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LISTENERS AND BROADCASTERS ALL FACE MANY CHOICES

Good news: 97% of the population still listens to radio, and 51% still list radio as 
their primary source for listening to music (CD’s were next at 30% and satellite 
radio was at 2%).  That’s according to last year’s Paragon Media Strategies 
study.  Meanwhile a Michigan State University Study reports that 79% of listeners
say they’ve spent as much or more time with local radio compared to a year 
earlier, and 95% expected to listen as much or more in the next year.  More 
recently Bridge Ratings and Research finds that AM/FM radio listening is 
returning to former high water marks.  That’s attributed to lower spot loads and 
less time spent with mp3 players and similar devices once the novelty wears off.  
Among listeners 25+ the erosion of radio usage has halted, while it has slowed 
among younger listeners.

Where does the usage of satellite radio really stand?  Keymarket 
Communications VP/Programming Frank Bell wanted to find out, so recently he 
reviewed the 3340 in-tab Arbitron diaries for Pittsburgh’s summer survey.  1.26% 
of the sample reported some type of satellite listening.  As for total quarter 
hours of listening, only 0.57% of them went to satellite radio.  Calculations 
were based on unweighted quarter hours.  These “are not ‘shares’ in the 
traditional sense,” Bell writes in the Nov. 4 RBR, “but they do provide a real-world
perspective.”   

Of course this is no time for complacency, as listening alternatives only 
continue to grow.  In March Motorola will offer iRadio, a service with 435 
commercial-free channels.  It’s not “live,” but subscribers can record 
programming by connecting a late-model mobile phone to a computer.  Sprint 
Nextel already offers 17 channels that are streamed onto your cell phone.  
Meanwhile carmakers are working to consolidate all of their in-car navigation 
systems with new in-car internet service.  A wireless solution for internet radio in 
cars is coming, and most of that will be free of charge.

Because of these developments Lew Dickey of Cumulus claims that “Satellite 
radio is already over.  IPod technology and WiFi have already leapfrogged it” 
(R&R, Sept. 23).  A recent series of Jacobs Media focus groups shows that many
satellite radio subscribers say “it’s not as good as they thought it would be,” 
according to Fred Jacobs (in R&R Today).  “Many don’t see why they should pay 
for something like radio.”    Meanwhile 82% of respondents say they are unlikely 
to purchase a satellite radio receiver, in a recent survey by American Media 
Services.  That number echoes earlier Eastlan Resources studies.



Nevertheless studies project that both satellite and internet radio will only 
continue to grow.  Bridge Ratings estimates that satellite radio will have 35 
million subscribers by 2010.  Jupiter Research puts it at 55 million.  Bridge sees 
internet radio as an even greater threat to AM and FM, growing from 57 million 
listeners to 188 million in 2010.  Paragon Media Strategies, however, sees 
satellite as the bigger threat.  That’s because satellite radio gets more hours 
tuned per user, which reduces radio listening.  Most internet streaming listeners 
have not decreased their AM/FM usage.  However that easily could change with 
the growth of wireless internet.

Of course radio isn’t forced to remain on the outside when it comes to 
internet radio.  AM or FM stations can stream, so that they’re available on that 
“radio dial” too.  JRN Smooth Jazz affiliate WJZQ, in the small market of 
Traverse City, MI, reports nearly 3000 hours of internet listening a month.  While 
WJZQ’s online listeners do come from 25 countries and 93 U.S. metros, the 
streaming does impact listening in their area, with Traverse City/ Cadillac their #2
market for internet listening, with Grand Rapids at #1 and Flint/Saginaw/Bay City 
at #3.  The latter two adjacent markets have no Smooth Jazz station of their own.

What else is a radio broadcaster to do?  Last year McVay Media’s online 
survey showed that that the biggest radio tune-outs are (1) commercials (too 
many or “amateurish”), (2) repetition, and (3) signal issues.  Meanwhile the MSU 
study finds that 88% of respondents think that their local station provides a 
valuable service to their community.  

Based on those findings radio’s efforts to improve its programming, clean up and 
reduce commercials (“Less is More”), stream on the internet and provide better 
community service seem to be on the mark.  But radio seems to be banking most
on HD Radio as the big fix.  HD’s options for datacasting could be a significant 
attraction, but Cox radio CEO Bob Neil sees HD multicasting as the “killer ap” in
radio’s move to digital (RBR, Nov. 3).  “If consumers can get twice as many 
channels with a new receiver – and not have to pay a monthly subscription fee – 
what’s not to like?” 

Well, for one, there’s the price of that receiver.  Remember that the universality 
of AM/FM radio is supported by the presence of up to a billion analog receivers
out there in the U.S.  “The magic number for me is a $199 radio you can buy at 
Best Buy or Circuit City,” says HD Radio Alliance CEO Peter Ferrara on 
insideradio.com.  But a survey of JRN’s Smooth Jazz Online Music Panel on 
December 29 revealed that even when the price falls to $200, only 10% are 
ready to pay it.  41% said no, and 48% aren’t sure.  And don’t look in Best Buy 
or Circuit City just yet.  The HD Radio Alliance hopes to change all that, as they 
now roll out multicast HD2 channels with new unique formats.  They’re even 
returning Smooth Jazz to markets like Boston, Memphis, Birmingham and 
Wichita.



Most of these HD2 feeds are commercial-free, but only for a year or two.  
That could become a problem -- in the American Media Services Study 57% of 
radio listeners cited commercial time as their biggest complaint.  Radio’s major 
goal is to replace future satellite radio purchases -- and subscriptions -- with HD 
radios, including in vehicles.  The JRN survey gave listeners a choice for the 
dash of a new car:  30% wanted HD Radio, while 22% wanted both HD and 
satellite.  But will they pay extra to get it?  11% wanted just XM or Sirius.  15%
will stick with analog AM/FM, and 21% are unsure.  HD Radio’s success will 
require lots of promotion -- something the alliance has committed to .  66% of 
listeners in the JRN study had never heard of HD.  That percentage is even 
higher in other groups, and there’s plenty of confusion about HD.  Success may 
also depend on the direction that Apple takes.  The iPod could be made 
compatible with HD Radio instead of satellite radio.          

Then there are HD’S technical issues.  Static may go away, but HD coverage 
is limited, and the receivers revert to analog when they need to.  That could 
happen often, and it’s an awkward transition when the digital signal is on an 
eight-second delay.  “With FM digital the interference on the first adjacent 
channel is increased tremendously,” notes HD opponent Jerry Smith, chief 
engineer of JRN Smooth Jazz affiliate WJSJ/ WSJF, Jacksonville.  “Two digitals 
will drive the receiver nuts.  I have heard it already.  And AM digital stations will 
need 50 kHz separation” (many only have 40 kHz – for example stations on the 
dial at 1010 and 1050).    Inventor Leonard Kahn concurs, claiming that AM 
digital will occupy 50% more space than the current bandwidth.  Even the FCC 
agrees with Kahn that AM digital can’t be used at night.   “I get an email about 
once a week from an engineer opposing this digital scheme,” Smith claims, “but 
they are keeping quiet so that they don’t endanger their own employment!”

Arguably HD radio is high definition in name only.  Even the FM version 
actually is far below CD quality.  It is low bit rate audio which is comparable to – 
or worse than – mp3’s, internet streams or satellite radio.  And then multicasting 
cuts that in half.  Stephen Manes, writing on forbes.com, comments that it “can 
sound like decent mp3’s or pretty good phone calls.”  After the advent of CD’s 
two decades ago, the “dumbing down” of digital audio in various products began 
-- in order to reduce the required amount of data.  It remains to be seen what 
subliminal long-term effect this downward trend in quality will have on listening 
behavior.  Ultimately there could be a backlash, with a boom in the market for 
audiophile products.  Unfortunately radio will be ill-equipped for that.

As we look further into the crystal ball, local radio is likely to have a bright future 
providing information to its communities. But will future generations’ love affair 
with music-on-demand grow to the point that radio music formats (whether they 
be analog, HD, satellite or internet) are turned into dinosaurs?

Radio audience measurement is a dinosaur already.  Agencies are clamoring 
for the move to electronic measurement.  “They think PPM is a great thing, and 



they can’t understand why radio is dragging its feet,” Nick Anthony of JRN 
Smooth Jazz affiliate WJZL, Lansing, tells RBR.  Nick is also outgoing chairman 
of the Arbitron Radio Advisory Council.  RBR reports that “there is consistent talk 
about radio becoming a third level media if it does not stay in the game.”  They 
go on to quote outgoing RAB President/CEO Gary Fries:  “The advertising 
community has stated openly that they have seen enough to be convinced that 
the diary is not accurate. They feel that if the radio industry does not move 
forward quickly that we will not be a credible medium.  And if we go to a people 
meter world it the net effect is that there will be more and larger spending in 
radio.”

Decision time is here for radio.      

SALES:  Planned Vehicle Purchases and Leases

On December 15 we asked the Online Music Panel about their plans for 
purchasing or leasing a vehicle during the next twelve months.  36% are planning
to lease or purchase or lease at least one vehicle:

New car (non-hybrid) 11%
New hybrid vehicle       7%
New SUV       6%
New pickup truck       4%
New motorcycle       2%
Used car, SUV or pickup truck 20%
No vehicle purchase or lease planned 64%

Next we asked the panel to name up to five makes of new vehicles they are 
considering for purchase or lease over the next year:

Toyota 12.8% Mitsubishi 2.9% 
Honda 12.4% Chrysler 2.6%
Chevrolet   9.5% Buick 2.6%
Ford   8.0% Subaru 2.6%
Nissan   6.6% Saturn 2.6%
GMC   5.1% Lexus 2.2%
Acura   4.7% Mercedes 1.8%
Cadillac   4.4% Infiniti 1.8%
BMW   4.0% Audi 1.8%
Pontiac   4.0% Volvo 1.8%
Volkswagen   3.7% Saab 1.5%
Dodge   3.7% Lincoln-Merc 1.5%
Jeep   3.3% Kia 1.5%

65.7% either plan no purchase or lease, did not answer, or don’t yet have a 
preference.  Sample: 274 persons age 25-64. 
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