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AT-WORK LISTENING:  Essential to Your Success

With Smooth Jazz, if you don’t win in the workplace, you don’t really win.  Our 
format is a natural fit.  Smooth Jazz is a perfect companion at work, and it 
reaches upscale, white-collar listeners.

Do the math:  While the average time spent listening to your station may be 
under 10 hours a week, a listener at work can give you 40 or more hours in a 
diary, far more than we can derive from listening in the car or at home.  Listening
at work seriously impacts all three of your major dayparts.  32% of workers are
on the job by 7:00 A.M., and 17% are still at work after 5:00 PM!

Workers are found in all kinds of settings, with only 42% in offices, according to 
Arbitron’s At-Work Listening Study conducted about a decade ago.  That survey 
also showed that 65% of workers had used radio in their primary job!  And 63% 
of those chose their own radio station at work.  30% of at-work listeners were at 
least somewhat interested in a monthly station newsletter, 27% in attending an
after-work listener party and 24% in a listener club with prizes.
     
Arbitron gives us a great barometer of how we’re doing, even in their published 

surveys (except the condensed reports).  Select Listening Locations 
(persons 18+), and go to Monday-Friday, 10AM-3PM.  This daypart is within 
the working hours of nearly all your listeners.  Check the percentage of your 
audience “at work.”  For Smooth Jazz it should be over 50%.  This number 
is significant, beyond comparing you to your competition.  It measures your 
at-work listening against the overall usage of your station.

For Fall 2007 our Dial Global Smooth Jazz affiliates ranged from 20% to 58% 
listening at work, and so far in the Spring 2008 survey the range is from 35% to 
55% (with 80% of those stations improved from the fall).  Our champion in the fall
was WXJZ, Gainesville/Ocala, FL.  So far this spring WQJZ, Salisbury/Ocean 
City, MD tops the list.  But in both surveys only two stations have hit 50%.  So 
what’s going on, or more importantly, what isn’t going on?

Are you streaming?  Many people work in buildings where they can hear you 
much better on their computers.  Others are just in the habit of listening to the 
radio on their PC’s while they’re working, or they don’t have a radio handy.  Don’t
miss this tremendous opportunity for at-work listening, and be sure you are 
simulcasting your station online 100% in order to get Arbitron credit.   



Actual vs. reported listening:  Part of the challenge, of course, is growing your 
at-work audience.  Much of that increase will depend on word-of-mouth.  
That leads to the larger issue – making your station top-of-mind with the 
audience you already have.  Arbitron methodology can miss plenty of 
“phantom cume” -- real listening that goes unreported in diaries.

Involve your listeners:  The way to translate actual listening into reported 
listening is get your audience involved with the station, rather than just 
playing it in the background.  Bring your listeners to the point where they 
have a reason to remember who you are.  The more positive the listener’s 
interaction with your station, the more generous their diary entries will be.  
Remember that diaries are usually filled out later, so what Arbitron is 
measuring is “perceived” listening.

Keep building a listener database:  The starting point is getting your listeners 
to write to you – by email, fax, or letter.  Writing is the best way for them 
to memorize your station’s name.  Even more important is maximizing 
your database of true listeners.  Database marketing is the most targeted, 
efficient and inexpensive way to promote your station, especially in the 
internet age.  And unlike the priciest TV campaign, it allows your listeners to 
interact with you.  That’s why they’ll remember your station!  On the air and 
on your website invite listeners to subscribe to your email newsletter or join 
your listener club.    

Make contests easy and simple:  As we’ve previously reported, contests are 
not a huge draw for core Smooth Jazz listeners.  But brief contesting 
benchmarks during the workday are not a tune-out.  And they are one way to
build that database while involving your listeners.  Forget those contests 
asking for “the fifth caller”!  While they’re easy for you, they are not easy 
for your busy audience.  And because you capture data on only one person, 
they accomplish little more than wasting most listeners’ time.  Instead, at the 
same time each day select an entry and call out a listener’s name on the 
air.  Allow 30 minutes for the person to call the station.  This can create a 
buzz.  Friends who are tuned in will call the listener to alert them.   

One of the best daily “benchmark” giveaways doesn’t even require listeners to 
call in.  That’s where you draw from written entries and select a daily workplace 
where your station is played.  You might call it “Listen While You Work” or 
“Office of the Day.”  Award the winner a generous gift certificate for lunch.  
Other great prizes can be added to the package, again by trading them out and 
creating value-added for an advertiser schedule.  They include flowers and 
maybe balloons (with your logo) delivered to an office, or cinnamon rolls for 
their coffee break, maybe with a station coffee mug, even a station calendar, 
or your station’s Smooth Jazz sampler CD (see our April 2007 issue).  Each 
year your station will recognize -- and bond with -- over 250 workplaces in your 



market.  To simplify your promotion, wherever possible look for partners who are 
already set up for deliveries.  

Email and your station website:  Email is now nearly universal, especially with 
Smooth Jazz, and particularly at work.  It enables you to contact your 
listeners at extremely low cost.  Send your listeners a station newsletter, a 
greeting on their birthdays (which gets a terrific response), or a periodic 
survey to solicit their feedback.  Or conduct a “silent contest” in which only
they can participate.  Coupons from your advertisers can accompany one of 
these emails to say “thanks for listening.”  But limit this, so that you aren’t 
annoying your key listeners with junk mail.  Emails can also include links to 
your station website. 
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