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Radio’s Socio-Economic Impact 
 
(COMMENT: THE DATA BELOW CONFIRMS THE FINDING OF 
THE 2009 NIELSEN/CRE STUDY THAT SHOWED THAT RADIO 
USE WAS HIGHER AMONG THOSE WITH MORE EDUCATION 
AND HIGHER INCOMES, WHEREAS THE OPPOSITE IS TRUE OF 
TV. RADIO IS ALSO STRONG WITH THOSE WHO ARE 
UNEMPLOYED AS THOSE EMPLOYED TYPICALLY DRIVE AND 
LISTEN AT WORK WHICH LEADS TO MORE RADIO 
CONSUMPTION) 
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Nearly	
  Everyone	
  Uses	
  Radio.	
  
In	
  Real	
  Time.	
  Every	
  Week.
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Radio reaches  over 92% of virtually every segment of the population.   That 
that has been true year after year and remains true today.

 
 
 

 
The Nielsen CRE study also shows that broadcast radio retains its 
unparalleled balance within all socioeconomic segments of the U.S. 
population.  Compare radio’s profile vs. television’s profile. There are 
huge disparities between the two. Heavy consumers of TV tend to be 
less educated and lower income. Radio’s profile is virtually the 
complete opposite. In spite of this study being several years old there 
is zero reason to believe that the profile of the mediums would 
change.  
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38
Source: Nielsen’s “How U.S. Adults use Radio and 
other forms of Audio”, 2009.  
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Source: Nielsen’s “How U.S. Adults use Radio and 
other forms of Audio”, 2009.  
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73

92%

95%

Gender
% daily reach / (minutes) 

Female

Male
96%

93%

91%

Age
% daily reach / (minutes) 

18-34

35-54

55+ 96%

99%

92%

Race/Ethnicity
% daily reach / (minutes) 

White

African 
American

Hispanic

88%

93%

94%

99%

Education
% daily reach / (minutes) 

HS or less

College Degree

Advanced Degree

Some College

94%

94%

92%

94%

HH Income
% daily reach / (minutes) 

<$30K

$60 to $99K

$100K+

$30 to $59K

Television Users – Demographic Snapshot
94% of Adults watch television daily for an average of 331 minutes

• Overall, Men and Women spend 
similar amounts of time with TV • African Americans are the largest 

users of  TV 

• TV usage declines with higher  
education levels 

• TV usage declines with higher HHI 
levels

To be read - on average, 91% of 
A18-34 watch television each 
day for 260 minutes.

Top Concurrent Activities:
• 64% Television only
• 9% Household chores
• 6% Meal eating
• 5% Personal needs
• 5% Socializing
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• Mature adults are by far the 
heaviest users of TV 

Source: Nielsen’s “How U.S. Adults use Radio and 
other forms of Audio”, 2009.  

 
Compare TV’s profile above to Radio’s below 
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79%

75%

Gender
% daily reach / (minutes) 

Female

Male
70%

81%

79%

Age
% daily reach / (minutes) 

18-34

35-54

55+ 71%

79%

77%

Race/Ethnicity
% daily reach / (minutes) 

White

African 
American

Hispanic

84%

79%

78%

69%

Education
% daily reach / (minutes) 

HS or less

College Degree

Advanced Degree

Some College

84%

82%

79%

62%

HH Income
% daily reach / (minutes) 

<$30K

$60 to $99K

$100K+

$30 to $59K

Radio Users – Demographic Snapshot
77% of Adults listen to broadcast radio daily for an average of 109 minutes

• Overall, Men and Women spend 
similar amounts of time with Radio • African Americans tend to spend 

the most time with Radio

• Radio usage rises as HH income 
levels increases

To be read - on average, 79% of 
A18-34 listen to radio each day 
for 104 minutes.

Location of Listening:
• 44% car
• 29% home
• 15% work
• 12% other
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• Young and middle-age adults have 
similar Radio usage patterns

• Radio penetration rises with 
higher education levels.

Source: Nielsen’s “How U.S. Adults use Radio and 
other forms of Audio”, 2009.  
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TV’s typical viewer is clearly less educated with a lower household 
income than radio’s listener. Individuals with a high school education 
or less spend significantly more time with TV than any other medium. 
TV dominates their media day with viewing clocking in at 7.4 hours, 
almost two full hours more per day than the average and accounting 
for an amazing 80 percent of their daily media consumption.  

 
The college-educated, however, are much more audio-centric, tuning 
into broadcast radio for close to two hours a day while viewing 
almost three hours a day less television than the less-educated 
viewer. Those with advanced degrees are also fans of radio, with 
84% tuning in daily while viewing nearly three and half hours less 
of television per day than those with a high school education or less. 
Those working full time spend almost as much time with radio daily 
as they do with TV! 
 
The media habits of various income levels also vary dramatically. 
Households with annual income below $30,000 consume less audio 
and are lighter than average broadcast radio consumers with only 62 
percent tuning to broadcast radio daily. Their use of satellite radio, 
other digital audio options and the Internet is also far below average. 
But their devotion to television is extraordinary at 478 minutes, or 8 
hours, a day.   
 
Meanwhile, households with annual incomes above $100,000 are 
heavy consumers of audio, listening about 30 minutes more per day 
with fully 84 percent tuning to broadcast radio daily. Households with 
incomes above $100,000 spend about the same amount of time with 
audio as with television—210 minutes with audio compared to 224 
minutes with television.  

 
While the upscale individuals increased their use of other digital 
forms of audio, it’s not at the expense of radio. It’s a completely 
different story for television, with high-income households viewing 
close to 2 hours less television per day than the average 
household; and 4 1/4 hours less than households with annual 
income of $30,000 or less. This upscale segment also shuns 
newspapers, spending 25 percent less time with the paper on a 
typical day. 
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Employment also plays a key role in media consumption. The 
employed tend to consume more audio and radio than the norm, are 
more likely to be online and less likely to read a newspaper. Those 
who are unemployed, retired or students are extremely television-
centric and lighter than average consumers of radio and audio. 
Similar to low-income households, they spend 90 minutes more per 
day with television (7 hrs) than the average individual, and are one-
third less likely to use the Internet. This segment is also 29% more 
likely to read a daily newspaper. 
 
 
 
 
 
 
 
 
 
 


