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The objectives of this research are 1) to study the communication modes used in
automobile-related consulting radio programs and 2) to study meta-communication used
in such radio programs.

This research is a qualitative research. The data is collected by recording
conversations broadcasted in nine automobile-related consulting radio programs which
are, in the sum total, thirty three hours in length. The tape recordings are then transcribed
in order to analyze for the communication modes, as well as meta-communication by
applying number of related concepts and theories to ensure clear-and concise
understanding.

Findings from the research reveal both consultation and conversation modes
being included in all the analyzed radio programs. The reason for this is to achieve the
communicative goal set for each radio program. The characteristics of the nine radio
programs can be divided in to three categories, namely, consultation focused programs,
conversation focused progfams. and consultation-conversation focused programs.

The result of the research also shows that there are both symmetric and
asymmetric patterns of relationship among the audience of the radio programs. This
relationship varies according to the program category, guest speakers, as well as the
program’'s hosts. Furthermore, analysis of the data identifies the a variety of meta-
communication such as the use of metaphor to ensure the audience's implicit
understanding, the use of interruption to evince power and control the conversation, the
use of communication pleasure to.continue the conversation, as well as the use of

paradox for a persuasive reason.





