’ confidence in the Muslim radio, Radio Imani, is much more intense than 

Christians’ confidence in, for example, the Christian Radio Tumaini. Muslims do also lack confidence 

in Radio Tumaini to a larger extent than Christians lack confidence in Radio Imani (for complete list 

of media ownerships, see appendix 1). 

Although weekly newspapers tend to publish what is considered as inappropriate pictures, Christians 

find them less credible than Muslims. These surprising results have an explanation (see figure 6.8-

6.9): In the media selection for this study, there are three Christian radio stations and two Christian 

newspapers, as well as one Muslim radio station and one Muslim newspaper. Muslims tend to put 

these Christian media on their list of five ‘media with least confidence’, and it is not possible to put 

more than five media on that list. The Muslims tend hence to have less space for additional media. 

Muslims also tend to have the least confidence in Kiss FM and Clouds FM. These are private radio 

stations focusing on entertainment, playing a large portion of Tanzanian and American hip-hop and 

RnB. Some of these lyrics have been deemed inappropriate by the interviewed in this study. One 

reason for Muslims to have less confidence in radio than in weekly newspapers could be that you are 

more exposed to radio. You can rarely choose what radio station to listen to in official areas like the 

daladala (local buses), weekly newspapers are hence easier to avoid, resulting in more negative 

knowledge based on experience and in the end, less confidence. 

A medium’s confidence seems to depend on medium characteristics that are not related to news 

reporting. In the audience’s perception, a medium is valued as one entity. Additionally, on a 

contextual level, other contents that can be found in the medium will affect the tendencies and 

intentions for using the medium as well as the actual evaluation and user habits, which hence will 

affect the knowledge based on experience, and in the end, confidence itself. 

6.10 Other identity factors 

One media characteristic affecting confidence is the media owner, in relation to the individual’s 

political identity. The questionnaire showed that responders sympathizing with government were 2,5 

times more likely to put more confidence in media they perceived to be government owned, whereas 

responders sympathizing with the opposition were 0,2 times more likely to put more confidence in 

private owned media, and less in government owned (see appendix 3, table a3.1)
4
. By looking on what 

media outlets breaks the general confidence trend in figure 6.1-6.2, it is possible to identify when other 

confidence factors than ‘media type’ have a strong influence on the confidence. Political identity as a 

confidence factor seems to be such an additional factor in the case of, for example, the newspaper 

Uhuru, which breaks the general trend of newspaper confidence, probably because it is owned by the 

government. 

6.11 A greater understanding 

There is an awareness in the news audience of Dar es Salaam that news media do not always tell the 

truth. However, everyone seem to accept the circumstances and several people have developed their 

own recipes on how to uncover the false news. 

”When they privatized this Bouswagi gold mine the president was given a very big 

piece of gold like a gift. Now, People with a brain understand that is not a gift. It is 

merely a bribe. Because it limits his influence on the decision. But the news media 

wrote it was a gift.” [Interpreter’s translation] Man in Kimara, 51 years or older (K3-

TD1308) 

                                                           
4
 Table a3.1 has been placed in the appendix because it does only specify what is already effectively explained. 
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Earlier in the results concerning trust as a main objective, there was a man in Mwanayamala 

explaining that he could tell the difference between the true and the false story by following them over 

time, claiming that the false stories had no follow up. Another recipe used to distinguish truth from 

fake was to pay attention to what media used to publish apologies for previous errors. A man in 

Kimara claims that government newspapers are more credible due to their lack of apologies. 

”In some private magazines, it is obvious when you find a published story, you can find 

an apology the same day that ’this story was not supposed to come out today’. Or you 

find that the story has been given out earlier and then there is an apology because the 

story given earlier was not correct. But in the government owned newspapers, that is 

not very obvious, it has never happened.” [Interpreter’s translation] Man in Kimara, 51 

years or older (K2-TD1305) 

Question: What makes you so sure that the government newspapers don’t have a lot of 

errors which it is not making apologies for? 

”The government owned media report an event as it happened, while private owned do 

not take trouble. You find a person has been taken a picture, then he brings it to the 

private newspaper, then the editor don’t go and check if this story is true, he just sells 

the story and the picture and publishes it as it is.” [Interpreter’s translation] Man in 

Kimara, 51 years or older (K2-TD1305) 

Another man in Mwanayamala claims the quality of writing is an important factor. 

”The flow of the words tells me if it is good journalism. If the story is not true, I will 

reach a place were I get stuck, and then I will realize this is not a true story. For 

example you can find that he is repeating what he has already said. Experience through 

a lot of reading show me how good journalism can flow with the words.” [Interpreter’s 

translation] Man in Mwanayamala, 51 years or older (J2-TD1304) 

Others cannot define what makes them doubting the truth; they will just know whenever the news is 

not trustworthy. 

”We just call it ’Udako’. It’s some street news.” Woman in Kimara, 41-50 years (K1-

TD1304) 

Another recipe used is to identify the contradictions in a news story, as well as who is interviewed. 

”It’s the way they are starting their stories, and maybe the person they have 

interviewed, but for now it depends on the kind of story. For example in politics it is 

contradicting facts. 

I prefer to listen to the specialists who are in the field, then they are telling us the truth. 

But many news media give more power to the politicians, making them act as 

specialists.” [Interpreter’s translation] Man 31-40 years, Mikocheni (M2-TD1305) 



Emil Hellerud 
Södertörns högskola 

34 
 

7. Discussion and conclusions 

The basic assumption in this thesis is to understand confidence as a condition to reach learning effects 

(McQuail 2010). In the analysis, new media confidence in Dar es Salaam, was understood as an 

attitude with three components: the cognitive, the emotive and the behavioral component. These 

components contained different factors affecting confidence. The interrelations between these factors 

were to be analyzed through knowledge based on experience, derived knowledge, knowledge through 

the symbolic environment, confidence relevance, individual and medium characteristics in the context 

of an analytical model (see appendix 2, figure a2.1). It was also understood that qualitative research of 

news media confidence was sparse and that some dimensions of the phenomena recognized here were 

not explained in the theoretical framework. 

The purpose of this discussion is therefore to identify what qualitative aspects of news media 

confidence that should be the focus of future research. The process of identifying these qualitative 

aspects will originate from existing theory. 

7.1 Truth vs. Entertainment 

There is an interesting paradox in the hunger for truth and at the same time the thirst for entertainment, 

which are not necessarily soul-mates. Nevertheless, the result from the questionnaire shows that news 

can be both to approximately 3 of 4 people. 

Entertainment can evidently serve as an alternative benefit, and can hence be developed in an audience 

where the expectation of truthful news only leads to disappointment. The result from the questionnaire 

actually indicates that six percent more of the respondents, which do follow news as entertainment, 

more often tend to have been disappointed in news media. This suggests that disappointment 

encourages an individual to adopt a more entertainment oriented attitude towards news, as there is a 

correspondence. The individual motivation could be to increase the range of gratifications, an increase 

which must be desirable to all users, although especially to those frequently disappointed. In summary, 

the loss of one gratification could have the potential of generating a new. 

However, the not disappointed responders in the questionnaire were so few, only 5, that one 

respondent actually represented 20 percent. The results are therefore not reliable and have been 

omitted from the results. 

It is nevertheless clear from the qualitative interviews that an entertaining story can have a value of its 

own, especially if it is educating simultaneously. These kinds of benefits serves as a potential 

substitute for getting true information, as the audience can have confidence in a medium due to its 

potential of satisfying other expectations. This ought to be more valid when the audience is not 

expecting the truth. However, further research is required on this issue. 

7.2 Convergence and determination of confidence and expectations 

The phenomenon of a gratification compensating for the lack of another gratification is also observed 

concerning other gratifications than those discussed above, for example getting truthful information 

and education. When using a medium, there seems to exist a general convergence of expectations and 

gained gratifications; expectations ends up corresponding with the gained gratifications. Convergence 

is also the reason why disappointment tends to cease after repeated disappointments; the expectations 

will eventually disappear and be replaced with new expectations, better corresponding with the 

circumstances. 

When there is convergence, expectations will eventually also cause a determination of expectations. 

The determination of expectations is when expectations start to determine what media the individual 

choses to interact with. Expectations will rule the individual because the individual will constantly 

seek confirmation of its own worldview, which is built upon expectations. The result of the 

determination of expectations is hence that individuals tend to stick to the same media, which they 

experience are telling ‘their truth’, because what is ‘truth’ is subjective. 
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Confirmation of a worldview is in a way is its own gratification, but more importantly, a vital 

contribution to the ontological security–an important part of the emotive component. However, for 

convergence and determination to appear, media usage is a required pre-condition. Disappointment 

leading to rejection of a medium, the behavioral component, will result in that the medium is never a 

part of the convergence or determination (see 7.4 Three types of confidence relations). 

Of course, there is also the unintended and unwanted exposure of certain media, especially radio in 

public areas. Results from this study indicate that this unwanted exposure is decreasing the confidence, 

rather than increasing it. The conclusion is that exposure and usage of a medium is not enough to 

result in the convergence and determination discussed above; the usage does also have to be intended. 

This is an important aspect of the behavioral component. 

It can be assumed that the medium, in the case of intended usage, does already possess a useful 

gratification for the individual. It is therefore possible to identify two necessary parts in order to 

trigger a convergence of expectations and gained gratifications: 

1. The existence of a wanted gratification to set off eventually unwanted features of the medium, 

thus creating a reason to use the medium. 

2. This wanted gratification needs potential to grow or to have additional gratifications emerging 

in its presence. 

When concluding expectations to be a main element of confidence, it is also important to emphasize 

the primitive nature of expectations. For example, remember the man in Mikocheni requesting a well-

defined truth, a percentage of what politician it is reasonable to trust when politicians are contradicting 

each other (page 23). That is a simple and primitive demand, because reality is seldom that simple. 

Reality is complicated and journalism is obligated to be careful in its conclusions what is true. An 

incorrect ‘truth’ is likely to result in disappointment, which could result in rejection of the medium and 

a forever lack of confidence if the disappointed never uses the medium again. 

Nevertheless, the expectation to get the true information stand ground, independent of the journalist’s 

dilemmas of equilibrium, and this primitive nature of expectations is critical to our understanding of 

confidence. Its specific characteristics needs more research. 

7.3 Two dimensions of confidence 

Confidence can be seen as having a societal and an individual dimension. 

Everything that has been studied in this thesis is in the context of the individual dimension, which is 

concluding what is affecting confidence in a given case at a certain time. However, due to the strong 

clashes between values, a societal dimension of confidence has appeared. One of the clashes is 

between influences from western culture and the existing Tanzanian traditional culture. Another clash  

is the differences between Muslims and Christians. Basically, the clashes are cultural and there is no 

immediate winner. In the societal dimension, confidence is considered to be a process of change over 

time, during which confidence will affect development of culture. 

There are different learning processes due to the two dimensions’ different timespans of learning; 

whether learning is instant or a slow change over time. The characteristics of confidence will be 

essentially different depending on which learning process they are involved in. Studies of confidence 

in the longer process of learning (the societal dimension) is needed to conclude the nature of this 

confidence, to determine what is needed to result in learning over time, eventually changing culture. 

Culture and identity turned out to be among the strongest confidence factors. Tanzania is an interesting 

subject of study when it comes to confidence, as western culture is nestling into traditional culture. 

The clashes between cultures are fought in the media, dividing society between those who are 

skeptical and those who are welcoming the new western influences. 
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Once exposed to a news medium the learning effect is not totally voluntary. In the moment of 

exposure, it is possible to reject content due to lack of confidence. Nevertheless, as a woman in 

Kimara is suggesting, in a larger perspective, media content will have a strong influence on younger 

generations and will hence affect elder generations after changing the identities of the youngsters. This 

theory explains Elliot’s (1997) conclusion that confidence of media as an institution tends to decline 

when the individual reach an age of 30. Adolescents are empty cups that get filled with time. When the 

cup is full, there is less need to learn from media, fewer gratifications, hence reducing the confidence 

among elders. Even though other gratifications will act to take its place, and confidence will most 

certainly appear in new ways due to the convergence of expectations, the full cup will have harder to 

adopt, harder to add new expectations. The result is a stagnation of identity with age, in which the 

individual will act to slow down cultural changes. Further research is needed to explore this 

confidence dimension. 

7.4 Three types of confidence relations 

From the results of disappointments (see 6.7) it is possible to identify three confidence relations, 

which can be fitted into the behavioral component. Although part of the behavioral component, these 

relations are also strongly interrelated with the emotive component. 

1. A user relationship, were the individual intends to use the medium, which will lead to a 

convergence of expectations and gained gratifications. 

2. A rejection relationship, were the individual try and succeed to avoid using a medium, leaving 

confidence to symbolic and derived knowledge. 

3. A failed avoidance relationship, were the individual get unintentionally exposed to the 

medium although he is trying to avoid it, which can result in a more intense lack of confidence 

or increased confidence. 

These relationships should be merged into the theory of confidence as a tool of categorizing media in 

relation to the individual, facilitating where to focus the analysis of a specific case. 

7.5 Summary 

News are often forgotten. Many of the interviewed persons found it hard to give examples of when 

media had disappointed them, even though they concluded that it was ‘many times’, likewise several 

people faced problems giving an example of good journalism, or in some cases they could not even 

tell what they had seen on the news the day before. 

As this study considers confidence to be a condition to gain learning effects from news, there is either 

a great lack of confidence in straight news, or straight news is just not suitable for educational 

purposes in Dar es Salaam, maybe both. Nonetheless, there is a serious expectation that media should 

educate, and even an acknowledgement of their success in doing so. This educational gratification can 

exist parallel to the everyday news flow and makes Dar es Salaam mediascape a platform for great 

media confidence; although the majority of the audience is aware that media do not always report the 

truth. Education appears to be the main gratification as there is a convergence of expectations and 

obtained gratifications. 

The audience shows understanding of the media situation when it comes to the issue of truth 

concerning specific topics, such as politics, and it seems like this affects confidence to a very small 

extent. As lack of truth on certain topics are an issue in all media, avoidance is not an alternative and 

no one in this study blames a journalist for not reporting a story if it will cost him his life. The 

judgment is harsher when news are false for other reasons, like lack of research. 

This conclusion is also in line with what Gaziano and McGrath found about credibility in 1987, that 

‘credibility has more to do with perceived fairness, lack of bias and good faith, rather than perceived 

accuracy or reliability of information as such.’ 
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Appendixes 

Appendix 1 – Media selection 

Television station Owner Content and style Registered 

(year) 

Televisheni ya Taifa (TVT) Government of the United 

Republic of Tanzania 

Education, government information, 

national news and locally produced 

entertainment 

2000 

Coastal Television Network 

(CTN) 

Africa Media Group International news (CNN), local news and 

mainly imported entertainment 

1994 

Dar es Salaam Television 

(DTV) 

Africa Media Group International news (BBC and Sky News), 

local news and mainly imported 

entertainment 

1994 

Independent Television IPP Media National and international news, locally 

produced entertainment and imported 

1994 

ITV2/Channel 5 IPP Media Entertainment, locally produced youth 

focused, international news (DWTV) 

2000 

Star TV Sahara Communications Entertainment and news 2000 

Sibuka TV Private   

Channel ten Private   

 

Radio station Owner Content and style Registered 

(year) 

Language 

Radio Tanzania Dar 

es Salaam (RTD) 

Government of the United 

Republic of Tanzania 

Education, news, information and 

governmental propaganda 

1994 Swahili 

Radio One IPP Media Entertainment and news 1994 Swahili 

Radio Sky FM IPP Media News and information 2000 English 

Radio Tumaini 

International 

Catholic Church, Dar es 

Salaam 

International news 2001 English 

Radio Clouds Private   Swahili 

Wapo Radio Wapo mission centre   Swahili 

Upendo FM Lutheran church, Dar es 

Salaam 

  Swahili 

Radio Imani Islamic   Swahili 

Choice FM Private   English 

Kiss FM Private   English 
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Newspaper Publisher Frequency Format Content Language 

Daily News Tanzania Standard Newspapers Ltd Daily Broadsheet Serious news, government 
friendly 

English 

Sunday News Tanzania Standard Newspapers Ltd Weekly Broadsheet Serious news, government 

friendly 

English 

Uhuru Uhuru Publications Daily Broadsheet Serious news, government 
friendly 

Swahili 

Mzalendo Uhuru Publications Weekly Broadsheet Serious news, government 

friendly 

Swahili 

The Guardian The Guardian Ltd/IPP Media Daily Broadsheet Serious news, private but 
government friendly 

English 

Nipashe The Guardian Ltd/IPP Media Daily Broadsheet Serious news, private but 

government friendly 

Swahili 

Taifa Letu The Guardian Lt/IPP Media Weekly Broadsheet Serious politics Swahili 

Habari Leo     Swahili 

This Day  Weekly   English 

Mtanzania Habari Corporation Ltd Daily Broadsheet Serious news Swahili 

The Citizen  Daily   English 

Rai Habari Corporation Ltd Weekly Broadsheet Serious news Swahili 

Tanzania Daima  Daily   Swahili 

Majira Business Times Ltd Daily Broadsheet Serious news Swahili 

The East African  Weekly    

Mwananchi 

Tanzania 

Mwanchi Communications Ltd Daily Broadsheet Serious news Swahili 

Msemakweli Wapo Missions Centre Daily Broadsheet Religion and news Swahili 

The Express Media Express Ltd Weekly Broadsheet Serious news Swahili 

Jambo Leo  Daily   Swahili 

Zanzibar Leo  Daily   Swahili 

Mwana Halisi  Weekly   Swahili 

Raia Mwema  Weekly   Swahili 

Rai  Weekly   Swahili 

Changamoto  Weekly   Swahili 

Kulikoni  Weekly   Swahili 

Tazama  Weekly   Swahili 

Nipe Habari  Weekly   Swahili 

Dira  Weekly   Swahili 

Sema Usikike  Weekly   Swahili 

Jamhuri  Weekly   Swahili 

Sauti Huru  Weekly   Swahili 

Business Times  Weekly   English 

Uwazi  Weekly   Swahili 

Amani  Weekly   Swahili 

KIU  Weekly   Swahili 

Iljumaa  Weekly   Swahili 

Sani  Weekly   Swahili 

Risasi  Weekly   Swahili 

Lete Mambo  Weekly   Swahili 

Jumatatu  Weekly   Swahili 

Visa  Weekly   Swahili 

Iljumaa Wikenda  Weekly   Swahili 

Business week  Weekly   English 

Mirror  Weekly   English 

Champion  Weekly   English 

Anika ukweli  Weekly   Swahili 

Hoja  Weekly   Swahili 

Upeo  Weekly   Swahili 

Fahamu  Weekly   Swahili 

Mwana Habari  Weekly   Swahili 

Lulu  Weekly   Swahili 

Kisiwa  Weekly   Swahili 

Alnur  Weekly   Swahili 

Mawio  Weekly   Swahili 

Mambo ya 
Nyakati 

 Weekly   Swahili 

Upendo Lutheran church, Dar es Salaam Weekly   Swahili 
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Appendix 2 – Analytical model 

 
Figure a2.1: Analytical model of cognitive component integrated with the expectancy-value model in grey boxes. 

Source: (Elliot 1997) 
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Appendix 3 – Additional figures 

 
Figure a3.1: Perceived usage frequency among respondents for media with most and least confidence. 

 GOVERNMENT 

VOTE 

OPPOSITION 

VOTE 

CAN NOT ANSWER 

ABOUT VOTE 

Private (most confidence) 2,6 3,1 2,7 

Private (least confidence) 2,4 2,6 1,9 

Government (most 

confidence) 

1,4 0,4 0,5 

Government (least 

confidence) 

0,7 0,3 0,6 

Opposition (most 

confidence) 

0,2 0 0 

Opposition (least confidence) 0,1 0 0,2 
Table a3.1: Average number of how many media a respondent has most and least confidence in, sorted by 

perceived ownership. Numbers are shown in relation to what the respondent voted in the last election. Maximum 

number of media possible to choose is 5. 

Figure a3.2: Percentage of respondents selecting which media they use when it comes to seven specific topics. 

The diagram shows if each selected medium is among the media that they have most or least confidence in. 

Answers are presented in relation to the lower class area of Mwanayamala (n = 25), the middle class area of 

Kimara (n = 25) and the upper class area of Mikocheni (n = 24). 
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Appendix 4 – Questionnaire in English 

Media confidence survey 5 

Best Mr/Ms/Miss, 

My name is Emil Hellerud and I am a student of the Södertörn University in Sweden. 

You have been randomly chosen to represent Tanzanians relations to news media in Dar es Salaam. I 

ask you to answer this survey to improve knowledge of your media situation. My questions will not be 

a test of your knowledge. I want you to help me understand what you understand about the news 

media in Dar es Salaam. Of course, participatory is optional.                                                                                                                              

The Swedish aid organization (Sida) has sponsored me to write a bachelor thesis on why Tanzanians 

trust or do not trust news media in Dar es Salaam. This survey is part of a research with the goal to 

gain knowledge of how Tanzanians evaluate different media, and only I will know what you answered 

on which questions. 

Your answers will be anonymous to everyone else and very valuable to this research.  

If you take 30 minutes to answer my questions about your relations to news media, you will help to 

increase the understanding of Tanzanian media. The thesis will be available to everyone in the world 

with an internet connection and will thus spread knowledge of your media situation. 

You are free to abort this survey at any time, without giving any explanation. 

                                                           
5
 In the original version distributed to the respondents, there was also a row in top of each page, containing a 

unique code of anonymity. 
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Introduction – General 

A) Choose which five of these you are most confident in and write their names below on the rows 

1-5: 

There is a list attached to this survey of the news media in Dar es Salaam. Note that you can ONLY 

write news media on the list. Please write IN CAPITAL LETTERS. 

1. Medium 1: ________________________________________________________ 

 

2. Medium 2: ________________________________________________________ 

 

3. Medium 3: ________________________________________________________ 

 

4. Medium 4: ________________________________________________________ 

 

5. Medium 5: ________________________________________________________ 

B) Now, choose which five of the news media on the list which you are least confident in: 

6. Medium 6: ________________________________________________________ 

 

7. Medium 7: ________________________________________________________ 

 

8. Medium 8: ________________________________________________________ 

 

9. Medium 9: ________________________________________________________ 

 

10. Medium 10: ________________________________________________________ 

C) If you can, mark which of these are private, government, opposition or foreign owned? 

The 10 news media you have just chosen are the only ones relevant to the rest of this survey. Number 

1 of the list will be referred to as “medium 1”, number 2 of the list will be referred to as “medium 2”, 

and so on.  

Owner of medium 1:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 2:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 3:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 4:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 5:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 6:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 7:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 8:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 9:   (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 

Owner of medium 10: (  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) Do not know 
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E) Mark which of these 10 news media you are MOST CONFIDENT IN when they are reporting news 

relating to the following 7 topics? 

Multiple choices are allowed. 

 

1. Sports 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

2. Development issues 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

3. An upcoming national election 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

4. Culture 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

5. To be a watchdog of politicians 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

6. Entertainment 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

7. Ongoing and upcoming debate 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 
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Part 1 – Thought   

A) How often do you use media to get news? Mark one answer only. 

(  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

If at least every month: On what locations do you use news media every month?  

Several answers are allowed. 

(  ) Home (  ) At work or school (  ) At friends’ house (  ) At relative’s house 

(  ) Waiting for transport (  ) Travelling (  ) On cafés or restaurants (  ) On internet cafés 

(  ) Other:______________________________________________________________ 

B) Why do you use news media? / Why not? Write your answer IN CAPITAL LETTERS. 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

C) How often do you discuss news with others? Mark one answer only. 

(  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

If more than never: With whom? Multiple answers are allowed. 

(  ) Family members (  ) Friends (  ) Colleagues (  ) Others:________________________ 

D) What time of the day do you use news media? Multiple choices are allowed. 

(  ) Morning (  ) Afternoon (  ) Evening (  ) Night 

E) How often do you watch, read or hear news about politics? Mark one answer only. 

(  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

F) Did you vote in the last election? Mark one answer only. 

(  ) Yes (  ) No (  ) Do not want to answer 

If yes: Who got your vote? 

(  ) The government (  ) The opposition (  ) Do not want to answer 

G) Which three types of news are you most interested in? Mark three answers. 

(  ) Sports (  ) Politics (  ) Entertainment (  ) Culture (  ) Development issues (  ) Business and finance 

Others:__________________________________________________________________________ 
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H) What language do you prefer to speak? Mark one answer only. 

(  ) English (  ) Swahili (  ) Other:_______________________________________ (  ) Does not matter  

I) How often do you watch, read or hear news about religion? Mark one answer only. 

(  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

J) Are you religious? Mark one answer only. 

(  ) Yes (  ) No (  ) Do not want to answer 

If yes: What is your religion? Mark one answer only. 

(  ) Islam (  ) Christianity (  ) Other:_____________________ (  ) Do not want to answer 

K) Do you use news as entertainment? Mark one answer only. 

(  ) Yes (  ) No (  ) Do not want to answer 

L) If “Yes” or “No”: Please explain your answer: Write your answer IN CAPITAL LETTERS. 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 
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Part 2 – Emotion 

A) Do you think that the work of news media is important? Mark one answer only. 

(  ) Yes (  ) No (  ) Do not want to answer 

B) If “Yes” or “No”: Please explain your answer: Write your answer IN CAPITAL LETTERS. 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

C) Have you ever been disappointed by a medium? Mark one answer only. 

(  ) Yes (  ) No (  ) Do not want to answer 

If ”Yes”: How often? Mark one answer only. 

(  ) Never 

(  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

If more often than ”More seldom”: How many media have you been disappointed by? 

Mark one answer corresponding with you feelings. 

(  ) 1 medium (  ) 2-3 media (  ) 4-5 media (  ) More media (  ) All media 

D) Why have you been disappointed? / Why not 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

F) Do you think media owners try to affect news reporting? Mark one answer only. 

(  ) Yes (  ) No (  ) Do not want to answer 

If yes: 

Do you think they succeed? Mark one answer only. 

(  ) Yes (  ) No (  ) Do not want to answer 

Which owners is this valid to? Multiple answers are allowed. 

(  ) Private (  ) Government (  ) Opposition (  ) Foreign (  ) All media 
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Part 3 – Action 

A) Name what specific media you turn to for information in case of breaking news in Tanzania? 

Write your answers IN CAPITAL LETTERS, multiple answers are allowed. 

_________________________________________________________________________________ 

B) Name what specific media you turn to with information when you have information of a 

potential news event? 

Write your answers IN CAPITAL LETTERS, multiple choices allowed. 

_________________________________________________________________________________ 

 

C) You did earlier choose 10 news media you are most and least confident in. You shall now 

estimate how often you use each medium. Mark one answer only for every medium. Every number 

1-10 represents the media you wrote 1-10 in the beginning of this survey. 

1. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

2. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

3. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

4. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

5. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

6. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

7. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

8. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

9. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 

 

10. (  ) Never (  ) More seldom than every month (  ) Every month (  ) Every week (  ) Every day 
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In the beginning of this survey you wrote 10 news media. Number 1 of the list will be referred to as 

“medium 1”, number 2 of the list will be referred to as “medium 2”, and so on.  

D) Mark which of the 10 news media you USE to get news relating to the following 7 topics: 

Multiple answers are allowed. 

 

1. Sports 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

2. Development issues 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

3. An upcoming national election 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

4. Culture 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

5. To be a watchdog of politicians 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

6. Entertainment 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 

 

7. Ongoing and upcoming debate 

(  ) Medium 1 (  ) Medium 2 (  ) Medium 3 (  ) Medium 4 (  ) Medium 5 

(  ) Medium 6 (  ) Medium 7 (  ) Medium 8 (  ) Medium 9 (  ) Medium 10 



Emil Hellerud 
Södertörns högskola 

51 
 

Person 

Sex 

(  ) Male (  ) Female 

Age 

(  ) 20 or younger (  ) 21-30 (  ) 31-40 (  ) 41-50 (  ) 51 or older 

Education 

(  ) Finished primary school (  ) Finished secondary school (  ) University degree 

(  ) No finished education 

What do you do for a living? 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

__________________________________________________________________________________ 

 

End of survey 

(Page 9) 

 

-------------------------------------------------------------------------------------------------------------------------------------- 

Everything below this line is to be separated from this paper and is to be kept separately in order to 

provide anonymity. 

 

Name:  __________________________________________________________ 

 

Telephone number: __________________________________________________________ 
OPTIONAL 

(For further contact and eventually 

qualitative interview) 

Code of anonymity: __________________________________________________________ 

 


