
 

1 - Radio’s Place in the Media Landscape I 
 

ARBITRON: "RADIO LISTENING IS UP" 

 

6-12-13 

Arbitron released another RADAR National Radio Listening Report today. The report says radio’s 

audience increased year over year, adding more than 430,000 weekly listeners. Arbitron says radio now 

reaches 242.5 million listeners, or 92 percent of persons 12 and older, on an average weekly basis. 

Additionally, daily time spent listening to radio among persons age 12 and older held steady versus the 

June 2012 RADAR report. People 12 and older spend approximately 2 hours and 36 minutes a day with 

radio.  

 

Why Gen Y  

We can throw the 93% number around all we like, but the bottom line is that radio 

listening levels vary depending on the group you’re looking at. 

In a recent series of posts, we’ve talked about the concerning radio problem centering 

on lost youth – specifically, the notion that the medium has lost a generation of listeners 

over the past decade or so. 

Some might argue that we’re actually talking about two generations that are simply not as 

engaged with radio as their parents.  Gen Y – or Millennials – is a case in point.  Here’s 

their Media Usage Pyramid from Techsurvey9.   A look at the black bar below indicates 

that 86% of these twenty and thirtysomethings listen to radio an hour a day or 

more.  That’s below the study average of 89%. 

http://p.feedblitz.com/r.asp?l=78311876&f=12361&u=174737&c=4607278


 

And this pattern intensifies when we examine Gen Z – those 20 and younger.  Only 78% 

of them listen to broadcast radio for that one hour minimum a day. 

This may not be an issue for radio today – or even a year or two from now – but the 

assumption that they’ll be back someday is not a logical one.  Habits, patterns, desires, 

and tastes are formed when we’re young.  The less that new generations of 

consumers experience radio, the less they’ll be connected to the medium as they mature. 

The auto companies know this only too well and radio would be smart to watch their 

moves carefully.  A recent eMarketer report outlines the problem – 18-34 year-olds are 

simply not buying new vehicles like they used to.  In just the last decade, the industry has 

experienced precipitous drops in new car registrations: 

http://p.feedblitz.com/t2.asp?/12361/174737/4607278/www.emarketer.com/Article/Auto-Industry-Makes-Long-Term-Play-Millennial-Car-Buyers/1009972


 

If this looks similar to ratings trends you’ve seen, the challenges facing both the 

automobile and radio industries when it comes to Millennials ought to be obvious. 

And it’s not just the automotive sector.  A recently released generation study 

commissioned for MTV has renewed their energy for digging back in and reconnecting 

with 12-34 year-olds.  Unlike other entertainment brands, MTV cannot rely on aging with 

its audience.  In fact, the president of MTV, Stephen Friedman, notes in a recent New 

York Times article, ―Candidly, we were hanging onto Gen Xers a little too long.‖ 

At Netflix, a new initiative is geared directly at kids (and, of course, their 

parents).  They recently announced a partnership with DreamWorks to create 300 hours 

of original programming that Netflix can stream to kids all over the planet.   As we saw 

in Techsurvey9, Generation Z is a savvy, smart forward-leaning audience that can pay 

residuals well down the road – if they get into the habit while they’re young. 

So for the automakers – and radio – what’s the answer? 

The OEMs are researching the problem and attacking it both strategically and 

tactically.  eMarketer talks about a Ford partnership with Zipcar on select college 

campuses, along with social media initiatives designed to engage students.  Digital 

campaigns via mobile and social are considered the gateways to connecting with 

Generation Y.  And for the OEMs, the good news is that these young consumers are 

visiting their websites, according to Nielsen data: 

http://p.feedblitz.com/t2.asp?/12361/174737/4607278/www.nytimes.com/2013/06/18/business/media/longing-to-stay-wanted-mtv-turns-its-attention-to-younger-viewers.html?_r=0
http://p.feedblitz.com/t2.asp?/12361/174737/4607278/gizmodo.com/netflix-just-staked-out-new-ground-in-fight-for-your-ki-513761894
http://p.feedblitz.com/t2.asp?/12361/174737/4607278/www.nytimes.com/2011/08/31/business/ford-and-zipcar-join-forces.html


 

And we see this in our Techsurvey, too.  While Generations Y and Z may not be 

consuming as much radio, they are connecting with stations in a myriad of different 

ways.  The notion that broadcasters are getting more ―digital traffic‖ from them than their 

older brothers and parents is encouraging. 

But it boils down to what happens when they arrive at these digital portals – the 

experience, the content, the value.  And that’s where broadcasters need to make a 

concerted effort to commit and appeal to younger listeners: 



 

Generation Y (gold) is more likely to connect with stations via their websites, Facebook, 

and mobile.  And a look at the next generation – Gen Z (light blue) – an even stronger 

propensity to connect digitally on all these portals that barely existed five or ten years 

ago. 

So even if radio hasn’t built it yet, they’re coming.  What happens when they get there 

may tell an important story about radio’s future. 

Generation Next or Generation Lost? 

Why Gen Y? 

Ask any major brand manager and they’ll be more than happy to tell you. 

 

The Whole Story - Homes and Gardens (and Media) 
by Mike Bloxham, Yesterday, 7:30 AM  

http://www.mediapost.com/publications/author/2383/mike-bloxham/


 

Weekends are big for Home Depot and Lowe’s. As countless thousands use the precious 

two days of―rest‖ to put in a new deck or acting out the wish list they’ve built from weeks 

of watching HGTV and trolling around on Pinterest, the cash registers at both Home 

Improvement stores across the land ring loud and long. 

With weekends accounting for so much business, it becomes critical to ensure that 

potential customers are reached effectively before they are likely to visit the stores. 

This USA TouchPoints analysis looks at which media are more or less likely to deliver 

Home Improvement shoppers on the average weekend by average weekend reach and 

indexed against adults 18-64. 

 Unsurprisingly, Live TV scores the highest reach over the weekend among this 

group at 81%, with an index of 105. 

 Radio comes in second place at 72% (index 109), due in part, to time spent in the 

car going to the Home Improvement stores, where it works as a path-to-purchase 

medium right into the parking lot, other stores and generally running errands, 

socializing etc. 

 While Internet use on the computer is lower than it might be during the week, due 

to less work use, it still places third at 45% and indexes at 116. 

 Interestingly, especially in light of the investments in mobile seen in the Home 

Improvement sector, reach for the use of the Web or apps via cell phones is 



relatively low at 17% and under indexes at 87. (That's possibly a factor of the age 

of the customer base vs. those making the higher levels of use in the broader 

population.) However, while use of mobile apps and Web may under index, the 

presence of the medium in-store can outweigh this. 

 Perhaps the most intriguing part of the analysis lies in the media that over-index 

to the greatest extent. Tablets weigh in at 11% reach, but over index at 122. Print, 

which has been read the last rites more than can be counted, delivers 13% reach 

for Newspapers and 7% for Magazines. But they over-index to the tune of 140 

and 172, respectively. 

 

While the case for TV and Radio are obvious, and the development and use of mobile 

marketing is largely carried by the medium’s proximity to point of sale, print media 

cannot be expected to fall off the schedule any time soon. Not if we look at the data. Its 

reach may not be particularly high, but with the right titles, it can deliver the Home 

Improvement shopper 

 

 Radio closes in on a final agreement with Sprint for FM on handsets. ―We’re in the 
final stages of an agreement,‖ Emmis CEO Jeff Smulyan told broadcasters yesterday, as 
he works to bring more broadcasters onboard in the industry’s effort to raise $45 million 
for Sprint over the next three years. To reach that goal operators are being asked to 
commit $10,000 per station per year — or five minutes of inventory a week to be sold on 
Sprint’s behalf. It is unclear how close to the goal Smulyan is, but he said response has 
been ―overwhelming‖ with most broadcasters opting to turn over some of their unsold 
inventory to the cause rather than offering to pay cash. It’s expected that time will be sold 
by Katz Radio Group in the largest markets, with a mix of other rep firms and radio 
networks selling the remaining ad time. Some broadcasters are hoping for a broad Run 
Of Schedule (ROS) parameter, but it’s mostly likely the spots will need to run between 
6am and 7pm, according to Smulyan. ―To keep it to five minutes a week, it will probably 
have to be a little bit better inventory,‖ he explained. He said the goal is to divvy up the 
burden as fairly as possible across big and small markets. While most stations have 
unsold inventory, some operators have been reluctant to sign a three-year commitment 
since the impact it may have on national sales isn’t entirely certain. But Smulyan points 
out that the industry’s largest companies contributed almost $930 million of inventory 
over six years launching digital radio, adding, ―This is a small price to pay.‖  

Sprint’s FM-enabled smartphones will launch first in Kansas City. The goal of radio’s $45 million deal 

with Sprint is to start rolling out the radio-activated Android- and Windows-based smartphones into the 

marketplace this summer, perhaps as soon as next month. ―That depends on the effectiveness of this 

fundraising, because it won’t launch until we can make a payment as an industry,‖ Emmis CTO Paul 

Brenner said, adding once Sprint is paid, the smartphones should appear in stores ―relatively quickly.‖ The 

test market for the rollout will be Sprint’s home base of Kansas City. Brenner said Emmis is working with 

broadcasters there to make sure that when buyers turn on the handsets, they get as visual an experience as 

possible. ―We really want to come to market with great content,‖ he said. Emmis is encouraging every 

station to, at the very least, submit a logo so the NextRadio app that will activate FM on the phones is as 

eye appealing as possible. ―When these phones launch, we’ll show our listeners that we are an interactive 

medium,‖ Emmis CEO Jeff Smulyan said. ―If we do that I’m pretty certain all the other carriers will jump 

on this.‖ While AM owners are being asked to commit cash or inventory even though Sprint smartphones 

will only offer FM, Smulyan noted that any AM on a translator will be featured. Meanwhile, discussions 



continue with AT&T and Verizon, but it’s unclear whether there’s been much progress toward getting FM 

into their handsets. ―The most important thing is a successful launch with Sprint,‖ Smulyan said 

 . 
 
 
 
Radio rules among those planning to buy a new car. New research gives radio sales 
departments more ammo for returning automotive to the industry’s top ad-spending category. 
Planned vehicle purchasers spend more time with radio — 

150 minutes a day — than with any other media. Consumers planning to buy a new ride 
spend more than 20% of their day with radio compared to second-ranked internet at 18%, 
according to the Media Audit. (The internet figures exclude time spent with email.) Factor 
in radio’s reach and you’ve got ―the ideal medium for car dealers and manufacturers to tell 
their story,‖ the Media Audit president Bob Jordan says. While the internet is a strong No. 
2 at 125 minutes a day (and would be tops if email were included), Jordan notes the web is 
tremendously fragmented. ―Consumers can go to dozens and dozens of websites during 
the day but radio listeners tend to be loyal to a couple of radio stations,‖ he says, listening 
on average to about 2.5 radio stations during a week. The news gets better when looking 
at consumers planning to buy a U.S.-made vehicle. Planned domestic car purchasers are 
very strong radio listeners, spending more than 177 minutes a day with radio, compared to 
the internet at 132 minutes and broadcast TV at 103 minutes. Consumers planning to 
purchase a car in the next 12 months tend to be more financially optimistic than the 
general market, Media Audit research shows. More than half tend to be more financially 
optimistic compared to 36% of the general market. The study is based on 68,401 adults 
interviewed in 87 markets in 2012. 
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Methodology

 264 radio stations in the U.S. & Canada

 N = 78,111

 Interview dates: January 29-February 19, 2013.

 Most respondents are members of station email databases. Some 
responses were gathered via the station’s website or social 
networking pages.

 All responses were collected online and weighted using their Fall ’12 
M-F metro 12+ cume audiences

 No one station contributed more than 3% to the sample

 This is a web survey and does not represent all radio listeners nor 
even each station’s audience.  It is not stratified to the U.S./Canadian 
populations and/or their radio formats of choice.

 

TOT 
2013

96%

95%

90%

89%

83%

81%

78%

62%

51%

45%

38%

36%

30%

27%

26%

20%

15%

11%

7%

Media Usage – 2013
8%

22%

-1%

9%

-14%

24%

0%

51%

-35%

18%

-16%

19%

-1%

7%

-3%

-3%

-3%

2%

0%

NA

 



Station Listening Platforms
Total

Mobile apps (4%)

AM/FM Radio

home/work/school

(33%)

AM/FM Radio

in vehicle

(52%)

Computer stream

(10%)

Other (2%)

Traditional: 85%

Digital: 14%

Podcast/On-demand (1%)

 
 

Station Listening Platforms
Boomers

Mobile apps 

(2%)

AM/FM Radio

home/work/school

(36%)

AM/FM Radio

in vehicle

(54%)

Computer stream

(9%)

Other (2%)

Traditional: 86%

Digital: 12%

 



Station Listening Platforms
Gen X

Mobile apps 

(4%)

AM/FM Radio

home/work/school

(30%)

AM/FM Radio

in vehicle

(53%)

Computer stream

(10%)

Other (1%)

Traditional: 83%

Digital: 15%

Podcast/On-demand (1%)

 
 

Station Listening Platforms
Gen Y

Mobile apps 

(6%)

AM/FM Radio

home/work/school

(23%)

AM/FM Radio

in vehicle

(58%)

Computer stream

(10%)

Other (1%)

Traditional: 81%

Digital: 18%

Podcast/On-demand (1%)

 



Station Listening Platforms
Gen Z

Mobile apps 

(8%)

AMFM Radio

home/work/school

(28%)

AM/FM Radio

in vehicle

(49%)

Computer stream

(13%)

Other (2%)

Traditional: 77%

Digital: 21%

 

Why Listen To AM/FM Radio

Main Reasons

 



Most Important New Car Features

“Very Important” features among those planning on 
buying/leasing a new vehicle in 2013

 

Pandora’s Major Drawbacks 
2013

2012

Among those who stream & use Pandora

 



New Music & New Artist Discovery

One choice only – among those interested in new music

 

New Music & New Artist Discovery

One choice only – among those interested in new music

 
 

ANA’s ad outlook better for radio than most traditional media. The media buffet for ad buyers keeps 

getting longer, but radio appears to be holding onto most of its advertisers. A just-released survey from the 

Association of National Advertisers finds eight-in-ten of its members are either increasing their broadcast 

radio spending or holding budgets flat. Radio’s consumption is holding its own against other media choices 

that are popping up every day, and advertisers seem to be taking note. The survey finds 64% of advertisers 

are holding radio budgets flat in 2013. Some are putting more dollars into radio — 10% said they’re 

bumping up their radio spending more than 5%. And another 5% said they’re increasing their radio budgets 

by low-single digits. The ANA survey sample isn’t as large as some other research — it was fielded among 



a subset of members who have direct oversight of media negotiations. But it provides insight into what 

some of the biggest marketers are thinking. The media segment seeing the biggest growth is online video 

with increases planned by nine-in-ten survey respondents. Mobile is second, with eight-in-ten planning to 

put more of their budget there. But with video pre-roll and smartphone ads on radio website and apps, that 

gives stations a way to capture some of those growing digital budgets. Radio still needs to convince some 

advertisers to stick with it. The ANA survey found 20% plan to cut their radio budgets this year, half by 5% 

or more. Yet it’s holding up better than other traditional media. The biggest shifts were away from network 

TV, syndicated TV and print. Local spot TV trends were similar to the radio results. Perhaps the best news 

for radio and every other media is a majority of those who took the survey said their overall media budgets 

are larger this year 
 

JACOBS: "DIGITAL DASHBOARD USAGE GROWING" 

 

5-6-13 

Jacobs Media has released its annual Techsurvey. It's the 9th survey of its kind conducted by Jacobs Media 

and Fred Jacobs says, ―Techsurvey9 shows that while gadgets and new media continue to occupy the 

headlines, radio’s ability to uniquely connect with consumers on their preferred platforms is the secret 

sauce for future success in the digital space.‖ The survey also revealed that the digital dashboard, like 

Ford's Sync, is gaining popularity with users.  

Here are some highlights from Techsurvey9 

- Protecting The In-Car Listening Franchise: More than half of all respondents say that most of their 

radio listening takes place in cars. And now, more than one in 10 (11 percent) drives a vehicle equipped 

with a ―digital dash‖ system like Ford’s Sync, especially fans of Country, News/Talk and Sports radio.  

- Radio is making the transition to digital: Consumers are now accessing station content on digital 

channels. When asked to recall their last week’s listening to the station that sent them our survey, 14 

percent of all respondents say they tuned in on computer and mobile streams, as well as other digital 

sources. The younger the generation, the more reliance there is on digital platforms to enjoy broadcast 

radio. 

- AM/FM Radio still matters: The ―emotional triggers‖ from 2012’s Techsurvey8 study are intact: 

listening to radio at work, mood enhancement, escape, and companionship. And consumers continue to 

demand radio in their new cars, as well as rely on broadcast radio for new music and new artist discovery. 

- Pandora is a big player: By far, Pandora continues to be the most popular pure-play Internet option, 

outstripping its competitors. While Pandora is a force to be reckoned with on the mobile front, its main 

drawback is now its commercials, cited by a growing number of its listeners. And even Pandora users 

continue to be significant consumers of broadcast radio.  

- It’s about mobile – and mobility: The three big stars of Techsurvey9 are smartphones, tablets, and the 

―digital dashboard.‖ Each shows a significant increase in acquisition, indicating that consumers are 

continuing to take their favorite content with them wherever they go.  

Techsurvey9 results were gathered online from January 29-February 19, 2013. Overall, 264 broadcast 

stations across the U.S. and Canada participated, contributing 78,111 respondents. A series of format 



webinars has been scheduled. There is more information at 

www.jacobsmedia.com/techsurvey9/formatwebinars.asp with dates and registration.  

Despite new competition, most listeners show staunch loyalty to radio. New listening data compiled by 

Katz Media Group from USA Touchpoints makes a convincing case for radio as the only audio medium to 

effectively reach a majority of Americans. On a daily basis, AM/FM radio (including its station streams) 

reaches 57% of adults 18-64, the data shows. Within that group, 86% say they listened exclusively to 

AM/FM or its station streams. Just 14% also listened to satellite radio or streaming music services like 

Pandora, Rdio, Slacker and Spotify. The percent of daily radio listeners who tune exclusively to AM/FM 

radio and its online streams remain largely consistent across demos, although radio’s daily reach is lower 

among younger demos. For example, radio’s daily reach is 51% among 18-34s compared to 58% for 55-

64s. Panelists in USA Touchpoints cross-platform measurement service receive a smartphone containing an 

app, which they use to fill out an eDiary in 30-minute increments over a 10-day period 

 

Radio’s Audience is Highly Social 
May 6, 2013 by MarketingCharts staff 

83% of radio listeners in the US have a 

profile on a social networking site, according to results from Jacob Media’s Techsurvey 

9, which surveyed more than 78,000 listeners across the US and Canada. While social 

networking use is (unsurprisingly) highest among radio listeners aged 18-34 (91.1% in 

the US and Canada combined), it’s also quite high among the 55+ crowd (73.5%). By 

comparison, a recent Pew survey found that 67% of US internet users have a social 

networking profile, a figure that drops to 52% among 50-64-year-olds, and just 32% 

among the 65 and older set. What’s more, American radio listeners seem keen to look 

beyond just Facebook: 29% use Twitter; 21% use Pinterest; and 20% use Google+.  

The study turns up some somewhat predictable results when sorting by gender: among 

radio listeners in the US and Canada, women are more likely than men to be using 

Facebook (82.3% vs. 71.4%), Pinterest (29.9% vs. 6%) and Instagram (15.9% vs. 8.7%), 

but less likely to be on LinkedIn (29.1% vs. 34.2%). There’s more parity in use of 

Google+, Twitter, and Foursquare. 

http://www.jacobsmedia.com/techsurvey9/formatwebinars.asp
http://www.jacobsmedia.com/techsurvey9/default.asp
http://www.marketingcharts.com/wp/interactive/social-networking-adoption-leveled-out-in-late-2012-27054/attachment/pew-socnet-site-use-by-age-feb2013/
http://www.marketingcharts.com/wp/interactive/social-networking-adoption-leveled-out-in-late-2012-27054/attachment/pew-socnet-site-use-by-age-feb2013/
http://www.marketingcharts.com/wp/interactive/social-networking-adoption-leveled-out-in-late-2012-27054/attachment/pew-socnet-site-use-by-age-feb2013/


Radio stations are doing a good job of using these social platforms to connect with 

listeners. Almost two-thirds of the survey’s American Facebook users said they have 

liked the station that sent them the survey, and slightly more than half said they visit the 

Facebook page of the station that sent the survey at least weekly. 

Among American Twitter users, about 3 in 10 follow the station that sent them the 

survey, or any of its personalities or DJs. 

Those connections tend to foster deeper relationships, too. Among US respondents who 

had connected with the station that sent the survey through Facebook, 60% said being the 

station’s Facebook fan or friend enabled them to have a stronger relationship with the 

station. Close to half of those who follow the station (or its personalities) on Twitter said 

the same. 

About the Data: Techsurvey9 results were gathered online from January 29-February 19, 

2013. Overall, 264 broadcast stations across the U.S. and Canada participated, 

contributing 78,111 respondents. 

 

 

Study finds newspaper readers are engaged, but local 
papers need to do more on mobile 
By Laura Hazard Owen 

16 hours ago Apr. 16, 2013 - 2:45 PM EDT  

A new survey from the Newspaper Association of America and Nielsen finds that 

newspaper readers are highly engaged. But they have to do more on mobile, particularly 

as ad revenue plunges. 

Newspapers are still better at engaging audiences than any other form of media, 

according to a new Newspaper Association of America (NAA) survey conducted by 

Nielsen, and print newspaper advertising remains effective. With newspaper ad revenue 

plunging, though, the picture isn’t as rosy as this survey makes it appear — and 

newspapers can do more, especially when it comes to social networking and mobile. 

The NAA-Nielsen study surveyed 5,000 adults on ―11 different metrics for engagement, 

including trust and ethics, how connected media makes people feel, the value or 

inspiration it adds to life, and the effectiveness of advertising.‖ On that measure, print 

and online newspapers came out on top: 

http://paidcontent.org/2013/04/16/naa-study-shows-newspapers-readers-are-engaged-but-local-papers-need-to-do-more-on-mobile/
http://paidcontent.org/2013/04/16/naa-study-shows-newspapers-readers-are-engaged-but-local-papers-need-to-do-more-on-mobile/
http://paidcontent.org/2013/04/16/naa-study-shows-newspapers-readers-are-engaged-but-local-papers-need-to-do-more-on-mobile/
http://paidcontent.org/author/laurahowen38/


 

Advertising in print newspapers and on their websites is also effective. The survey asked 

respondents about different metrics of advertising effectiveness, like ―usually notice ads,‖ 

―likely to purchase‖ and ―best place for Black Friday shopping.‖ The average score 

across all media was 35 percent, with newspapers a bit higher: 

 

 
 

 

 

Unprecedented National Research on "State of Listening in America" Shows Radio 

Remains Hugely Popular across Multiple Platforms 

Several Key Groups - Including Millennials and Generation Z - Remain Especially 

Attached to Radio, Finding it "Trustworthy," "Human" and "Relate-able" 

Digital Media Fuels Category Growth for Radio 

 

 



Listeners Also Connect to their Favorite Stations and DJs Via Social Media, and are 

Especially Receptive to "Close To Point of Purchase" Radio Advertising 

NEW YORK--(BUSINESS WIRE)-- Clear Channel Media and Entertainment (CCM+E) 

today unveiled the results of an extensive study of the State of Listening in America, 

which underscore radio's continued, widespread popularity, particularly among 

Millennials and Generation Z, who listen to radio regularly and describe it as 

"trustworthy," "human" and "relate-able." The study is the first comprehensive audio 

analysis that addresses the various ways people are listening today and also clearly 

demonstrates that the growing prevalence of mobile devices coupled with easy access to 

streaming apps have made radio more relevant to users. 

The comprehensive research, conducted for CCM+E by research firms Latitude Research 

and OpenMind Strategy, also reveals that listeners enjoy connecting with their favorite 

stations and on-air personalities via social media, illustrating how social media has made 

radio increasingly interactive and personal. 

The study shows that 92 percent of Americans regularly tune in to AM/FM radio and that 

much of this listening happens at or near a place of purchase - radio's significant and 

"unique selling proposition," in the words of advertising icon David Ogilvy. Additionally, 

85 percent of listeners feel radio is more accessible than ever, which demonstrates that 

digital media, most notably iHeartRadio, has fueled category growth and expanded 

radio's accessibility and relevancy. 

Also a majority of listeners view on-air personalities as local celebrities and reported that 

DJs engage listeners regularly on both digital and broadcast platforms. "It's gone from 

calling in [to the station], to texting, to Twitter," said one participant. "It keeps getting 

easier" [to be part of the radio station's community]. 

Listeners also revealed that they prefer on-air advertising that is creative, humorous, 

leverages on-air talent and is generally "more like radio." 

"This research confirms that radio's reach and appeal remain strong regardless of the 

platform, geography, ethnicity, or age group," said Clear Channel CEO Bob Pittman. 

"American listeners - particularly younger generations - feel a strong connection to their 

favorite on-air radio personalities - which is made stronger by social media - in a way that 

isn't replicated by other media." 

The following are among the study's key findings: 

 92 percent of all respondents listen to radio at least once a week. 

 69 percent agree "streaming services do not replace radio." 

 80 percent say radio is helpful in discovering new artists or songs. 

 82 percent say the first thing they do when they get in a car is turn on the radio. 

 66 percent agree that their favorite radio stations reflect who they are as a person. 

http://www.businesswire.com/


 78 percent agree that radio has the power to make a difference in the community 

and 72 percent believe radio is more community-oriented than TV. 

 85 percent say radio is more accessible than at any time before and 78 percent say 

they can access radio anywhere. 

 Radio advertising is viewed more positively than ads on TV, internet and mobile 

apps. 

 72 percent believe that radio feels more "human" than the internet and 65 percent 

believe it is more "personal" than TV. 

 71 percent say radio is a part of their daily routine. 

"This is the first time the industry has looked so closely at the state of audio in America 

today," said Dr. Radha Subramanyam, EVP, Insights, Research and Analytics at CCM+E. 

"The study represents a major step forward in understanding how hundreds of millions of 

Americans engage with radio and audio content and advertising every day." 

 

Unprecedented National Research on ―State of Listening in 
America‖ Shows Radio Remains Hugely Popular across Multiple 
Platforms 

Several Key Groups – Including Millennials and Generation Z – Remain 

Especially Attached to Radio, Finding it “Trustworthy,” “Human” and 

“Relate-able” 

Digital Media Fuels Category Growth for Radio 

Listeners Also Connect to their Favorite Stations and DJs Via Social 

Media, and are Especially Receptive to “Close To Point of Purchase” 

Radio Advertising 

May 10, 2013 05:00 AM Eastern Daylight Time  

NEW YORK--(BUSINESS WIRE)--Clear Channel Media and Entertainment 

(CCM+E) today unveiled the results of an extensive study of the State of 

Listening in America, which underscore radio’s continued, widespread popularity, 

particularly among Millennials and Generation Z, who listen to radio regularly and 

describe it as “trustworthy,” “human” and “relate-able.” The study is the first 

comprehensive audio analysis that addresses the various ways people are 

listening today and also clearly demonstrates that the growing prevalence of 

http://www.businesswire.com/


mobile devices coupled with easy access to streaming apps have made radio 

more relevant to users.  

“This research confirms that radio’s reach and appeal remain 

strong regardless of the platform, geography, ethnicity, or age 

group” 

The comprehensive research, conducted for CCM+E by research firms Latitude 

Research and OpenMind Strategy, also reveals that listeners enjoy connecting 

with their favorite stations and on-air personalities via social media, illustrating 

how social media has made radio increasingly interactive and personal.  

The study shows that 92 percent of Americans regularly tune in to AM/FM radio 

and that much of this listening happens at or near a place of purchase – radio’s 

significant and “unique selling proposition,” in the words of advertising icon 

David Ogilvy. Additionally, 85 percent of listeners feel radio is more accessible 

than ever, which demonstrates that digital media, most notably iHeartRadio, has 

fueled category growth and expanded radio’s accessibility and relevancy.  

Also a majority of listeners view on-air personalities as local celebrities and 

reported that DJs engage listeners regularly on both digital and broadcast 

platforms. “It’s gone from calling in [to the station], to texting, to Twitter,” said 

one participant. “It keeps getting easier” [to be part of the radio station’s 

community].  

Listeners also revealed that they prefer on-air advertising that is creative, 

humorous, leverages on-air talent and is generally “more like radio.”  

“This research confirms that radio’s reach and appeal remain strong regardless of 

the platform, geography, ethnicity, or age group,” said Clear Channel CEO Bob 

Pittman. “American listeners – particularly younger generations – feel a strong 

connection to their favorite on-air radio personalities – which is made stronger by 

social media – in a way that isn’t replicated by other media.”  



The following are among the study’s key findings:  

 92 percent of all respondents listen to radio at least once a week.  

 69 percent agree “streaming services do not replace radio.”  

 80 percent say radio is helpful in discovering new artists or songs.  

 82 percent say the first thing they do when they get in a car is turn on the 

radio.  

 66 percent agree that their favorite radio stations reflect who they are as 

a person.  

 78 percent agree that radio has the power to make a difference in the 

community and 72 percent believe radio is more community-oriented than TV.  

 85 percent say radio is more accessible than at any time before and 78 

percent say they can access radio anywhere.  

 Radio advertising is viewed more positively than ads on TV, internet and 

mobile apps.  

 72 percent believe that radio feels more “human” than the internet and 65 

percent believe it is more “personal” than TV.  

 71 percent say radio is a part of their daily routine.  

“This is the first time the industry has looked so closely at the state of audio in 

America today,” said Dr. Radha Subramanyam, EVP, Insights, Research and 

Analytics at CCM+E. “The study represents a major step forward in 

understanding how hundreds of millions of Americans engage with radio and 

audio content and advertising every day.”  

The results were presented by Dr. Subramanyam, who holds a PhD in Radio, 

Television and Film, to an audience of major advertisers and included a 

performance by Rod Stewart at the iHeartRadio Theater presented by PC Richard 

and Son. CCM+E partnered with Latitude Research and OpenMind to survey 

more than one thousand respondents. The report also includes insights gleaned 



from live focus groups, ethnographies and journals from Americans across the 

country. 

 

 

Nielsen: Radio scores high in audience engagement, average in advertising efficacy. The 

claim that listeners are highly engaged with radio is reinforced loud and clear in a new cross-

media engagement study conducted by Nielsen. Radio tied for second across an aggregate of 11 

different metrics of engagement in the study, commissioned by the Newspaper Association Of 

America. Newspapers came in first. Local news radio was tied for second in trustworthiness, with 

56% attributing that quality to it. Local talk radio was right behind at 55%. Racking up similar 

percentages, local news radio and local talk radio were also tied for second and third, 

respectively, when people were asked which source operated ―in an ethical manner and [has] the 

public’s best interest in mind.‖ Radio grabbed half of the top six positions when respondents were 

asked which media ―inspire me.‖ Local talk radio came in fourth among 13 different media in the 

inspiration metric, followed by local news radio and local music radio. With 45% saying it ―makes 

my life better,‖ local music radio ranked second followed by local talk radio (44%). But radio 

scored about average in the efficacy of its advertising. On a scale of different metrics of 

advertising effectiveness – including ―usually notice ads‖ and ―likely to purchase‖ – radio scored 

an average 34% among U.S. adult consumers. That’s in line with the 35% average score for all 

media. Radio also indexed at the norm of 100 in how engaged audiences were with its 

advertising. When it comes to whether audiences notice advertising and whether it makes them 

more likely to purchase, local talk and news radio fared better than local music radio. But music 

radio beat news and talk radio in a more dubious attribute: advertising annoyance, where it 

ranked third only to social networks and Twitter/blogs. The online survey of 5,000 adults was 

fielded from December 9, 2012-January 8, 2013. 

 
 

Qq GNC bulks up on radio ads. GNC’s diet for good marketing this summer is a healthy dose of radio. 

The national sports fitness retailer will launch a new marketing campaign to educate consumers about a 

new member pricing program. The ―Respect Yourself‖ campaign is the company’s biggest advertising push 

in several years. ―We’re investing in radio, we’re investing in digital, we’re investing in additional direct 

mail — it will be a pretty comprehensive approach to launching this program,‖ CEO Joe Fortunato said. He 

told analysts last week that GNC will use a ―much more extensive‖ direct marketing program in 2013 to 

focus on the benefits of their new pricing program in order to ―rejuvenate‖ some Gold Card customers who 

haven’t shopped in GNC stores for a while. ―We’re doing radio across the country for three weeks starting 

May 6 — then off a week — and then back on for a week in June,‖ he said. GNC is committed to radio 

because it showed results while testing the new pricing strategy in Kansas City and other markets over the 

past two years. GNC will add about $3 million to the 2013 marketing budget to support the launch. It will 

mark a return of sorts to radio for GNC which spent $876,000 on radio in 2011 but slashed that spending to 

just $64,000 in 2012 according to Kantar Media. While radio’s known for its ability to impact business 

quickly, Fortunato doesn’t expect radio to have an overnight impact on GNC’s sales volume since their 

customers tend not to come into a store every month. ―When you get all this marketing out there and the 

radio’s hitting, it’s going to take somewhere from around 8 weeks-plus to get the consumer’s reaction and 

start coming into the stores,‖ he predicted 

 

 

NEW COMPREHENSIVE RESEARCH CONFIRMS POWER 

OF RADIO 



 

1 

5-10-13 

For what seems like years now, radio executives have been saying "We need to tell a better story." It was 

almost as if everyone wanted more information about the power of radio but nobody was willing to go out 

and produce that information. Until now. Clear Channel says it partnered with Latitude Research and 

OpenMind Strategy on comprehensive research that concludes radio remains very popular across multiple 

platforms. And the research says several key groups – including millennials and generation Z – remain 

especially attached to radio, finding it ―trustworthy,‖ ―human,‖ and ―relate-able‖ 

The study, called "The State of Listening in America," is also in line with what Arbitron has been saying 

for several years. According to the research, 92 percent of Americans regularly tune in to AM/FM radio 

and much of this listening happens at or near a place of purchase – radio’s significant and ―unique selling 

proposition.‖ Additionally, 85 percent of listeners feel radio is more accessible than ever, which 

demonstrates that digital media has fueled category growth and expanded radio’s accessibility and 

relevancy.  

The study also says listeners enjoy connecting with their favorite stations and on-air personalities via social 

media. And a majority of listeners view on-air personalities as local celebrities and reported that DJs 

engage listeners regularly on both digital and broadcast platforms. ―It’s gone from calling in [to the 

station], to texting, to Twitter,‖ said one participant. ―It keeps getting easier‖ [to be part of the radio 

station’s community]. 

Clear Channel CEO Bob Pittman said, ―This research confirms that radio’s reach and appeal remain strong 

regardless of the platform, geography, ethnicity, or age group. American listeners – particularly younger 

generations – feel a strong connection to their favorite on-air radio personalities – which is made stronger 

by social media – in a way that isn’t replicated by other media.‖ Listeners also revealed that they prefer on-

air advertising that is creative, humorous, leverages on-air talent and is generally 'more like radio'.‖ 

 

Clear Channel partnered with Latitude Research and OpenMind to survey more than one thousand 

respondents. 

The report also includes insights gleaned from live focus groups, ethnographies, and journals from 

Americans across the country. Here are some of the highlights from the study: 

· 92 percent of all respondents listen to radio at least once a week. 

· 69 percent agree ―streaming services do not replace radio.‖ 

· 80 percent say radio is helpful in discovering new artists or songs. 

· 82 percent say the first thing they do when they get in a car is turn on the radio. 

· 66 percent agree that their favorite radio stations reflect who they are as a person. 

· 78 percent agree that radio has the power to make a difference in the community and 72 percent believe 

radio is more community-oriented than TV. 

· 85 percent say radio is more accessible than at any time before and 78 percent say they can access radio 

http://www.radioink.com/Article.asp?id=2650966&spid=30800


anywhere. 

· Radio advertising is viewed more positively than ads on TV, Internet, and mobile apps. 

· 72 percent believe that radio feels more ―human‖ than the Internet and 65 percent believe it is more 

―personal‖ than TV. 

· 71 percent say radio is a part of their daily routine. 

 

Radio’s cluttered? Not compared to the web. Feeling a bit overwhelmed by 

online ads? Here’s why. The U.S. online advertising market delivered 

nearly 1.1 trillion display ads during the first quarter, according to 

comScore. Nearly one-third, or about 346 billion, came on Facebook — 

which saw its ad impressions double over the previous year. ―We are now 

seeing more than one trillion display ads delivered every single quarter 

and nearly 300 individual advertisers spending at least $1 million a 

quarter on display,‖ comScore EVP Jeff Hackett says. 

 

• 3/31/06Listeners paying close attention to  

live traffic reports, sponsors 

*****A recent study conducted by Edison Media Research found 

that almost three-quarters (75%) of radio traffic listeners pay more 

attention to commercials read live by the announcer of a traffic or 

news report than they do to pre-recorded commercials. The Edison 

Metro Traffic Study also concluded that 78% of those commuters 

requiring traffic information for suburban roadways gained this 

traffic information from their regular local traffic stations. 

Additionally, the study found that traffic reports demonstrated an 

ability to pull people away from CD players, MP3 players and 

Satellite Radio. One in four respondents indicated that they listened 

to something other than radio in their cars, but then switched back 

to AM/FM radio specifically to hear traffic reports. Those with 

exceptionally long commutes (greater than 60 minutes each way) 

reported an even greater propensity to switch to AM/FM radio for 

traffic reports, as nearly half of those listeners indicated they listen 

to CDs or MP3s, but switch to hear traffic. More than 90% of radio 

traffic listeners pay close attention to traffic reports. "Clearly, 

traffic reports are extremely 'sticky' content for radio listeners," 



noted Tom Webster, VP/Edison Media Research. "Listeners know 

where to find localized traffic reports, especially in suburban areas, 

and rely on them to help them navigate their increasingly longer 

commutes  

 

No medium is inherently engaging or not. Engagment differs across the 

same medium based upon the way it is being deployed 

 
 

qqFor a low price, Dollar Shave Club will send you new razors right to 

your home. So, it’s about making the lives of guys easier, alleviating the 

need to show for blades. 

 

But here’s the kicker. As I was reading through the interview, Dubin was 

asked about the media he’s used to get the word out about Dollar Shave 

Club. 

 

And his response? 

 

Radio. 

 

Yes, you read that right – this new startup has been marketed with radio 

ads – not national TV spots, Pandora :10s, or web banner ads. 

 

To learn more about the media plan, I contacted Dollar Shave Club and 

asked Michael to be more specific about his media plan, and of course the 

big question: 



 

FJ: Why radio? 

 

MD: Impactful creative. Dollar Shave Club has a strong, recognizable 

brand voice and a simple, straightforward message that we felt could 

resonate to a radio audience. Whether it was coming directly from the 

brand or an endorsement, we think it will break through the clutter and 

help us to acquire new customers. Radio also enables creative flexibility 

and relatively low production costs, which allowed us to test and learn how 

the audience was responding. (And) targeting. (Radio) enabled us to find a 

lot of our guys at once that are engaging with content where we felt our 

message would have high receptivity – sports and humor. It also was 

scalable at both a national and local level, which enabled us to test and 

target specific cities, demographics and content arenas quickly. 

 

FJ: How much of your buys are endorsements from personalities, and can 

you talk about why this was an avenue you pursued as opposed to 

recorded spots? 

 

MD: We can’t disclose the percentages between endorsements vs. recorded 

spots, but we’ve actually found success in both routes. Endorsements gives 

us a familiar voice the audience trusts, and also puts our message in or 

surrounding the content – which is when engagement is at its highest. It 

delivers a large volume of highly qualified consumers to our site. Recorded 

spots directly deliver the brand’s voice, which allows us to tell brand 

stories and weave messaging in over time. With lower costs than 

endorsements, it also enables us to deliver stronger frequency. 

 

Smart radio operators have long known about the power of local 

personalities to pitch products. Here in Detroit, WRIF’s Meltdown was 

one of the DJs who has done live reads for Dollar Shave Club. I’m sure 

many of you have heard these endorsements and recorded spots around 

the country. 

 

And when asked about the bottom line – did it work and why – Michaels 

told me, ―Yes, we’re acquiring new customers profitably.‖ In this case, 



men. As he points out, one of radio’s great qualities is its ability to target 

key customer groups – something that Dollar Shave Club has obviously 

taken advantage of in its foray into media advertising. 

 

Michael also noted that ―radio will continue to be in our future plans,‖ as 

long as it continues to attract new business in an efficient way. 

 

 

 

zzChesney's Life On A Rock will be Available On-Demand for Fans via 

Clear Channel Websites 

Clear Channel Media and Entertainment and Blue Chair 

Records/Columbia Nashville announced today an integrated promotional 

and marketing partnership to preview Kenny Chesney's new Life On A 

Rock album, set to release April 30. Clear Channel will host an exclusive 

iHeartRadio Album Release Party – featuring a never-been-done-before 

one hour live conversation and listening session with Chesney in the 

iHeartRadio Theater in New York City on April 29 at 1 p.m. EST. 

The conversation and album preview is part of Clear Channel's multi-

platform campaign, which will include an on-air and online Artist 

Integration Program, designed to introduce what the critics have called 

"Chesney's most personal music" to fans and listeners nationwide. 

Kenny Chesney has sold over a million tickets to each of his past 10 tours, 

won the Country Music Association and Academy of Country Music's 

Entertainer of the Year Award a combined eight times, had 24 No. 1 hits 

and sold more than 30 million albums. The people, places, moments and 

feelings of a driven man at rest inspired his upcoming Life On A Rock, 

which celebrates life, the rhythms of being alive, the joy of friendship, the 

beauty of the world and the pleasures of slowing down. 

To harness the excitement around Life on a Rock, Clear Channel will host 

this exclusive iHeartRadio Album Release Party at the iHeartRadio 

Theater presented by P.C. Richard & Son in New York City on Monday, 

April 29 at 1 p.m. EST. Bobby Bones, host of The Bobby Bones Show, 

syndicated on Country radio stations nationwide, will join Chesney for one 

unbelievable hour of songs, fun, tales from the road and stories of where 

the music came from. Featuring a live, on-stage interview, Chesney will 



bring the fans inside a project he says, "I never knew I was making, and 

songs I wrote just for me…" 

The event will broadcast live across more than 100 Clear Channel Country 

radio stations as well as station websites and iHeartRadio.com, Clear 

Channel's industry-leading digital music service. The Album Release Party 

and its live stream will be promoted on-air extensively across Clear 

Channel Country radio stations' nationwide and across its digital 

platforms, including iHeartRadio beginning Thursday, April 25. 

Following the Kenny Chesney iHeartRadio Album Release Party, Clear 

Channel will begin its immersive two-week Artist Integration Program, 

leveraging its powerful on-air and online platforms. The program allows 

fans and listeners the opportunity to fully experience Life On A Rock, 

through exclusive content, audio clips, on-demand video from the release 

party, in addition to hearing the complete album on-demand via Clear 

Channel's Country stations websites. 

This unique promotional campaign will increase audience engagement and 

awareness of Chesney's newest album via custom created content and 

spots that will run across all Clear Channel Country radio stations and 

websites nationwide – including featured placement on iHeartRadio.com. 

Listeners will also be able to click and listen to exclusive content through 

the platform's various portals, which will allow fans to easily purchase 

"Life on a Rock" via iTunes. 

"I'm happy the folks at Clear Channel are giving me an opportunity to 

talk to the fans about this really personal record," Chesney said. "When 

you take a risk and do something outside the box, make an album that 

pulls back some layers and expectations, you want the fans to share in 

where the music came from, just as much as you want people to see their 

lives in your song… This lets me bring them the man I am when I'm not 

onstage." 

"We're excited to play a key role in the album launch for one of Country 

music's biggest artists, Kenny Chesney," said Tom Poleman, President of 

National Programming Platforms, Clear Channel Media and 

Entertainment. "The marriage of Kenny's music and our unmatched 

country platform, including the largest number of country radio stations 

and iHeartRadio, allows Clear Channel to bring music to consumers like 

no one else." 

https://mail.katz-media.com/owa/redir.aspx?C=X3KVoUod30mJGfcsdBBLTkcY5MVNHNAIE_sCOqLlyVRxkcJxktd8Vq_OHP9FzMkw1pCj9aX0XN0.&URL=http%3a%2f%2fiHeartRadio.com
https://mail.katz-media.com/owa/redir.aspx?C=X3KVoUod30mJGfcsdBBLTkcY5MVNHNAIE_sCOqLlyVRxkcJxktd8Vq_OHP9FzMkw1pCj9aX0XN0.&URL=http%3a%2f%2fiHeartRadio.com


 

 

Qq The Whole Story - The Diet Pepsi Media Challenge 

by Mike Bloxham, Yesterday, 8:47 AM 

The carbonated drinks category is a fiercely fought sector in which 

consumer habit and loyalty is a key driver of success. The category is so 

large that even when it is broken down by brand and sub-brand – of which 

there are many – loyalists for any sub-brand still number in the millions. 

Understanding their daily media habits is critical in understanding how 

best to shape communications strategies. 

 

This analysis leverages the fact that USA TouchPoints data is linked back 

to the MRI Codebook to enable analyses at the level of brand and category 

purchasers and consumers. It looks at the relative daily reach of different 

media among 18-64 year-old Diet Pepsi loyalists –—those who drink diet 

cola and who always choose Diet Pepsi. 

 

The medium that achieves the greatest average daily reach is Live TV at 

75%, but the very respectable second place is taken by Radio at 57% — 

possibly because other analysis has revealed this group to be on the move a 

good deal of the day and as we know, radio dominates the world of in-car 

media. 

 

While the Internet via the Computer comes in fourth place at 42% (lots of 

workplace consumption no doubt), it is sandwiched between two media 

often overlooked in the world of Big Media: Mobile Texting (48%) and 

Email via the Computer. Though neither are regulars on the media plan, 

their daily reach among Diet Pepsi loyalists – and probably other 

consumers of carbonated drinks – is too high to responsibly ignore. Even 

though much of the email use will be work-related, there is ample evidence 

to suggest the mediums potential for consumer engagement. 

 

Important- compare radio versus other mediums combined 

Interestingly Texting delivers a full 20% more reach than the combination 

of Mobile Apps and Web – which may come as something of a surprise to 

many in the media industries who are more enamored and heavier users of 



apps and Web browsing on our phones. But that's not so forr the general 

population of Diet Pepsi loyalists. 

 

Something similar may also be said for the reach delivered by the Tablet. 

While this can reasonably be expected to grow, at a mere 10% right now, it 

is unlikely to justify anything more than experimental activity. 

 

Such an analysis could also be done in comparison to the sector as a whole 

or against specific competing brands and also to show how media use 

varies through the day and week. But as a simple check against which 

media are most likely to deliver brand loyalists on an average day, even 

this analysis shows up some potentially enlightening opportunities for 

developing differentiated channel planning strategies. 

 

 
 

 

 



 

 



 



 



 



 

 



 

 



 



 



 



 



 



 



 

 
 
Radio beats all other media in „the moment of truth‟ before purchase decisions are made. 
Ads are believed to be most effective when they air immediately prior to the time a consumer 



makes a buying decision, like a fast food spot delivered just before lunchtime. Radio scores 
higher in this metric, known as recency, than any other media according to new data from 
Arbitron and Edison Research. AM/FM radio delivers far more consumers (49%) than any other 
media during the half hour before they arrive to shop, more than twice the number reached by the 
next closest medium (billboard advertising at 21%). That’s true even among heavy TV and heavy 
internet users. The new study also shows AM/FM radio ads spark a consumer response: 4 in 10 
Americans say they have visited an advertised restaurant or advertised store, attended an 
advertised event, watched an advertised TV show or talked about the ad or product with others 
after hearing an ad on AM/FM radio. In another finding with implications for radio sales 
departments, the median age of heavy radio users (42) is closer to that of the U.S. population 
than heavy TV users (median age 50) and heavy internet users (median age 33). The study also 
debunks the myth that heavy users of one medium spend less time with another. For example, 
heavy TV and internet users spend as much time with radio as the average American.  

LANDSCAPE 2012

Radio – The Original Social Network
Connects with Young Adults

Source: comScore Inc Ratings for February 2013 Average Daily Unique Visitors 18-34, factored to include mobile and pc;  RADAR 116  March 

2013, P18-34, 6A-12M 
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On a typical day in 
the USA, 

of people 18-34:

• 65% more will use 
Radio than will go to 
Google Search 

• 70% more will use 
Radio than will go to 
Facebook

• 150% more will use 
Radio than will go to 
YouTube

• 850% more will use 
Radio than will go to 
Twitter
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Every day, more than 2/3 of people 18-34 invite Radio to be a major part of their lives
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LANDSCAPE 2012

Radio – The Original Social Network
Connects with Adults 25-54

Source: comScore Inc Ratings for February 2013 Average Daily Unique Visitors 25-54, factored to include mobile and pc;  RADAR 116  March 

2013, P25-54, 6A-12M 
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On a typical day in 
the USA, 

of people 25-54:

• 100% more will use 
Radio than will go to 
Google Search 

• 130% more will use 
Radio than will go to 
Facebook

• 300% more will use 
Radio than will go to 
YouTube

• 2150% more will use 
Radio than will go to 
Twitter
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Every day, nearly 3/4 of people 25-54 invite Radio to be a major part of their lives
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D a s h b o a r d D o m i n a n c e

1

Radio’s Weekly Reach of Adults 

Is Greatest of Major Media

Source: Scarborough USA Plus - Release 2 2012 12 Month Adults 25-54  (Sample Size: 86,420)
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D a s h b o a r d D o m i n a n c e

2

Radio’s Weekly Reach of Adults 

Is Greatest of Major Media

Source: Scarborough USA Plus - Release 2 2012 12 Month Adults 18-34  (Sample Size: 28,781)

94%

51%

81% 80%

91%

Listened to Radio Past 
7 Days

Read Any Newspaper 
Past Week

Watched Any TV Past 
Week

Watched Any Non-
Premium Cable Past 

Week 

Spent Any Time on 
Internet Past Week

Weekly Media Exposure

2

Adults   

18-34

 

D a s h b o a r d D o m i n a n c e

Which Media Can Deliver Mass Reach

Source:  TV HH, Nielsen Cross Platform Report March 2013; wkly Radio, Arbitron RADAR  116 March 2013 M-Su M-M; Internet, Pew Internet & American Life Project Setptember2012 Study;; DVR,, Video Game 
Consoles Nielsen May 2012 National People Meter Panel; Cable & ADS November 2012 Nielsen Report;  Online Radio, Smartphones, iPods/MP3s, Tablets and Social Net Usage Edison Media Infinite Dial: 2013; Hi 
speed Internet Access  from Pew Internet & American Life Project  May, June 2012 Tablets  Pew Internet & American Life Project October 3, 2012; satellite radio, Scarborough USA Plus - Release 1 2012 12 
Month; Twitter,  Pew Research Center’s Internet & American Life Project Post-Election Survey, November 14 – December 09, 2012. N=1,802 internet users. Interviews were conducted in English and Spanish 
and on landline and cell phones
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Nearly Everyone Uses Radio. 
In Real Time. Every Week.
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Radio reaches  over 90% of virtually every segment of the population.   That 
that has been true year after year and remains true today.
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D a s h b o a r d D o m i n a n c e

Radio‘s Weekly Reach Remains Consistent
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D a s h b o a r d D o m i n a n c e

Radio‘s Weekly Reach Remains Consistent
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Americans are consuming more media than ever. Radio and TV dominated the media landscape in 

2003. Fast forward 10 years and more than half of Americans own a smartphone and two in three have an 

internet Wi-Fi network at home. While the media landscape has changed dramatically in the past 10 years, 

the net effect is that Americans are spending more time with media. The combined time spent per day with 

radio, TV and the internet gained more than an hour since 2003 to reach 8 hours 15 minutes in 2013. That 

finding from Edison Research and Arbitron’s latest Infinite Dial study offers further evidence that digital 

platforms enhance — rather than replace — media usage. ―Digital platforms have expanded opportunities 

for consumers to use all media at new times and in new places versus what they could do just 10 years 

ago,‖ Arbitron SVP of marketing Bill Rose says. The national telephone survey of 2,021 people aged 12+ 

was conducted in January and February. The estimates are based on self-reported consumer behaviors. 

RADIO OWNS THE AUTOMOBILE 

 



4-3-13 

The Infinite Dial data shows what many readers already know, consumers want in-car entertainment at 

their fingertips. In the automobile, back in 2010 only 6 percent of cell phone users listened to audio in the 

car. In 2013, that number is now 21 percent. Radio still dominates in-car listening, with 84 percent stating 

they listen to AM/FM. Surprisingly, 63 percent say they listen to CDs and only 12 percent listen to online 

radio.  

Fifty-eight percent say they use AM/FM all of the time or most of the time while only 4 percent say they 

listen to online radio all of the time or most of the time when connected in the car. Those online numbers 

are expected to grow as the number of automobiles with Bluetooth technology increases. Only 28 percent 

of the vehicles on the road have Bluetooth and only 6 percent have in-dash infotainment systems like Ford 

Sync, according to this study. 

4-3-13NPD CONFIRMS: RADIO STILL DOMINATES 

LISTENING 

U.S. Digital TV Users Soaring 
by Wayne Friedman, Yesterday, 10:53 AM  
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U.S. digital TV users are climbing faster than expected. 
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The number of U.S. digital TV users -- those who view at least one TV show per month 

via the Internet -- will climb 37% in four years to 145 million in 2017, from 106 million 

in 2012. This amounts to digital TV user growth climbing at a 6.9% compound annual 

growth rate -- a higher increase than previously forecast in August 2012 by eMarketer. 

 

Next year, it says digital TV viewers will cross a critical tipping point -- surpassing 50% 

of the U.S. Internet user population. Those users who watch at least one movie per month 

on any Internet-capable device will climb to 115 million in 2017 from nearly 80 million 

in 2012, a 9.7% annual growth rate. 

 

A Belkin and Harris Interactive survey of U.S. Internet users said 12% would consider 

replacing their cable or satellite subscription with a streaming media subscription, such as 

Netflix or Hulu Plus in 2013. A total of 30% of respondents were inclined to at least 

consider cord-cutting. 

 

Still, another 37% "strongly disagreed" when asked whether they would consider 

replacing cable and satellite with only digital Internet TV. 

 

Evidence of growing digital TV/movie usage, says eMarketer, comes from Netflix -- 

which reported U.S. streaming revenues of $2.19 billion for 2012, growing moderately 

from quarter-to-quarter, with its U.S. rental DVD revenues totaling $1.14 billion and 

declining each quarter. 

 

 

RADIO REMAINS STRONG EVERYWHERE 
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In conjunction with Edison Research, Arbitron presented "Infinite Dial 2013" Tuesday afternoon in a one-

hour webinar. The data, collected from 2,021 people in both English and Spanish, gives broadcasters details 

on how consumers use media and technology. The data, presented by Bill Rose of Arbitron and Tom 

Webster of Edison, showed more and more people are connecting via broadband and Wi-Fi, more people 

are connecting in their automobiles, and as more people connect, radio usage is increasing.  

 

When Arbitron and Edison presented Infinite Dial in 2003, they reported radio had 223 million users every 

week. There were 178 million consumers on the Internet and 33 million people using broadband. In 2013, 

the study showed 243 million weekly radio users, 232 million people surfing the Internet, and 182 million 

people had connected with broadband. Wi-Fi, which hardly showed up in the 2003 report, had 177 million 

users in 2013.  

According to the study, 120 million Americans have listened to online radio in the last month and 86 

million in the last week. And they listen for about 12 hours every week. The good news for radio is that, 



according to the study, 82 percent of the online listeners also consumed traditional radio over the air and 

only 6 percent listened to online radio exclusively.  

 

 

 
 
AM/FM Still ‗King of All Media‘ In-Car  
by Leslie Stimson 
on 04.03.2013 

 
inShare  

 

print rss ShareThis  

 

AM/FM radio continues to be ―the king of all media‖ in the car, but expect 
smartphone connectivity to grow in-vehicle, according to Arbitron SVP Marketing 
Bill Rose.  

That‘s a big takeaway from the latest Infinite Dial study by Arbitron and Edison 
Research. 

AM/FM radio leads over other in-car audio options at 84% of drivers who had 
―ever‖ used this option, compared to 63% who used a CD player and 29% who 
used an iPod/MP3 player. Fifteen percent said they listened to satellite radio, 
followed by online radio at 12% and HD Radio at 3%.  

When asked what audio option they use most of the time in the car, 58% said 
AM/FM radio, followed by 15% who mainly listened to CD players and 11% who 
said online radio. Satellite radio followed at 10%, followed by 4% for online radio 
and 1% who said HD Radio. 

―We think Bluetooth availability will have a big impact‖ on these numbers, Rose 
said. Nearly three-in-ten, or roughly 28%, said they have a Bluetooth connection 
in their car. ―This number is going to grow and it‘s worth keeping an eye on,‖ said 
Rose. 

Ditto for in-dash infotainments systems. while only 6% have them now, 
researchers expect this figure to increase over time as well.  

Also, one-in-five (21%) have used their cellphone to listen to online radio in a car. 
That compares to 6% who did so in 2010. 

The use of podcasting has slowed as more Americans have DVRs in their home. 

Some 45% of consumers have a DVR in their home now, compared to 28% in 
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2008. 

Radio stations may want to relaunch their podcasts to a wider audience and 
claim ownership of time-shifted radio, said Edison Research VP Strategy & 
Marketing Tom Webster.  

This is the 21st Infinite Dial study. Researchers interviewed more than 2,000 
people about their use of digital platforms and new media. Download the study 
from either www.arbitron.com or www.edisonresearch.com. 

 

Zillow puts radio to the ROI test — and now it‘s on the 2013 media plan. The real estate website 

Zillow spent the second half of last year trying various forms of advertising, including 

radio, television, online and mobile in what CEO Spencer Rascoff says were relatively 

small experiments in ROI. The test phase is over. As Zillow ramps up a “meaningful 

increase” in ad spending, it confirms radio will be part of the mix. “Following highly-

measured testing in 2012, we are now stepping on the gas in 2013 in several advertising 

channels that showed promise last year,” Rascoff says. Zillow isn‟t releasing specifics 

about its media plan but confirms it will hike advertising budgets by 70% compared to last 

year as it markets to home buyers. Besides radio, Zillow will buy television and some 

forms of online advertising that also passed its ROI test. “The prime reason that we‟re 

advertising is because we think there is an opportunity to create a much more well-known 

brand, which then drives greater revenue growth down the road,” CFO Chad Cohen told 

analysts this week as the company explained why it was implementing such a big increase 

in marketing budgets. As the real estate market has recovered, the National Association of 

Realtors has also been ramping up its radio spending. Media Monitors says it was radio‟s 

No. 79 largest-volume advertiser last year, airing 195,404 spots 

 
Radio faces a new TSL reality. Though radio’s cume remains remarkably steady at 92% of the 
U.S. population, time spent listening among persons 12+ dropped by 3.2% from April 2010–
March 2012, according to Arbitron RADAR data. The decline may be slightly inflated since 15 of 
the 240 markets measured by RADAR were transitioning to PPM in 2010. The data shows TSL 
declines appear to be larger among younger demos. That may sound alarming, but CBS Radio 
SVP of programming Greg Strassell doesn’t believe it’s a universal problem. ―The big brands that 
do it well are holding TSL,‖ he says pointing to young adult L.A. powerhouses like KROQ, KIIS 
and KPWR, where year-over-year TSL is holding steady or growing. To remain relevant to 
younger listeners, Strassell says radio must not just reflect the buzz but help create it. Radio is 
hardly alone in confronting digital disruption. In the past year, three of the big four broadcast TV 
networks experienced audience drops ranging from 2% to 8%, according to Nielsen. And the 
percent of U.S. adults who say they read a newspaper yesterday (print or online) has declined 
steadily to 43%, according to Scarborough. More fragmentation is a virtual certainty. ―You will see 
satellite, Pandora and Spotify decline as more entertainment becomes available,‖ Entercom SVP 
of programming Pat Paxton says. Emmis CEO Jeff Smulyan believes some listening has shifted 
over to radio’s digital platforms. ―We live in a fragmented world and people have more choices,‖ 
he says.  
More digital choices are expanding the radio landscape. Radio’s first inclination may be to 
wave the finger of blame for TSL declines at internet radio, and there’s evidence it is a factor. 
Web radio has exploded during the past four years, experiencing a 243% increase in domestic 
Average Active Sessions from 2009 - 2012, according to Triton Digital data. With smartphone 
penetration gaining critical mass, internet radio hit a dramatic inflection point in late-2011 as 
listening sessions skyrocketed 60% from third quarter 2011 to fourth quarter 2012 (see chart). 

http://www.arbitron.com/study/digital_radio_study.asp
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The issue may not be whether listening to streaming is cannibalizing broadcast radio but rather 
how much it is increasing listening to broadcast radio brands. ―Overall audio listening is 
increasing as more options are available to the listener,‖ DTE Research CEO Dr. Tom Evans 
says. ―It does not mean that a listener decides to switch to one device over another as much as 
new options make for easier listening.‖ For example, a sports fan may listen to his local ESPN 
Radio affiliate when he’s in town but tune to ESPN Radio on satellite radio when he can no longer 
pick up the local station on his car radio. A KIIS-FM, Los Angeles listener may tune to the station 
in the car but listen to the station stream on her smartphone or desktop computer at work. In both 
cases the brand is increasing its listening but may not receive full credit for it in Arbitron ratings.  

Radio’s inherent strengths hold key to winning against new competitors. Digital platforms have 

made it easier for listeners to spend more time with radio while swinging the door wide open to 

new competitors. In December web pureplays accounted for 78% of all U.S. web radio listening 

measured by Triton Digital, compared to 22% for broadcast streams. That’s practically an inverse 

from three years ago 

 

Although it launched in 2006, today is the first time Slacker has focused on a 

concentrated effort to market the company, rather than its offering. Jim Cady, its CEO, 

says that over the years, it has been quietly building a scalable business that now has 

more than 500,000 paying subscribers and over 4 million monthly average users. He 

believes that 2013 will be a ―blockbuster‖ year as it seeks to finally ramp up its marketing 

initiatives and expand its audience 

 
 

 At retail conference, talk turns to radio advertising. What do consumer brands say 
about radio when the radio sales reps aren’t in the room? Broadcasters might be 
surprised. Bank of America Merrill Lynch’s annual Consumer and Retail Conference was 
held last week in New York and while ad buying strategies weren’t on the agenda, the 
topic of radio came up several times during the two-day event — especially by restaurant 
chains taking a fresh look at the medium. Cheesecake Factory CFO Doug Benn told 
investors that social media may have the sizzle a restaurant chain craves, but last year 
they decided to reconsider traditional media. ―The really good news about us using 
traditional marketing, such as billboards or signage in malls or radio, is that it did move 
the sales needle, and it moved it quite significantly,‖ Benn said. Like most consumer and 
retail brands, it’s the foot traffic and return-on-investment sales that measured ad 
campaign success. ―What we did last year was successful enough where we want to 
continue that test in other markets this year,‖ Benn said. Instead of allocating more 
dollars to marketing, the restaurant chain is shifting share to radio and other traditional 
media. Cracker Barrel has historically used spot radio for what CFO Larry Hyatt told the 
conference has been more of a product message, highlighting limited-time menu items. 
―Radio continues to be an effective medium, but it appears we have opportunities in radio 



to get even better,‖ Hyatt said. Finding ways to improve the effectiveness of its radio 
spots is ―very high‖ on the company’s list of things to do in 2013. ―We continue to think it’s 
an important medium,‖ he said. Other companies are finding ways to get radio into the 
media mix. Denny’s CFO Mark Wolfinger said they continue to spend 35 to 40 weeks a 
year using national TV but over the past four years they’ve created a local co-op 
marketing budget that allows their 272 local franchisees to buy radio time during the off-
weeks. 

  
 ARBITRON: "242.8 MILLION LISTEN EVERY WEEK" 

 3-11-13 

 From the RADAR 116 National Radio Listening Report, Arbitron says radio’s audience increased 

year over year, adding more than 1.6 million weekly listeners. And, according to Arbitron, radio 

now reaches 242.8 million listeners in an average week. Teens 12 to 17 show the largest gains, 

according to the report, with radio reaching nearly 23 million teens in an average week. 66.5 

million adults 18 to 34 listen to radio every week, according to Arbitron, which translates to 92 

percent of the people in that demographic.  

  

  
 Arbitron announced details from its March 2013 RADAR 116 National Radio 

Listening Report, including the good news that the audience was up year over 

year by more than 1.6 million weekly listeners. Radio now reaches 242.8 million 

listeners on an average weekly basis. 

 Teens 12-17 showed the largest gains among the major age demos. Radio now 

reaches nearly 23 million teens in an average week. Radio listening also remains 

steady among Adults 18-34, reaching 66.5 million people, or 92%, in this demo. 

 According to the report, radio saw gains in the Black (non-Hispanic) audience 

across all major demographic groups versus the March 2012 report. The Hispanic 

audience also grew, adding nearly 1.1 million listeners in an average week. 

 Radio’s Black (non-Hispanic) audience aged 12+ added 741,000 weekly listeners 

versus the March 2012 RADAR report. Radio reaches more than 92% of Black 

(non-Hispanic) listeners aged 12 and older in an average week. 

 Black (non-Hispanic) Adults 18-34 shows the most gain, adding more than 

200,000 listeners in an average week, versus the year ago report. 

 Radio now reaches more than 39.5 million Hispanics 12+ in an average week, or 

95% of this demo. 

 Hispanic adults aged 25 to 54 shows the largest gains, adding more than 1.1 

million weekly listeners versus the year ago report. 

 A new feature in the RADAR 116 March 2013 report is the inclusion of listening 

metrics for HD multicasts and AM/FM/HD streaming stations. The data shows 

that radio is using new platforms effectively to reach more listeners. According to 

the RADAR March 2012 report, HD multicasts reach nearly 3.6 million Persons 

12+. 

 Streams of AM/FM/HD radio also reach a broad audience. More than 5.4 million 

persons 12+ tune into AM/FM/HD streams during an average week. Adults 18-49 



make up the majority of this audience, with more than 3.5 million people in this 

demographic accessing streaming AM/FM/HD stations in an average week. 

 The sample size for the RADAR March 2013 is 395,844 persons 12+. The report 

includes data from all 48 Arbitron PPM markets. 

Five Ways to Connect With 
Millennials... Yes, via Radio 
by Mary Beth Garber  |    

March 22, 2013 
 

Most people's perception of whether Millennials like radio could do with a splash of cold 

water and a stream of cold, hard facts. 

In fact, if you are between 18 and 34, you are far more likely to be pulling your ears away 

from AM/FM radio than your eyes away from Facebook to read this article: 92% more likely, 

actually. Way more Millennials will use radio this week than they will YouTube or Twitter.(1) 

Each week, 93% of Millennials (or more than 62 million of them) spend over 2.5 hours per 

day listening to radio. That's more than a year ago. Or any time in history.(2) 

Ah, but what about custom music streaming (e.g., Pandora) and other technological 

developments? Have they replaced listening to radio among 18-34s? No. In fact, research 

from 11 sources has concluded that streamers tend to be heavier users of radio than the 

average person. For example, in November 2012, Vision Critical concluded that "Pandora 

listeners report spending 50% more time listening to AM/FM radio than non-Pandora 

listeners." 

Why do 93% of 18-34-year-olds spend 2.5 hours listening to AM/FM radio stations daily via 

radios, mobile devices, computers, in cars, and other means? 

Recent studies tell us that more than half them say that radio "energizes" them or "improves 

your mood." It makes them happy, in other words. Millennials feel down or lonely, or they 

want the comfort of a familiar voice, or they want just to be entertained... as most people do. 

Maybe more so. More of them said they'd be more disappointed if their favorite radio station 

went away than if Facebook went away (62% vs. 45%).(3) 

Here's how to put this phenomenal medium to work for you to reach Millennials. 

http://www.marketingprofs.com/authors/1621/mary-beth-garber


1. Think connections 

Use radio stations to take you to the listeners. Stations have huge fan clubs, opt-in 

databases, Facebook friends, and Twitter followers—and an unbelievable number of 

listeners who will show up to have fun. 

That's why radio stations have lots of events, big and small, whether it's hosting Maroon Five 

for an in-studio live concert for a few privileged listeners or presenting a huge concert 

featuring listeners' favorite artists. Get involved by participating in the production and 

promotion of such events. 

A recent illustration: a major department store used radio for a contest in which listeners 

nominated and voted for their favorite "undiscovered" artists, the rising stars of tomorrow. 

The department store participated every step of the way, on-air, online, texting, Facebook, 

Twitter, as the results were announced at different stages of the promotion. The winning 

artist made exclusive appearances at the stores, where all the fans and people who 

participated in the promotion showed up to see their artist. 

Get the station to get you involved. The connections are incredible. 

2. Use the friend factor 

Most listeners—especially Millennials—feel as if radio personalities are friends. They friend 

them on Facebook, follow them on Twitter, and, most of all, they listen to them consistently 

every week, sometimes every day. Listeners trust these people. They know them. Or at least 

they feel as if they do, a phenomenon documented by a study from the University of 

Southern California's Annenberg School of Communications. 

Several studies show that using radio in a media mix particularly increases affinity for and 

advocacy of an advertiser. Capitalize on the popularity of radio personalities to add credibility 

and likeability to your product/service. For example, for the premiere of the TV show 

"Opening Act," The CW had radio personalities on more than 100 stations introduce the 

show and its premise before segueing into the next song. The show had a killer opening 

week. 

3. Take it off the air 

Create your own event or happening that profiles your product/service, and promote it with 

and via radio stations. The CW (which knows how to use radio to move its core audience of 

Millennials) promoted the premiere of "Heart of Dixie" by having personalities invite listeners 



to view a private sneak-peek of the show. Listeners registered on-air and online for a chance 

to see a "Southern Fried Screening" on Southern-style venues such as riverboats and 

Southern restaurants. 

4. Create in-programming placement opportunities 

Think outside the spots. For example, a jewelry store might team with a radio station for a 

Valentine's Day promotion asking people to submit a song suggestion for their valentine via 

text, Facebook, Twitter, or the station's website. Listeners can see the list and vote, and 

encourage their friends to also vote for their songs. The station then plays the top 10 

selections on Valentine's Day to accompany dinner. All of it brought to listeners by the 

jewelry store. 

5. Do great spots that have a great tagline 

There are apps for everything, and several let listeners vote on the commercials that are 

running on-air and then discuss them on the station's website, Facebook fan page, and 

Twitter. Don't be afraid to encourage the stations' listeners to give you direct feedback on 

your commercials. 

By the way, personalities will also comment on great spots. They will parody them, and 

people will then repeat them. A great tagline or jingle will become part of the vernacular. 

Recently, one station created a such a catchy jingle for a car dealer that listeners voted it the 

best song of the week. The dealer was astounded by the business that followed the start of 

the campaign. 

* * * 

Another tip: consistency. The thing to remember is that radio stations are like virtual 

neighborhoods. They appeal to certain groups of people who come back to the stations 

every week—those who feel affiliated with the station and the personalities and the 

advertisers that have become a part of their neighborhood. So create your own virtual spot 

within those virtual neighborhoods. Especially for Millennials, who love their radio stations 

and the advertisers on them 

Vision Critical Finds AM/FM Radio 

Holds Competitive Edge for Music 
News - Published Date: Friday, March 15, 2013 



While Two in Three Adults Listen to Music on Broadcast Radio Weekly, New Music Platforms are Playing a 

Bigger Role 

Toronto, CANADA - March 18, 2013 - Vision Critical, the leading provider of insight community 

technologies, in conjunction with Canadian Music Week, today released online survey results that show that 

broadcast radio stations continue to be the leading music source for North American adults. However, a wide 

range of digital options appear to be closing the gap.  

Nearly two-thirds of North American adults reported listening to music on AM/FM radio stations via standard or 

streamed radio in the past week. Responses show that Canadian adults are slightly more inclined to listen to 

broadcast radio than Americans—70 percent compared to 63 percent listen weekly. 

Though AM/FM usage remains considerably higher than competing platforms, emerging music sources such as 

YouTube, music download services, Internet radio and streaming services have gained a foothold among online 

adults. 

Key findings include: 

 YouTube is a widely used platform for listening to music, especially among 18 to 34 year old adults. 

About 66 percent of 18 to 34 year old Canadians and 61 percent of 18 to 34 year old Americans listen to music 

on YouTube. This is virtually the same proportion of 18 to 34 year old adults who listen to music on broadcast 

radio stations (66 percent in Canada and 62 percent in the U.S.). 

 Though music consumption patterns are generally similar between Canada and the U.S., the use of 

Internet radio and music streaming services is considerably higher in the U.S. More than one in four American 

adults listen to music on the Web, whereas only about 20 percent of the Canadian adult population do so where 

services such as Pandora and Spotify are not available. 



 

―We are seeing that music and in fact, radio itself are shifting platforms. This is not necessarily at the expense of 

broadcast radio but as a result of the expanding array of music platform choices,‖ said Jeff Vidler, senior vice 

president of media and entertainment at Vision Critical. ―Radio still plays a key role in keeping its listeners 

connected, but digital options are clearly moving into the pure music position.‖ 

Survey Methodology 

The survey was conducted between March 19-20, 2013 among 1,506 Canadian adults ages 18 and over and 

1,004 American adults ages 18 and over. Email invitations were sent to members of the Vision Critical Market 

Panels, offering a nationally representative sample for Canada via the Angus Reid Forum and for the United 

States via Springboard America. The survey was fielded in association with Canadian Music Week, March 19-

24, 2013 at the Marriott Eaton Centre in Toronto. 

RADIO LISTENERS IN THE NEW YORK AND WASHINGTON, DC, AREA 
HAVE THE LONGEST COMMUTES OF ALL ARBITRON RADIO METROS 



Radio rides shotgun on America’s daily commute 

COLUMBIA, MD; March 6, 2013 Commuters in the suburban radio markets surrounding New York and 
Washington, DC, spend the most time getting to their jobs each workday, according to a newly released 
Arbitron analysis of commuting data from the 2007–2011 U.S. Census Bureau‘s American Community 
Survey, using Fall 2012 Arbitron Metro definitions. 

Commuters in Sussex, NJ, suffer the most compared to their workday compatriots in the rest of the Arbitron 
radio Metros. Sussex commuters spend an average of slightly more than 37 minutes getting to work; 
Fredericksburg, VA, is number two, also at slightly more than 37 minutes. 

Arbitron compiled average commuting times for employed residents of its 275 radio Metros using the U.S. 
Census Bureau‘s American Community Survey from 2007-2011, providing radio stations with average 
commuting data for their specific radio market. 

Since 84 percent of all drivers or passengers report use of AM/FM radio in-car, Arbitron also analyzed which 
formats were top in morning drive and how much time is spent listening to the radio during morning drive 
(Monday-Friday 6AM-10AM) in an average week.  

Top 5 Markets by Commute Time: Average Travel Time to Work 

 
Average Daily  
Travel Time  

to Work  
minutes.seconds 

Metro 
Name 

Format of  
Top Station 

(P 18+ AQH Share;  
M-F 6AM-10AM) 

Weekly Time  
Spent Listening  
for Total Market  

(P18+; M-F  
6AM-10AM) 

37.7 Sussex, NJ Adult Contemporary 5:00 

37.6 Fredericksburg Country 4:45 

34.7 New York All News 3:15 

34.1 Frederick Country 4:30 

33.6 Washington, DC News/Talk 2:45 

*AQH and TSL data based on most recently released survey period 
Public Transportation a Factor for Time Spent Listening in Morning Drive 

While the New York and Washington, DC, Metro are among the top five Metros for commute time, their 
morning drive Time Spent Listening is not on par with the other three leading commute time markets. 

One possible reason— these two markets are also the leading markets for public transportation. In New 
York, 31.6 percent take public transportation to work; in Washington, DC—14.7 percent. 

Without a dashboard radio to accompany their commute, many bus and subway commuters aren‘t available 
to contribute to the morning drive Time Spent Listening.  

Bottom 5 Markets by Commute Time: Average Travel Time to Work 
Away from Eastern seaboard highways and West Coast freeways, commuters in middle America have an 
easier time of their journey to work. Grand Forks, ND-MN, with an average commute time of just over 14 
minutes, has the lowest commute time to work of all 275 metro markets.  

 
Average Daily 
Travel Time  

Metro Name 
Format of  

Top Station 
(P 18+ AQH Share; M-F 

Weekly Time Spent 
Listening for Total 

Market  



to Work  
minutes.seconds 

6AM-10AM) (P18+; M-F 6AM-
10AM) 

14.5 Grand Forks, ND-MN Album Oriented Rock 5:15 

14.7 Grand Island-Kearney, NE Country 5:30 

15.5 Cheyenne, WY Classic Hits 4:45 

16.1 Wichita Falls, TX Country 4:30 

16.2 Mankato-New Ulm-St. Peter, MN Country 5:15 

*AQH and TSL data based on most recently released survey period 

To view a full list of all 275 markets, visit the following URL:  

http:// www.arbitron.com/study/commute_times 

Hotter role for radio in Buffalo Wild Wings’ media recipe. The 

restaurant ad category has been a tough one for radio in the past year as that 

industry has struggled to keep diners coming through the door. Buffalo Wild 

Wings has been one of radio’s growth stories, and the chain plans to spend 

more in 2013. ―For the first time, we’ll have a significant amount of national 

radio,‖ CEO Sally Smith said. She told analysts in a recent conference call 

that the chain expects to increase its total marketing budget 6-7% this year. 

―Sports are the cornerstone of our brand,‖ Smith says. The casual restaurant 

has strong ties to sports. ―Our new TV and radio spots will promote Buffalo 

Wild Wings as the official hangout of the NCAA March Madness,‖ Smith 

said. She notes February and March bring some of their biggest ad spending, 

with NFL-related commercials putting another focus on September and 

October. As an official sponsor of the NCAA, Smith says Buffalo Wild 

Wings has rights to customize its commercials for all 89 championships. 

―We intend to increase our advertising presence over last year with more 

weight on radio to support all our marketing campaigns and sales driving 

initiative,‖ Smith said. The Minneapolis-based chain has about 861 locations 

in 48 states. According to Kantar Media, Buffalo Wild Wings spent $19.6 

million on radio in 2012 

CLEAR CHANNEL RAISES OVER $1 MILLION FOR KIDS  

 

2-28-13 

http://www.arbitron.com/study/commute_times


Clear Channel Communities, the community engagement brand of Clear Channel, and 106.1 KISS-FM 

(KBKS) in Seattle raised $1,009,271.52 for Seattle Children’s Hospital during its 12th annual ―Jackie and 

Bender’s One Big KISS for Seattle Children’s Hospital Radiothon.‖ Hospital Board Member Michele 

Smith said, ―It’s truly incredible that Jackie and Bender’s compassion for Seattle Children’s inspires so 

many to give generously and has for 12 years." 

106.1 KISS FM hosts Jackie and Bender broadcasted the stories of Children’s patients, families, staff, and 

volunteers to listeners across the region, who responded with generous donations and helped 106.1 KISS 

FM reach the 2013 goal of $1 million. Throughout the two-day radiothon, fans were encouraged to donate 

online, via text, and in an online auction as well as by joining the KISS for Kids Club, which allows 

listeners to sign up to make a monthly donation. Online donations will be accepted through the weekend at 

www.KISSFMSEATTLE.com. Listeners can also make a $10 donation by texting the word CARE to 

50555. 

(AUDIO) RADIO'S CHALLENGE IS IN THE HOME 

 

2-27-13 

Larry Rosin (pictured) and Megan Lazovick of Edison Research presented detailed information about the 

Country radio listener at CRS yesterday in an "Ethnographic Study." Lazovick went out across the country 

and spent days with listeners, observing how they consume music and what the country music format 

means to them. In addition to reinforcing the fact that Country music songs make an emotional connection 

with the listener, Edison uncovered more details about how consumers take in their audio entertainment. 

And, it's all about the path of least resistance. If consumers are in their automobiles, the radio is a very easy 

selection. If they are in their homes however, radio is facing many more challenges. Listen to our interview 

with Rosin and Lazovick about this project HERE.  

 

According to CRS Executive Director Bill Mayne, ―Their results yielded from this highly personal and 

rarely used ethnographic methodology exposes countinued challenges for country radio in the coming 

years. We are optimistic that the points brought to light in this study will yield considerable discussion in 

radio circles in the months ahead.‖ 

Among the study’s key findings were: 

 

- Radio’s competition is no longer only between stations. The fight today is against all of the other media: 

Television(outlets like CMT/GAC/TCN), YouTube, Pandora, and even personal mobile devices.  

 

- People are choosing to listen to the device that presents the path of least resistance. In the car, that 

remains radio. At home or in the workplace, there is a much more competitive situation: television, in 

particular, at home and the Internet at work. 

 

- If one listens to radio today, it is often devoid of emotion. And yet when you talk to people in their homes, 

they place the emphasis on the emotions that country music elicits. 

http://www.kissfmseattle.com/
http://www.radioink.com/goout.asp?u=http://radioinkmedia.intertechmedia.com/rosin.mp3


 

- One of the challenges that Radio faces is the fact that country fans don’t spontaneously equate country 

music strictly to country radio like the used to. This poses a challenge to radio provide talented DJs/hosts to 

guide the listeners in a more personal manner. 

 

Rosin says, ―For all of these nearly 40 years of radio research, we have concentrated largely on the hard 

facts of research, and the easily quantifiable – answering questions like: what portion of the audience likes 

this song? What portion of the audience works in an office? But while we call people on the phone, or now 

contact them on the Internet, or bring them to hotel ballrooms for auditorium music tests or to focus group 

facilities, there is one place that our research hasn’t gone to – and that’s straight to the homes of our 

listeners. And while there in the homes we found an entire line of inquiry we largely hadn’t explored the 

emotions underneath our work and the real connections that people have to country music and country 

radio. Radio remains most people’s primary way to interact with the Country Music they love.‖  

 

 

 

Radio’s Sprint bill begins to take shape. About $10,000 worth of inventory per station. That is what it 

will take for the radio industry to raise the $15 million that’s being pledged to Sprint in each of the next 

three years. In exchange for the money, the carrier guarantees to install and activate FM receivers in at least 

30 million cell phones 
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ALL2012: All Stations 2012 (11/12/12) 
    Overview 

      MSu 6a-12m 
      

       
Demo Pop. In-Tab AQH 

AQH 
Rtg.  

Dayparts 
Cume 

Cume 
Rtg. 

Persons 18-34 72,971,700 67,428 6,038,900 8.3 69,558,800 95.3 

Persons 18-49 135,279,100 139,402 12,234,400 9.0 128,796,300 95.2 

Persons 25-54 127,135,500 145,740 12,189,200 9.6 120,785,700 95.0 

Persons 35-64 123,521,000 176,632 12,177,600 9.9 115,853,000 93.8 

 



Broadcast Radio: A GROWTH Medium

With the digital revolution’s impact on media, new forms of audio enter the
marketplace regularly. Many think that these new digital audio platforms have
hurt Broadcast Radio’s impact. Nothing could be further from the truth.

During the decade, Internet Radio added 56 million listeners. This growth did not occur at the expense
of traditional Broadcast Radio which has also grown steadily during the decade … with a gain of 8%
and at the same time that Internet Radio has grown by 380%.

Decade of growth of Broadcast Radio vs. Internet Radio 
# of users in millions
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D a s h b o a r d D o m i n a n c e

During the week,  

young Americans 

spend significant 

time with Radio

Note:  TV includes time-shifted viewing; Internet includes via PC, mobile & tablet; 

Newspaper and Magazine includes digital readership.

Source: 2012.2 USA TouchPoints
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LANDSCAPE 2012

Radio – The Original Social Network
Connects with Adults

Source: comScore Inc Ratings for July - September 2012 Average Unique Visitors, RADAR 115 December 2012, P25-54, 6A-12M
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On a typical day in 
the USA, 

of people 25-54:

• 145% more will use 
Radio than will go to 
Facebook 

• 153% more will use 
Radio than will go to 
Google Search 

• 435% more will use 
Radio than will go to 
YouTube

• 2933% more will use 
Radio than will go to 
Twitter
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Every day, about 72% of people 25-54 invite Radio to be a major part of their lives
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Nearly Everyone Uses Radio. 
In Real Time. Every Week.
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Radio reaches  over 90% of virtually every segment of the population.   That 
that has been true year after year and remains true today.

Source:  RADAR 115 December 2012, Mon-Sun 6A-Mid Weekly Cume  
More 18-34 Adults use Radio each week than any other medium.(Scarborough USA+, 

Release 1  2012USA Adults 18-34, sample size 29,250) 
 

More 25-54 Adults use Radio each week than any other medium.(Scarborough USA+, 

Release 1  2012USA Adults 25-54, sample size 88,248) 
 

Radio reaches more Adults 18-34 during the work day than any other 
medium. (GfKMediaDay 2012 (Fieldwork 11-12/Doublebase Respondents) weighted to population (000)  

Base A18-34, Mon-Sun 5A-5P, sample size 1214) 
 



The average person 12+ in the USA spends about 2 hours and 38 minutes  
a day with Radio. (RADAR 115 December 2012 Monday-Sunday 6AM-Midnight for Persons 12+, sample size 395,823) 

18-34 Adults spend more time each  
day with radio than with the internet. 
(2012.2 MBI - USA TouchPoints smartphone enabled National probability sample of 2,000 persons aged 18-64, Nested within 
GfK/MRI‘s Survey of the American Consumer) 

 
Adults 18-34 are 52% more likely to be heavy users of radio than heavy 
users of television in the USA.  (Scarborough USA Plus - Release 1, 2012, 12 Month Adults 18-34. Heaviest 

two quintiles of exposure, sample size 29,250) 

 

70% of people with favorite Radio personalities follow them on social 
media.(USC Annenberg School for Communication & Journalism, PSI Studyreleased  June 2012, Woodley, P.  

and Movius, L. People With a Favorite Radio Personality in  
Los Angeles 617 respondents) 
 

More than half of people with favorite Radio personalities have considered  
or purchased a product/service advertised during their favorite Radio 
personality’s show.(USC Annenberg School for Communication & Journalism, PSI Study  released  June 2012, 

Woodley, P. and Movius, L. People With a Favorite Radio Personality in Los Angeles 617 respondents) 
 

 
More people of all ages would be more upset to go without their Radio 
station than to go without Facebook.(Alan Burns/Triton Digital ―The Future of Radio‖ September 2012 

National Consumer Database; 25,000,000 Panelists; August & September 2012;All Ages, Genders and Format Fans; Total Polled = 
41,252; Roughly in Line with 2010 Census; Heavily Caucasian) 
 

92% more Adults 18-34 use Radio on a typical day than Facebook. (comScore Inc  

Average Daily Visitors Ratings July-September 2012, RADAR 115 December 2012, P18-34, 6A-12M) 

 
Only about 10% of Adults 18+ will  
listen to satellite radio in a week.  
Nearly 93% of Adults 18+ will listen  
to Radio in a week.(Scarborough Release 1 2012  

(Feb 2011 – Feb 2012, Adults 18+, M-Su 6a-Mid) 

 

Radio reaches more than 90%  
of virtually any market segment  
each week. (RADAR 115 December  2012, Mon-Sun 6A-Mid sample size 395,328) 

 

On Radio, the audience listening level from the beginning to the end of a  
6-commercial break is 93% of what it was before thebreak.(Arbitron, Media Monitors  

and Coleman Insights ―What Happens When the Spots Come On?‖  study of 866 radio stations measured by Media Monitors and 
Arbitron across all 48 PPM markets in the United States during the months of October 2010 through September 2011 covering a 
total  
of 17,896,325 unique commercial breaks involving  

For the proof behind the facts and even more facts, refer to 
http://www.arbitron.com/home/radiotoday_insights_library.htm#presentations 

 

http://www.arbitron.com/home/radiotoday_insights_library.htm#presentations


61,902,473minutes of advertising.) 

 

Virtually all Radio Listening happens LIVE, in real time, while more than half 
the Adult 18-49 top 10 TV shows’ ratings come from 7 day DVR 
viewing.(MediaLifeMagazine.com October 2012) 

 

There are more than 11,000 commercial radio stations licensed in the US, 
more than ever before as radio continues to grow.(FCC July 2012 

 

 
Weekly time spent listening to radio declines by 28 minutes. The average American aged 12+ spent 
13 hours and 51 minutes listening to radio a week, according to Arbitron’s RADAR 113 report, 
which covers March 31, 2011–March 28, 2012. While that’s a healthy number – nearly two hours 
a day – it’s down 28 minutes a week from one year earlier: 14 hours and 19 minutes in Arbitron’s 
RADAR 109, which covers April 1, 2010–March 30, 2011. More alarming are year-over-year 
declines among young adults. Men 25-34 spent 51 minutes less with radio per week in RADAR 
113 (15 hours) than in RADAR 109 (14 hours, 9 minutes). TSL among women 25-34 also fell by a 
significant amount, from 12 hours, 55 minutes to 12 hours, 13 minutes, a year-over-year drop of 
42 minutes. Men 18-24 are spending 36 minutes less per week with radio, women 18-24 are 
listening 38 minutes less. Demos with smaller declines than the 12+ average include women 35-
54 (down 21 minutes), men 45-54 (down 17 minutes), women 45-54 (down 26 minutes), men 55-
64 (down 15 minutes) men 65+ (down 26 minutes) and women 65+ (down 18 minutes). Teen 
listening declined only eight minutes but the demo already had the lowest listening level of any: 
about eight hours a week for teenage boys and nine and a-half hours for girls. The biggest TSL 
surprise: a 43-minute weekly decline among women 55-64. Both RADAR 113 and RADAR 109 
include data from all 48 Arbitron PPM markets. 

 

 
 



For radio, rolling with the changes 
 

 
In 2012, ad spending was up and audiences grew 

 

 

By Toni Fitzgerald 

 

 

 



ZZ WEEI HELPS RAISE $3.3 MILLION 

 

The Jimmy Fund was presented with a check for $3.3 million at Fenway Park last night. The check was delivered by 

the Boston Red Sox, Entercom's WEEI-FM, and NESN (New England Sports Network) as part of the 12th Annual 

WEEI/NESN Jimmy Fund Radio-Telethon -- a 36-hour live broadcast coming from the famed baseball park. The 

$3.3 million will go towards adult and pediatric cancer care and research at Dana-Farber Cancer Institute. The event 

has raised more than $34 million since its inception in 2002.  

Pictured from left to right: Red Sox Owner John Henry, Red Sox Chairman Tom Werner, Red Sox President and 

CEO Larry Lucchino, Entercom Boston VP/Market Manager Jeff Brown, Jimmy Fund Director Suzanne Fountain, 

WEEI Executive Producer Joe Zarbano, WEEI Director of Marketing Adam Ralston, NESN President Sean 

McGrail, and Wally the Green Monster. 

 
 
Radio tops among local media in three of five Facebook engagement metrics. For radio stations to have 
cultural currency in social media they need more than just a large audience. They also need fans 
and followers who engage with the station in their social interactions. A new study gives radio 
high marks in cultural currency on Facebook compared to other local media. Conducted by 
television industry trade group TVB and social media measurement firm Colligent, the year-long 
study observed the actual behaviors of 167 million social media users. It found that different 
media channels drive different social media behaviors and reap different benefits for marketing 
partners. With 100 as the norm, radio indexed at a chart-topping 187 for Frequent Content Likers 
(fans who have liked multiple pieces of content on the brand’s Facebook page in the past year). 
Cable TV came in second place (146), followed by local television (107) and local newspapers (67). 
Radio was also No. 1 among Frequent Commenters (fans who have commented more than once 
on the brand’s Facebook page) and with Content Likers (fans who have liked some content on the 
brand’s Facebook page). Radio was second only to local television in Commenters (fans who 
have commented once on the brand’s Facebook page) and Photo Video Posters (fans who have 
posted videos/p hotos on the brand’s Facebook). Still it indexed well above 100 in both metrics. 
But the study shows radio has work to do in improving its cultural relevance among Twitter users. 
It scored below 100 in all four Twitter metrics in the past year: Talkers (users mentioning the 
brand’s name or handle in the tweet); Hashers (users making hash tag mentions of the brand); 
Repliers (users replying to the brand’s tweets); and Retweeters (users retweeing the brand’s 
tweets). The study included 570 TV stations, 1,823 radio stations, 358 local and national 
newspapers, 540 consumer brands and 4,400 broadcast and cable TV shows. Read the TVB report 
HERE. 
 
 
Devices present opportunity to rethink how station content is being used. Broadcasters aren’t just 
trying to shuttle on-air listeners over to websites and apps for expanded content offerings. 
They’re also using digital platforms to turn new audiences on to their broadcast stations. “We 
wanted to be ready to go mobile because we knew that’s where everyone is going,” Cox Media 
Group VP of programming Smith says. “People are going to be more apt to utilize apps in a car, 
on the road, wherever they go.” Mediavest EVP Maribeth Papuga believes the different ways 
consumers use devices to access content create programming opportunities to attract new 
audiences for media companies. “There is a  
big opportunity to rethink what device is being used and how your content is being used on those 
devices, especially since audio lends itself to so many devices,” she says. For some Cox stations 
that means audience takeovers at night, where listeners use their device to pick every song that 
airs. For others, it involves listeners using the Open Mic function on the station app to send audio 



comments to the morning show, which focus on the topics that listeners are buzzing about. But in 
today’s jungle of devices and platforms, consumer habits are still being formed. While it’s early in 
the game, radio doesn’t want to be late to the party. “We have to continue to watch and learn from 
their behavior,” Smith says. “We’re going through a digital transition.”  

 
 
 
Lost in translation? Saga rebrands translators as “metro signals.” Translator-based stations fed off HD2 
and HD3 channels have been all the rage in radio during the past year, with new stations signing 
on and many getting decent ratings for a signal with 250 watts or less. But the word translator and 
call signs like K260AM (otherwise known as Des Moines CHR “Hits 99.9”) can be difficult for 
advertisers to grasp. So Saga Communications is doing a bit of off-air rebranding. Rather than 
market the stations as “translators,” it’s now calling them “metro signals” when salespeople 
present them to advertisers. “It improves their reception and makes them sound more legitimate,” 
CEO Ed Christian says. Saga was an early adopter of creating free-standing stations on 
translators and HD signals, helped by operating in smaller markets where translators were a bit 
easier to come by. Today it owns about three dozen, many of which are simulcasting AMs and 
Class A FMs. “We’re doing very well with these,” Christian says. Ibiquity says over the past two 
years, two-thirds of digital radio conversions have been to take advantage of a translator, most 
often in small and mid-sized markets. CEO Bob Struble wrote in an online column last week that 
the combination makes spending several thousand dollars to install HD Radio technology seem 
more worthwhile while the industry waits for receiver penetration to grow. “Translators are like 
training wheels that allow a seamless transition from analog to digital while bringing listeners 
along for the ride,” Struble said. 

 

 

With no cross-platform measurement, frustrated buyers try DIY approach to audio listening 

landscape. With the online streams of broadcast radio and pureplays moving from niche to mass media, 

advertisers are clamoring for a clearer picture of how consumers listen to audio across devices during their 

day. Do they, for instance, go from broadcast radio in the car to an online stream on a workplace desktop 

computer to a mobile device on the go? “Everybody’s trying to address that,” MediaVest EVP & director of 

local investment and activation Maribeth Papuga says. Her shop is working with an audio company on a 

research project to gain a clearer picture of the entire audio landscape. “AM/FM, satellite, digital — all have a 

place,” she says. “What we’re striving to get at is what’s the relevance and the best way to utilize each of 

them.” She and other agency executives are frustrated that a cross-platform service has yet to emerge to 

measure audio in a holistic manner. It couldn’t arrive too soon. New data from eMarketer shows internet 

radio will reach half of the U.S. population next year. “Part of the problem is we’re moving so fast and there 

are so many devices challenging the measurement system that we end up with nothing to service it,” Papuga 

says. “In radio and audio, it’s even more necessary to come up with an industry solution so that you’re not lost 

to other media channels.” Papuga believes that a system that uses audio watermarking, like Arbitron’s PPM 

service, should theoretically be able to measure audio signals across all platforms. “As we consume more 

media, I want to know if I reached somebody through the AM/FM, where else do they go during the day,” she 

says. “Those should all be measured together. If I’m investing $10,000 a week and buying across these multi-

platforms, I don’t want to have one metric for the digital and another for over the air 

 
 



Study shines a light on which listeners have the greatest ratings impact. PPM pop quiz: What moves the ratings 

needle the most month-to-month? A) A small number of heavy P1 listeners. B) A large volume of light P4 or P5 

listeners. C) A medium-sized amount of moderate listeners. If you answered “C,” pass “Go,” collect 200 quarter 

hours and proceed to the top of the ranker. According to Arbitron director of programming services Jon Miller, 

it’s P2 and P3 listeners that can have the most impact on a station’s numbers. Miller says raw listening data 

shows listeners that contributed around an hour a day to a station to be the difference maker month to month, 

not the heavy-listening P1s. “What we’ve found from looking at a number of stations in this way is that the 

group in the middle of the pack has the most impact on the ratings each month,” Miller says on Arbitron’s blog 

for programmers. “Sure, you always want as many heavy-listening P1s as you can get, but those listeners don’t 

just grow on trees.” Programmers that stake their entire success on P1s may be setting themselves up for a fall if 

they change habits or leave the panel, Miller says. Better to work on cultivating P2s and P3s by convincing them 

to listen a little bit more. “A hundred listeners contributing an hour a day will have far more impact than your 

one or two heavy listeners who might go on vacation,” Millers advises.  

Survey: Nearly half of public radio listeners are time-shift programming. Whether you call it audio-on-demand, 

podcasting or time-shifted programming, public radio listeners are doing it. A Jacobs Media survey finds nearly 

half (46%) of public radio users choose for themselves when to consume the programming. For many public 

outlets, it’s validation of a strategy to create specialty on-demand programming targeting techies, foodies and 

even fans of Alec Baldwin, who hosts a podcast for New York Public Radio. Baby Boomers still make up the bulk 

of the public radio audience and so 83% of listening still goes to traditional FM/AM over-the-air signals. But Gen 

X and Millennial listeners are consuming public radio on their own schedule. Six-in-ten of those younger demos 

stream content at least once a week. Already 16% of public radio consumption is done online. It’s also getting 

easier to do with six-in-ten public radio fans holding a smartphone and half owning a tablet. “Mobile and 

mobility continue to have steep upward trajectories while on-demand programming is becoming even more 

popular,” Jacobs Media president Fred Jacobs says. The survey also finds that half of public radio listeners can 

now plug their smartphone or mp3 player into their dashboard. “This extremely well-educated radio audience is 

actively accessing information from a growing variety of media sources, and changing the way that media 

outlets provide their content,” the report says. The results are based on an online survey conducted April 15-

May 13 among listeners to 56 public radio stations. 

 

 

qqPower of Radio: Restaurant chain sees sales lift after its first simultaneous radio and TV campaign. Research by 

both the radio and television industries has consistently shown that the combination of the two media can 

deliver substantial results for advertisers. Fiesta Restaurant Group, parent to the growing Pollo Tropical and 

Taco Cabana quick-serve chains, is providing the latest real-world evidence validating the studies. In June, 

Fiesta supplemented its Taco Cabana advertising for its breakfast menu items with a “Rise and Dine for 

$1.09” campaign. “This is first time that we ever did TV and radio simultaneously,” CEO Tim Taft said. 

“Our promotional effort certainly paid off with the breakfast and afternoon dayparts outpacing the rest of 

the day by a fairly wide margin.” Fiesta, which owns 165 Taco Cabana restaurants and 96 Pollo Tropical 

restaurants, reports sales rose 9% in the most recent quarter. That’s good news for stations in Texas and 

Georgia markets where Fiesta plans to increase its footprint. Taft told analysts on a conference call the 

company plans to cluster around cities like Dallas and Atlanta to benefit from shared infrastructure and 

marketing. “It will also be extremely efficient from a marketing standpoint as it relates to TV and radio,” he 

said. Fiesta increased its advertising budget 15% compared to a year ago, spending $4.5 million during the 

second quarter. 



 

 

What If You Could Make More Time?  

Posted: 06 Aug 2013 04:56 AM PDT 

Adults in the US spend on average 2 hours and 21 minutes each day on their mobile devices, which is 

nearly an hour more than they were spending a year ago on them. That’s a number that represents 

nonvoice activities – so it’s not the time that you and I spend talking on our mobile phones, it’s all the 

other stuff. Adults now spend almost an hour more per day using their mobile device than they do 

listening to radio. 

The new numbers on Average Time Spent with Major Media by Adults in the US, 2012 from 

eMarketer are interesting. These numbers are not time spent exclusively with one medium – the adults 

in the study may well have been, and probably were multi-tasking – spending time with two major media 

at the same time. While the average time spent with mobile is soaring, the time spent with other media is 

dropping, but not nearly at the same rate. For example, time spent with radio dropped six minutes from 

2011 to 2012 – from 1:32 to 1:26 per day. While that’s nothing to ignore, and it is part of a downward 

trend, I’m sure you agree with me that it’s not a precipitous drop. The same is true for television, which 

lost 7 minutes from 2011 to 2012 (but their time spent number is nearly twice that of radio at over 4 hours 

https://mail.katz-media.com/owa/redir.aspx?C=zgDca1DeeECI0uwNKjIHye7TIfNWZtAIZr0Sv_4VnsEwHYiVhhy32m8AjdZBxC1HtYBcPoW01xQ.&URL=http%3a%2f%2ffeedproxy.google.com%2f%7er%2fAudio4cast%2f%7e3%2fTjb3jjRxReY%2f%3futm_source%3dfeedburner%26utm_medium%3demail
https://mail.katz-media.com/owa/redir.aspx?C=zgDca1DeeECI0uwNKjIHye7TIfNWZtAIZr0Sv_4VnsEwHYiVhhy32m8AjdZBxC1HtYBcPoW01xQ.&URL=http%3a%2f%2fwww.emarketer.com%2fArticle%2fDigital-Set-Surpass-TV-Time-Spent-with-US-Media%2f1010096
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per day). Print is another story for another day.. 

 

This data shows that mobile isn’t gaining much of its time spent by adults by stealing it from other media. 

Instead, mobile is creating new media usage patterns that appear to be expanding the amount of time that 

adults in the US spend with media. That expansion probably comes from multi-tasking, with folks using 

their tablets while watching tv, etc., as well as new time spent with media in places where you hadn’t 

before. 

Now this is interesting. Mobile media is expanding the time that adults in the US spend with media. 

Creating new dayparts, you could say. A little like making more time in a day.. 

 

 

 

Pittman recently spoke at a Minneapolis event and repeated what has become his 

positioning mantra about radio (and himself and CC). He said the same things in LA last 

week and NY a couple of months ago. The sound bites are good and we should be aware of 

them.. 
 TV is America's hobby. The Internet is your manage-my-life box. Radio is America's 

companion. 

 On rise of digital radio: "We're not locked into a transmitter and a tower."  
 "This social stuff isn't doing anything new. It's doing something more efficiently, which 

is why it's so popular."  
 Even Spotify and Pandora users still discover new music via broadcast radio. That's 

where they go to find out what's new. Their digital playlists are where they turn to escape 

the world.  
 

Radio delivers seniors to Rite Aid in new campaign. A lot is said about radio’s ability to reach young demos and 

the 25-54 demo that advertisers crave most. But Rite Aid is coming to radio to help it reach the upper end of the 

demo scale. The chain’s new Wellness65+ loyalty program targets seniors — and in a boost for champions of 

audio branding the drug store chain has put special thought into the voiceover talent in the ads. Bryan Hadlock, 

chief creative officer at Rite Aid’s longtime agency MARC USA, says the campaign’s emphasis on personal 

relationships brought them to actress Julianna Margulies. “With women as the core Rite Aid shopper and 

guardian of family health, we selected a familiar voice that embodies warmth and trust,” he explains. The one-

minute radio spots will air on news/talk, soft AC, classical and gospel stations in 21 markets mostly on the East 

and West Coasts. While the ads aren’t directly tied to the implementation of the Affordable Care Act, or 

Obamacare, Rite Aid says the new loyalty program is in response to the fact that seniors are more confused than 

ever about health care. There are also TV and print components planned 

 

 

David Field/Entercom: 
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GroupM global boss: Online data trail not good enough yet to beat broadcast 

16 Jul 2013 

Paul McIntyre 

The global CEO of GroupM, Dominic Procter, has declared the industry is 

being seduced by online’s ability to measure stuff but it’s still not working 

properly for advertisers. 

 

Mobile devices are the industry’s biggest issue where classic advertising will 

not work and new models are needed for advertisers to earn the right to 

deliver commercial messages to users. 

 

Procter, who was in Australia last week, said the common argument that 

advertisers should proportionately follow the channels which users are 

spending their time with does not hold up for social media and mobile and 

that a slowdown in the transfer of dollars to digital was likely because new 

approaches were needed to make it effective. 

 

“I don’t think anybody has found the optimal way of using social media in 

the same way that people have found wonderful ways of using broadcast 

media," he said.  

“If you are commuting on a train, people, generally speaking, are not 

lingering around banners. They are just getting past them so it goes to my 

point about the tacit understanding of a pay-off where people receive 

something for free in return for receiving advertising messages. 

 

“It is to some extent coming to an agreement with the user that part of the 

price of getting a device cheaply is they will receive commercial messages, 

for example. There is a very clear tacit understanding that if someone 

watches commercial TV there is a trade-off that they will receive commercial 

messages. They know it because there is a commercial interruption but they 

are getting the program for free. That is accepted but it’s not yet the case 

for most mobile media and tablets. It needs to get there for the [ad] dollars 

to properly follow.” 

 



Procter also acknowledged there were big gaps in the measurability of online 

media versus their effectiveness, which a recent ADMA paper labeled “false 

logic”. 

 

“We must avoid the trap as an industry of valuing things just because they 

are measurable,” Procter said.  

 

“It’s really the old cliché that people value things they can measure most 

accurately. Well, you can measure something that is wrong very accurately. 

There is that temptation every day in media because we are asked always to 

justify decisions and that can often include certain types of consultants and 

procurement people. It is easy to buy the wrong thing cheaply.”  

 

WHY MATTER – In Minneapolis, we heard from a number of prominent 

outside speakers who reminded us of the hugely important role Radio 

plays in the lives of our listeners, our customers, and our 

communities. Immersed in our day-to-day jobs, it is sometimes hard to 

see the big picture, but when you take the time to step back and focus 

on what makes Radio so special, it is truly remarkable. 

We entertain and inform over 230 million Americans weekly. We provide 

companionship and connect people with news and information about their 

local communities. We set the mood; we can help people work more 

productively or provide them with a relaxing escape from life’s 

pressures. We enable music discovery and curate to provide the best 

songs of today and yesterday. We are the primary way new music and 

artists are introduced to the American public. We deliver sports play-

by-play and commentary. Our personalities form meaningful connections 

and engagement with their audiences. We literally save lives by 

providing a lifeline in times of emergency. We connect the public with 

thought-leaders who offer their opinions and moderate local town hall 

discussions on issues of topical significance. We help our communities 

heal in the wake of tragedies. We rally our communities to rescue our 

neediest neighbors and support our most worthy charitable 

organizations. We help Americans become better people through our 

public service campaigns. We move people to action, on behalf of their 

communities or our advertisers. We serve the American public in all of 

these important ways and yet charge them nothing in exchange. WHO ELSE 

DOES ALL OF THIS? Who comes even close to matching what we do? Nobody. 

It is true that we are sometimes overlooked and underappreciated, but 

the bottom line is that WE TRULY MATTER TO THE AMERICAN PEOPLE…….. in 

a very big way. 

And Radio is thriving. More people listen to AM/FM Radio than ever 

before in history. And AM/FM Radio has more than 9x the combined 

listening of all satellite and internet radio combined. The addition 

of our digital platforms has enabled us to engage our audiences and 



serve our advertisers in unprecedented ways. We have generated 

hundreds and hundreds of case studies demonstrating our effectiveness 

in delivering results for our customers. And we have a huge 

opportunity to grow our revenues significantly by taking a much larger 

share of our customers’ marketing budgets from challenged competitors 

like newspaper, direct mail, yellow pages, television and others. The 

simple fact is we offer our customers a much better value proposition 

than these competitors and should get a much bigger share of customer 

budgets. 

 

ENTERCOM AUSTIN COLLECTING BIKES FOR 17TH YEAR 

 

7-15-13 

Mix 94.7 in Austin and "JB and Sandy" kicked off the 17th annual Bikes for Kids Campaign. ―Bikes for Kids‖ 

raises funds to buy bikes for kids in need during the holidays. Since the program began in 1996, it has distributed 

over 8,000 bikes and raised over $1 million dollars. MIX morning show host Sandy McIlree says, ―For many of us, 

a bike is a symbol of fitness, but to our families Bikes for Kids represents so much more." 

  

Pittman's advice to everyone in the industry, would be to recognize how important radio is. "We take our success for 

granted. TV is America‘s hobby, and people treat those programs like they do their hobby. But radio is America‘s 

companion. I think that it is a much more powerful medium. It may not be something that people consciously think 

of, like they do the new Game of Thrones episode, or who was slaughtered this week on Game of Thrones, but if 

you stop and figure out what you did today, and what you interacted with, radio is at the absolute epicenter of what 

we do and who we are. If we would, for one second, just pause and realize how important we are to the consumer, 

and therefore how important we are to advertisers, that would probably cause us, first, to feel better about 

programming radio. We would be a lot more excited about what we are doing every day. And second, it would also 

probably cause us to be confident in selling it to advertisers, because we would be certain that we are offering them 

a valuable service that they don‘t have if they are not using radio, 

or not using enough radio 

RYVICKER: "RADIO SEEMS TO BE DOING QUITE WELL 

 

7-22-13 

Just ahead of earnings season, Wells Fargo senior analyst Marci Ryvicker has issued a report after speaking with a 

number of executives in the industry. She's concluded from those discussions that second quarter revenue should be 

up low to mid single digits. And third quarter trends look "pretty good," although she throws in that "it's starting to 

fade." Here is what Ryvicker will be looking for when companies start to report... 

 

Beyond Q2 results and Q3 pacings, we think the focus of earnings calls will be on: 

• M&A, as just recently, Sandusky Radio was sold to Hubbard Broadcasting for $85.5 million (on 7/16) and 

NextMedia, a 33-station radio group with a small- to mid-market focus, was put up for auction. 



• The potential for further format changes given the many ―flips‖ we have seen in the recent past. 

• Any competitive effects to the ―sports network‖ landscape post CBS Sports Radio, which launched full 

programming on January 2, 2013. 

• The potential for shareholder returns – we note that ETM is focused on utilizing free cash to pay down debt rather 

than enact capital returns; at least until its leverage ratio is within its 4-4.5x "comfort range," which we currently 

estimate is a 2014 event. 

• Competition; especially commentary on Internet radio providers such as Pandora. 

• The potential impact of new royalty agreements. (Clear Channel signed agreements with Wind-Up Records, Zojak 

World Wide Artists, Fearless Records, Dualtone, and Fleetwood Mac in Q2.) 

• The progress of NextRadio – which is the receiver application for FM and HD Radio enabled smartphones 

announced 1/8/13 with Sprint and the potential upside should it perform well (we think it could). 

• The growth of digital radio, and any efforts to further monetize that business. 

Arbitron Public Radio Study released  

By cmarcucci on Jul, 19 2013 with Comments 0  

  
  

The ―Public Radio Today – 2013″ report examines the make-up of the 32 million Americans 

who listen to public radio each week. During the Fall ‗12 rating period covered by this year‘s 

study, over 32 million people, about 12% of the 12+ listening population, listened to a public 

radio station in an average week. 

In an environment of increased media choices, time spent listening to public radio has held 

steady in recent years. Time spent listening in this year‘s study either remained the same or 

improved in 11 of 14 key categories. 

The public News/Talk/Information format accounts for more than a third of all rated public 

stations and now, for the first time, accounts for more than half of all public radio listening. The 

format is most popular in the PPM markets but it‘s the No. 1 format in Diary markets as well. 

Public radio‘s popularity among younger audiences continues to grow—it reached record 

numbers of 18-24 Men and 25-34 Men in Spring 2012, and the medium reaches over 17% of 

older men. 

Listeners to this format are better educated and live in a greater number of high income 

households than the listeners to any other public or commercial radio format. Public radio‘s most 

popular music format, AAA (and News-AAA), continues to capture nearly 10% of all public 

radio listening. Classical remains the second most popular public radio format. 

News/Talk/Information was the top format among Public Radio listeners, with 51.7% tuning in 

to that format. Classical was 15.3%, followed by News-Classical with 13.8%; Triple A with 

6.3% and Jazz at 4%. 

http://rbr.com/author/cmarcucci/
http://rbr.com/arbitron-public-radio-study-released/#comments


News/Talk/Info is the most widely available format among Public Radio options, with 435 

stations; 218 for News-Classical stations; 188 for Classical; 151 for AAA and 72 News-AAA. 

Arbitron examined more than a thousand rated stations that offer public radio programming for 

the study 

 



 



TV and cable still more cluttered than radio, Nielsen report suggests. The radio industry has debated 
how much is too much for years when it comes to advertising inventory. The most recent study 
from Media Monitors in 2007 found that the typical station in the top 10 metros aired 10.1 
commercial minutes per hour from 6am-7pm. Those minutes on average included 12.7 ad units. 
But Nielsen says in the first quarter of this year the typical broadcast TV station aired 13:32 
minutes of advertising. The average cable network ran 16:59 minutes. That’s according to 
Adweek, which got its hands on the Nielsen research. The last time the ratings company went 
public with a report on clutter was in 2006, when it said the average cable network ran 15 minutes 
of spots. Adweek says NBCUniversal channels ran the least amount of advertising, while young-
skewing MTV Networks ran the most, with 19 minutes of ads.  

 
 

Study: listeners 

Community and Connection Are Top Radio 
Benefits Per Listeners – Values Music Players 
Cannot Offer

Latitude Research and OpenMind to survey more than one thousand respondents "The State of Listening in America, 
May 2013

prefer 

fewer spots in a pod. With nearly 60,000 spots on radio last week, the Home Depot has become one of the 

industry’s biggest users of shorter length spots. But a study conducted by Indiana University shows there’s 

good reason for stations not to sell too many shorter length spots. “Doing so may backfire and lead to 

detrimental results for both the station and its advertisers,” concluded Institute for Communication Research 

director Robert Potter, who conducted the study. His research shows the more units crammed into those ad 

minutes, the more aware listeners are of the cluttered nature of the break. Ten spots in five minutes felt like a 

longer break than five in five, the study found. “Attitudes toward the commercial break were more negative 

when twice the number of commercial units occurred,” Potter said. The Institute for Communication 

Research uses various physiological measures, such as heart rate, facial coding and skin reaction to determine 

how a body reacts to what a person hears. Monitoring heart rate activity, Potter determined listeners 

“cognitively disengage” from the stopset after 110 seconds in a cluttered stopset. He theorized in a piece for 

the Journal of Broadcasting & Electronic Media that a “feeling of agitation” could be the culprit, but 

admitted the data was inconclusive. Feelings were different among listeners of less-cluttered stopsets. In a 

break that had fewer ads running longer, Potter concluded listeners were cognitively engaged more than 90% 

of the time 



 

qqThe kielbasa case study: how Millennials sold Hillshire Farm on radio. Like hearty mustard, radio 

goes well with kielbasa. That was one of the takeaways from research into millennial shoppers prepared 

for Hillshire Farms and presented at this week’s Advertising Research Foundation conference in New 

York. The study was conducted by Sequent Partners and the Media Behavior Institute, which were 

enlisted by the meat company to try to figure out how to reach the next generation of kielbasa consumers. 

“Radio comes out the strongest with 50% reach in the half hour before shopping — the strongest way to 

reach millennials,” founding partner Jim Spaeth told the crowd of researchers. That compares to about 

one-third who were watching TV, surfing the web, texting or using social networks. Email and satellite 

radio were even further back, the research shows. Besides shattering the myth that millennials don’t listen 

to radio, the research also suggests a bottom may’ve been reached for print after several years of steep 

declines. “Radio is still important and so is print to some degree, so it’s not exclusively a new media play 

with millennial consumers,” said Alice Sylvester, COO of Sequent Partners and the Media Behavior 

Institute. The research does show millennials slightly under-index for AM/FM listening, but that’s more 

than made up for by radio’s digital assets. They’re eight-time more likely to stream radio than older adults. 

And they’re twice as likely to stream radio on their mobile phones. Sylvester can’t specifically say how 

Hillshire Farms used the information, but she said that internally there was already some debate about 

putting ad dollars on radio. “What they didn’t have was the role of radio in the lives of consumers in their 

category quite as obvious as that,” she said. 

 

"BOBBY BONES SHOW" RAISES $135K FOR TORNADO RELIEF 

 

6-27-2013 

Premiere Networks' "The Bobby Bones Show" presented the American Red Cross with a check for $135,060.71 to 

support the tornado relief effort in Oklahoma. The check was presented to Joel Sullivan, regional CEO for the 

Tennessee Volunteer Region of the Red Cross, during a reception at Bones' Nashville radio studio today. 

The show reached out to friends on Music Row for help and more than 60 of Country music's biggest stars donated 

personal items, concert tickets, signed memorabilia, and more to be auctioned on eBay. From May 24-30, thousands 

of listeners and fans bid on the items to support the disaster relief effort. In addition, Broken Bow/Stoney Creek 

Records, Black River Entertainment, and Big Machine Label Group donated $5,000 each. 

Bones said, ―We were blown away by the support from the Country music community – from the artists and record 

labels to the fans. Their generosity speaks volumes and we can‘t thank them enough for stepping up and contributing 

to this worthy cause.‖  

―Thanks to the generosity of our community partners like 'The Bobby Bones Show,' we were able to provide the 

funding for trained Red Cross caseworkers and other disaster volunteers to help and comfort Oklahomans with food, 

relief supplies, health services, and emotional support,‖ said Sullivan. 

 



Traditional Media Consumption Still Strong 
Last month, I reviewed affluent consumers' recall of and interest in the advertising they saw or heard in selected media 

channels or platforms by different household-income levels ($75,000 or more —the top 39% of all American adults, 

$250,000 or more — the top 3%, and $500,000 or more — the top 1%). Marketers who focus on consumers who buy luxury 

goods or services then contacted me and asked if I could expand on what I had reported by helping them understand 

which media platforms and channels they should consider using to most effectively reach those consumers. They also 

asked if we could include the 61% of American adults with household incomes below $75,000 (the "average" Americans 

who buy luxury products or servicesv from time to time, especially in more "affordable" categories: cosmetics, fragrances, 

wines and spirits, etc.). This report now includes those "average" American adults. 

In our latest survey wave, we asked three questions that provide insights for luxury marketers to consider as they decide 

where and how to engage their target audiences. The first question relates to consumers' plans to buy any luxury products 

or services during the next 12 months; the second question addresses the media platforms where consumers saw or heard 

advertising in the past 30 days; and the third assesses consumers' level of interest in the advertising they saw or heard on 

these specific media platforms. In the exhibits that follow, notable differences are highlighted in yellow. 

About one in three (34%) of all American adults reported in our most recent survey that they plan to buy a luxury product or 

service during the next 12 months. As might be expected, the likelihood of buying luxury increases as household income 

increases. 

Likelihood of buying luxury 

All 

Adults 

HHI 

$75,000+ 

HHI 

$250,000+ 

HHI 

$500,000+ 

 
% % % % 

Definitely/probably will buy luxury 34 40 69 74 

Probably/definitely will not buy 

luxury 66 60 31 26 
To assess how to reach luxury buyers, we divided the four market segments of interest (all adults and the three household 

income segments) into consumers who are planning to buy luxury and those who are not. Of the 21 media channels and 

platforms measured, five of the top seven channels or places to reach all American adults continue to be traditional 

channels (television, magazines, etc., with websites ranking second and social media ranking seventh). Among all adults 

planning to buy luxury, only magazines' and social media's relative positions increase among these seven channels when 

compared with those not planning to buy luxury. Among more affluent consumers (the top 39% — household income 

$75,000+), those planning to buy luxury tend to pay more attention to advertising than all Americans do. They also appear 

to favor traditional print (magazines and newspapers), while digital channels (websites and social media) are also reaching 

a greater proportion of these valuable luxury prospects. For the more upscale $250,000+ or $500,000+ household-income 

adults, traditional print channels remain strong as far as reach goes, while social media's and websites' reach declines.  

Advertising seen or heard 

in past 30 days: All Adults HHI $75,000+ 

HHI 

$250,000+ 

HHI 

$500,000+ 

  

Plan to Buy 

Luxury 

Plan to Buy 

Luxury 

Plan to Buy 

Luxury 

Plan to Buy 

Luxury 

 
Total Yes No Yes No Yes No Yes No 

 
% % % % % % % % % 

Television 71 64 74 82 78 81 78 74 76 

Websites 50 45 52 74 58 66 68 67 57 

Magazines 48 54 44 73 50 76 67 72 47 

Radio 48 42 51 60 59 64 70 65 64 

In mail sent to your home 43 36 47 59 54 57 60 53 63 

Newspapers 39 42 38 64 47 61 70 59 64 

Facebook and other social 

media sites 38 45 35 58 35 44 33 36 26 

Billboards 30 28 32 57 34 47 48 40 29 

Shopping malls 21 26 18 48 22 40 24 35 27 

Gas stations 21 22 21 39 23 23 17 27 20 
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https://mail.katz-media.com/owa/redir.aspx?C=SAxadB2FbUaxravvHlBz6gM-0dDLS9AIEZiT69H2zhOWejoeN1HdgAOf61rVNKAIlXhMTaX5VJU.&URL=http://adserver.adtechus.com/adlink|3.0|5297|2099612|0|0|ADTECH;key=key1+key2+key3+key4;grp=1234;cookie=no;guid=GfN51BCOimNeQvjbbrTsDaPTsBw;uid=no;
https://mail.katz-media.com/owa/redir.aspx?C=SAxadB2FbUaxravvHlBz6gM-0dDLS9AIEZiT69H2zhOWejoeN1HdgAOf61rVNKAIlXhMTaX5VJU.&URL=http://adserver.adtechus.com/adlink|3.0|5297|2222012|0|0|ADTECH;key=key1+key2+key3+key4;grp=1234;cookie=no;guid=GfN51BCOimNeQvjbbrTsDaPTsBw;uid=no;


Smartphones 21 33 15 43 12 33 21 32 10 

Movie theaters 19 23 17 33 21 44 28 28 24 

Tablets 15 19 13 33 15 29 29 36 25 

Medical offices 13 22 8 22 12 13 10 15 4 

Bus stops/subway 

stations/train stations 9 12 7 15 7 14 5 9 5 

Elevators 6 15 2 18 4 15 9 15 11 

Office building lobbies 6 9 5 17 4 8 8 5 2 

Airports or airport lounges 5 8 4 21 7 30 33 40 16 

Sporting stadium or arenas 5 7 4 12 6 12 9 12 12 

Inside airplanes 3 8 1 11 2 18 20 24 8 

Health clubs/gyms 2 2 2 11 3 11 2 9 2 

None of these 12 4 15 4 14 3 6 5 17 
In addition to the potential reach of the 21 channels and platforms measured in the survey, we also probed consumers 

about their interest in the advertising they see or hear in these platforms. According to our survey, there are large 

differences in the potential effectiveness of advertising, depending on the platform a luxury marketer might select. Among 

all American adults who are planning to buy luxury, advertising "inside airplanes" tops the list of potential platforms for 

generating interest. Notably, though, that channel reaches only 8% of all adults planning to buy luxury (position 19 out of 

21 measured platforms). So that readers of this paper will not have to refer to the prior exhibit to review the potential 

reach of each of the 21 channels profiled, the exhibit that follows this one summarizes potential reach and effectiveness 

for those planning to buy luxury for all four market segments. 

Notably, as marketers start targeting higher-income adults who plan to buy luxury, the traditional channels tend to rise to 

the top positions for generating interest in the advertising they include. 

 
All Adults 

HHI 

$75,000+ 

HHI 

$250,000+ 

HHI 

$500,000+ 

Considerable or some interest in 

advertising seen (among those who 

saw advertising in past 30 days on 

that media platform) 

 

Plan to 

Buy 

Luxury 

Plan to 

Buy 

Luxury 

Plan to Buy 

Luxury 

Plan to Buy 

Luxury 

 
Total Yes No Yes No Yes No Yes No 

 
% % % % % % % % % 

Inside airplanes 84 92 36 53 16 34 33 33 22 

Magazines 71 84 62 79 57 66 41 57 50 

Television 70 82 64 73 58 59 35 57 37 

Smartphones 68 82 53 56 41 45 47 48 33 

Newspapers 66 79 59 71 56 65 36 63 54 

Medical offices 64 79 44 69 50 57 10 42 53 

Tablets 62 80 49 54 42 43 18 49 15 

Airports or airport lounges 59 82 32 51 57 24 25 26 20 

Facebook and other social media sites 59 76 47 70 43 40 33 34 49 

Office building lobbies 56 79 36 31 64 38 10 34 21 

Radio 56 72 50 60 41 55 22 57 24 

Websites 56 78 46 75 41 55 25 48 23 

Health clubs/gyms 53 76 40 34 22 66 60 61 23 

Shopping malls 51 70 38 56 44 50 20 29 15 

In mail sent to your home 48 62 43 54 43 38 24 34 23 

Movie theaters 44 60 33 65 35 41 39 44 47 



Sporting stadium or arenas 42 52 33 62 53 62 13 49 14 

Elevators 41 46 18 42 3 36 6 33 13 

Bus stops/subway stations/train 

stations 36 54 21 62 45 41 39 40 49 

Gas stations 36 47 30 42 32 23 25 25 8 

Billboards 35 48 30 51 38 40 18 23 11 
The following exhibit summarizes the rankings of the 21 channels and places by potential reach and then potential 

effectiveness among those consumers who plan to buy luxury during the next 12 months sorted by estimated reach among 

all adults. The effectiveness rank is based on those who saw or heard advertising on the particular channel or platform 

listed. The top seven in each column are highlighted in yellow. 

  
Plan to Buy Luxury 

Rankings of potential 

reach of advertising 

platforms and of potential 

effectiveness of the 

advertising seen on each 

platform 

 
All Adults 

HHI 

$75,000+ 

HHI 

$250,000+ 

HHI 

$500,000+ 

 

All 

Adults: 

Reach Reach 

Effec-

tive-

ness Reach 

Effec-

tive-

ness Reach 

Effec-

tive-

ness Reach 

Effec-

tive-

ness 

 
% Rank Rank Rank Rank Rank Rank Rank Rank 

Television 71 1 3 1 3 1 5 1 3 

Websites 50 3 10 2 2 3 8 3 8 

Magazines 48 2 2 3 1 2 2 2 5 

Radio 48 5 13 5 10 4 7 4 4 

In mail sent to your home 43 7 15 6 13 6 16 6 13 

Newspapers 39 5 9 4 4 5 3 5 1 

Facebook and other social 

media sites 38 3 12 7 5 8 15 9 15 

Billboards 30 9 19 8 17 7 14 7 21 

Shopping malls 21 10 14 9 12 10 9 11 18 

Gas stations 21 12 20 11 18 14 21 14 20 

Smartphones 21 8 5 10 11 11 10 12 9 

Movie theaters 19 11 16 12 7 8 13 13 10 

Tablets 15 14 6 12 14 13 11 9 6 

Medical offices 13 12 7 14 6 18 6 16 11 

Bus stops/subway 

stations/train stations 9 16 17 18 8 17 12 19 12 

Elevators 6 15 21 16 19 16 18 16 17 

Office building lobbies 6 17 8 17 21 21 17 21 14 

Airports or airport lounges 5 18 4 15 16 12 20 7 19 

Sporting stadium or arenas 5 20 18 19 9 19 4 18 7 

Inside airplanes 3 18 1 20 15 15 19 15 16 

Health clubs/gyms 2 22 11 20 20 20 1 19 2 
Looking forward, our ongoing survey will continue to track response to the many media channels and platforms available to 

luxury consumers 

 



 
 

Bob Lefsetz is one of the most creative, compelling writers you'll ever read. The man can hammer out interesting 

articles, on interesting topics, as if he's experienced life five or six times already. He writes mostly about the music 

business, sending his newsletter out free of charge (he used to charge $100 per year). Back in October of last year 

we interviewed Lefsetz after he took a swipe at Pandora. Now, in Variety, he's taken a vicious swipe at you.  

 

In the Variety piece, Lefsetz pretty much comes to the conclusion radio is dying, he's just not sure of the date yet. 

Quickly defending radio once again was Mary Beth Garber who says there's no need to call the funeral director after 

all. 

 

Here are some of Lefsetz' more wounding blows to radio: 

-- "Terrestrial radio listenership is not close to what it once was. Radio used to dominate; it‘s still the biggest player, 

but its market share has receded dramatically."  

-- "Most people under age 20 have never experienced good radio." 

-- "Insiders believe that there‘s no revolution in terrestrial radio because the owners know it‘s headed into the 

dumper." 

-- "Radio is dying and YouTube and other alternatives are growing." 

 

And here is how Mary Beth Garber of Katz responded: 

"Your recent comments about radio have inspired me to follow your advice and offer a perspective different from 

yours regarding radio today. You are certainly entitled to your opinion. But even online there are real facts to take 

into consideration and they very much disprove your take on the subject.  

· 'the Luddites in radio still believe the Internet didn‘t happen' makes me question whether or not you‘ve paid 

attention to what radio stations are doing with streams, apps, websites, software programs that enable the listener to 

select music in real time, and interact with ads, buy music, and social media like Facebook fan pages and Twitter 

accounts that enable listeners and personalities to communicate with one another. Radio personalities in just the top 

25 markets have over 18 million Facebook fans and more than 27 million Twitter followers. Clear Channel created 

iHeartRadio. CBS and others are on TuneIn. Yeah, it occurred to them the Internet might be big and that it could 

really be a way for listeners to become even more involved with their favorite radio stations. Yes, there are some 

radio station owners who eschew the Internet. They represent a very small portion of radio listening.  

· 'Terrestrial radio listenership is not close to what it once was.' The percentage of every segment of the population 

that uses radio every week is 92 percent — which is pretty much what it was in the 70s. 

· '[Radio‘s] market share has receded dramatically.' That is the prevailing perception, thanks largely to people like 

you with big Internet followings and a disregard for the facts. Several research sources will show you that, for 

example, 96 percent of monthly listeners to Pandora listened to AM/FM radio in the past week. They‘ll show you 

that music player sites in 2012, including playlist creation services like iHeartRadio — accounted for under 7 

percent of all the time spent listening to any radio platform. That is up from less than 3 percent in 2010, but 

'dramatic'? Especially when other research shows that the time spent with audio entertainment of any form has 

increased from seven hours in 2003 to over eight hours a day in 2013. There is more share there to share than ever 

before. 



· 'Most people under 20 have never experienced good radio.' In whose opinion? Tell that to the teens who make their 

moms turn on their favorite CHR on the way to school. To the millions of kids who come back to the same radio 

stations day after day, week after week. Who show up at station events. Who friend personalities and stations. For 

most of them, the only thing radio could do better is carry fewer commercials (the consensus since radio first began 

carrying ads), but then, these kids respond to those commercials because they're part of the radio experience. And 

the 'under 20' audience levels through the breaks stay at about 90 percent of what they were before the break, so we 

know they hear them. Even Pandora knows that advertising is critical. And has increased their load. 

· If 'it‘s the ads that will kill terrestrial radio,' then it follows that it is the ads that will kill every music conveyance 

site or platform — and that's just not happening. In fact, several leading radio companies have invested heavily in 

developing creative teams to help advertisers improve their commercials. And KRG has done studies to help 

advertisers understand how listeners react to their commercials so they can revise strategy accordingly.  

· About Sirius XM. Despite being in zillions of cars, only 10 percent of people use the service. And only their music 

channels are commercial free (but not promotion free). Sirius will never be able get the rest of the public to 

subscribe. Look at Spotify. There‘s a reason it has four times more ad-supported listeners than paid subscribers. 

Anything that costs money has a built-in barrier to usage, which is something the music players will find out as the 

mobile phone companies limit data usage and increase data usage charges. 

· '…radio is headed into the dumper.' Yes, I‘m sure that‘s why most of the companies that own radio stations 

continue to pour time, money, and talent into making their stations better, more connected, more effective. That‘s 

why people and companies are buying stations. Come on. I understand dramatic license, but really. 

· Radio does look for great indies (we‘re feeding a voracious beast here, one that wants new music and radio is the 

overwhelmingly primary source for new music — and where the vast majority of listeners go to discover new 

music). One of our companies even has a 'Rising Stars' competition to find and showcase them.  

· Then we get to the single point where we agree — '…radio sells records and builds careers.'  

· And then back to disagreeing. '…radio is dying.' No, it's not. It's adapting. It's morphing. Evolving. If it didn‘t do 

that, there would be an argument to make about its dying. But from my perspective — and from what the actual 

evidence shows — radio is thriving.  

 

Radio is not without challenges. Our own companies are, and have been, expanding beyond broadcast because they 

know that is a growing part of the future. We have to find more places to train more young people and let them 

unleash their ideas about what radio could be. We have to get a uniform measurement system for broadcast and 

digital platforms. So it's not a perfect world for radio (or for any other medium, if you think about it).  

 

What we do not have to do is call the funeral director. Radio is always ripe for criticism and change. But it is very 

much alive and thriving. 

 

Mary Beth Garber 

 

 

 
 



As a music discovery platform, YouTube is used by all radio format listeners. Urban radio listeners 
are more influenced by Pandora, while YouTube has more impact on country listeners than iTunes, 
Facebook or Pandora. Those are a few of the conclusions of recent Arbitron research into what impacts 
radio’s core users. Arbitron director of programming services Jon Miller says younger-skewing stations 
are missing a huge opportunity by not tracking what’s hot on YouTube. The Arbitron-Edison Research 
report showed three-quarters of CHR listeners are affected by YouTube and nearly two-thirds of urban 
P1s use it for song discovery. That’s probably not much of a surprise to most programmers in the young-
skewing formats. But Miller says even half of country P1s are now finding new music on the video sharing 
site. Overall, YouTube is a music discovery source for 55% of radio’s core listeners. That compares to 
42% for Facebook — where the power of friend suggestions are at work — and 39% for Pandora, a much 
more personalized listening experience. Even so, Miller says it’s hard to deny that Pandora is a player in 
new music discovery when major formats have sizeable numbers of P1s using it to discover new music. 
“While today radio far outshines any other source, that lead is far from safe,” Miller says. He says stations 
will need to keep delivering new songs as well as reinforcing that image in listener minds with consistent 
positioning. There’s also a new player on the horizon with Apple’s expected launch of what’s been 
dubbed iRadio. The report shows iTunes is already a discovery zone for fewer than four-in-ten P1s. 

 
qqCracker Barrel puts more radio on its advertising menu. The spring and fall are typical marketing 

seasons for the restaurant chain Cracker Barrel. CEO Sandra Cochran says that means most of their 

radio spending comes in second and fourth quarters. But this year they’ll try something new. “We decided 

to run a limited amount of TV and radio ads covering about 20% of our store base late in the third quarter 

to support our sales momentum,” she told analysts in a recent conference call. It won’t come at the 

expense of late-year spending. Cochran says they’re planning to follow that up with new creative during 

the fourth quarter when the message will turn from the menu to highlighting merchandise at the co-

located country stores 

qqNo stubble in Dollar Shave Club’s radio campaign. Dollar Shave Club‘s cheeky web video ad was a viral 

sensation capitalizing on CEO Michael Dubin‘s wry sense of humor. But as scores of advertisers have proven 

through the years, humor and radio are a match as good as, well, shaving cream and razors. So Dubin is using radio 

as part of Dollar Shave‘s Father‘s Day ad blitz. Adweek reports Dubin wrote and recorded the radio commercial 

himself. The :30-second spot features him having a conversation with a fictional father. Besides promoting Dollar 

Shave‘s bargain-priced razor blades, it also plugs the company‘s e-cards. The company credits local radio with 

growing its customer base to 200,000 with six- to eight-fold increases in markets like Philadelphia, Cincinnati and 

Buffalo after they took to the airwaves. ―Four weeks on, three weeks off has been great for us in terms of radio,‖ 

Dubin tells the ad trade pub. Dollar Shave also runs display ads on Facebook 

 


