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PROMOTION:  Using Cable Television

JRN offers an effective 30-second Smooth Jazz TV spot, but many affiliates 
can’t afford broadcast TV, or aren’t able to trade for it.  In many markets you’d be
paying television stations for a lot of wasted coverage beyond your signal area.  
Therefore cable TV may be an affordable option.  Cable now gets a bigger piece 
of the viewing pie than ever.  And you can target the cable systems that match 
your station’s geography.

Just as important is targeting the right cable channels.  On March 8 we asked 
the Online Music Panel to check up to six non-premium (advertiser-supported) 
cable channels that they spend the most time watching.  The list is really no 
surprise:

Arts & Entertainment 30.9%
ESPN channels 28.5%
History Channel 27.5%
Food Network 26.5%
Weather Channel 25.5%
Discovery Channel 25.2%
Fox News Channel 23.8%
CNN 21.5%
Home & Garden Television 20.8%
TNT 19.5%
Comedy Central 19.1%

Sample: 305 persons age 25-64

Most cable channels repeat their programming, and so they tend to be stronger 
in cume than “TSL.”  The Weather Channel is the most extreme example, 
followed by news channels.  You will need frequency to make an impact on 
cable.  That’s why it’s important to zero in on the right channels for your format.  
Your market may vary, so when you’re ready to use cable, we’ll break out the 
responses for your zip codes.



WEEKLY FEATURE NOW AVAILABLE

Loni Taylor, our host from 6 to 9 PM ET, now hosts a 60-second Smooth Jazz 
News feature, including artist sound bites.  A new one is posted each Monday 
afternoon on JRN’s Smooth Jazz web page in the Features folder.  The feature 
has a couple of great uses.  First, it sounds great as an addition to your local 
breaks when you need an extra :60 to time out your stopset.  You may also want 
to sponsor the feature.  In that case we recommend including the billboard inside 
the sponsor’s spot.  Otherwise precede the feature with a 10-second billboard 
and follow it with a 50-second spot.  That gives you a two-minute total.             

SALES:  Run With This

Automotive:  A Scarborough survey of 19 million potential new buyers in 75 
markets shows that among “avid radio listeners,” those most likely to buy a new 
car in the next year tuned to Smooth Jazz stations more than any other format! 
The biggest motivator in getting those people to buy was price.  33% cited price 
as the primary reason they went to the last dealership where they made a 
purchase.

Financial Services:  The latest Scarborough Research analysis reveals that 
persons aged 50 and older tend to have more financial assets and use more 
financial services than their younger counterparts. 39% of the adult population is 
50+, and 60% of them own certificates of deposit, 49% own IRAs and 51% own 
money market accounts.  “Financial marketers are realizing that adults 50+ 
control most of the nation’s wealth,” says Scarborough VP/Advertiser Marketing 
Services Alisa Joseph. “Those not aggressively targeting this often under-tapped 
consumer segment are missing out on the substantial net worth this powerful 
group offers.” 

THE BAD NEWS…

An estimated 27 million Americans now own one or more on-demand media 
devices, such as TiVo, iPod, or a portable mp3 player, according to Arbitron and 
Edison Media Research.  But usage is heaviest among the young.

Most listeners still perceive more commercials on radio than two and five 
years ago, according to Paragon Media Strategies.  Arbitron and Edison do 
report that nearly one quarter of all listeners are now aware of stations with fewer
and shorter breaks.  Both studies note that the issue has more impact on 
younger listeners. 



NOW THE GOOD NEWS…

Only 6% of television viewers at home say they never change TV channels when
commercials come on, while 49% of radio listeners never change stations when 
listening at home, according to Arbitron and Edison (in the car is another story, of
course).  Their study “Spot Load 2005: Managing Commercial Inventories for 
Your Advertisers and Your Listeners” will be released May 4 at 
www.arbitron.com.  It will also be at www.edisonresearch.com.

Americans still average nearly 20 hours a week listening to terrestrial radio, with 
94% tuning in weekly.  Radio’s usage in cars actually rose by 3% between 
1998 and 2004, measured by Persons Using Radio from Arbitron.  And most of 
the drop in at-home listening (14%) occurred before 2000, possibly due to higher 
spot loads and decreased marketing.  There’s more at www.KurtHanson.com.  
Most radio companies have now reduced their commercial loads, according to 
Wachovia Securities.
  
When Howard Stern listeners learned they would have to buy hardware and pay 
a monthly fee to hear Stern on Sirius next year, 44% said they would not, and 
another 49% were undecided.   

http://www.KurtHanson.com/
http://www.edisonresearch.com/
http://www.arbitron.com/
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