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Research Methodology



Research Methodology



Listener Profile




Defining Country Radio

Listeners



Country Radio Listenership

81% Favorite/Often

Your FAVORITE
station
41%

One you listen
to OFTEN, but

NOT your

Favorite

40%




Listener Age







Listener Region

Northeast
17%

Midwest
20%



Program Director Profile



PD Market Rank

50% Top 100
32% Top 50




Radio Definition



Radio Definition —
PD’s / Listeners

Spotify, Pandora, Apple Music,
Amazon Music — that’s “Radio” too!




Radio Definition — Sex/Age

Sex Age

Women Men 18-24  25-34  35-44  45-54

N= 480 319 155 232 195 217
An AM or FM station on a regular radio or car radio 84 86 82 85 87 85
An AM or FM station streaming online 31 47 30 46 41 30
A podcast 8 23 13 16 18 7
Anything you might hear on the Tuneln, iHeartRadio, or Radio.com apps 21 32 25 28 28 21
SiriusXM 25 32 23 33 29 23
Spotify, Pandora, Apple Music, or Amazon Music 40 40 52 48 40 24
Any kind of music you can get on your mobile device, computer, or smart speaker 18 14 15 19 16 15
Don't Know 2 0 1 1 2 1
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Platforms and Devices




We Looked At Platforms...




Platform Usage — Often




Often Use Platform —

PD’s / Listeners
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Usage very diverse — much more
than PD’s expected
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Often Use Platform — Sex/Age

Sex Age

Women Men 18-24 25-34 35-44 45-54

N= 480 319 155 232 195 217
A radio station on a regular radio or car radio 73 68 64 72 74 72
Pandora 34 39 38 47 34 24
Spotify 33 36 48 40 30 21
A radio station online or on a radio app like Tuneln, Radio.com, or iHeartRadio 27 35 25 34 36 24
Amazon Music 19 31 17 30 31 16
SiriusXM 18 29 16 29 26 17
Apple Music 19 27 35 25 25 9
Podcasts 17 27 18 28 23 15
CD's 17 22 12 22 20 20

PD’s need to know the platforms listeners use



We Looked At Devices...




Device Usage — Often



Often Use Device —
PD’s / Listeners

Smartphone use almost EQUAL
To "Regular Radio”




Often Use Device — Sex/Age

Sex Age

Women Men 18-24 25-34 35-44 45-54

N= 480 319 155 232 195 217
A regular radio or car radio 71 67 67 68 73 70
A smartphone 63 64033 67 43
A Laptop or Desktop Computer 31 35 45 37 33 20
A Smart Speaker 30 36 30 38 36 26
A satellite radio 21 34 24 32 27 20
A Tablet 22 25 26 30 24 13

Increasingly, a Smartphone IS the “Radio”



Importance of Radio — Trends



Importance of Radio — Trends
— PD’s / Listeners

Radio MORE Important — but it depends
on what you mean by “Radio” —
More Music, More Platforms, More Access




Time with Radio — Trends



Time with Radio — Trends
— PD’s / Listeners

MORE Time with “Radio” —
More Music, More Platforms, More Access




How Spending LOST Radio
Time




How Spending LOST Radio Time
— PD’s / Listeners

Radio time lost to NON-AUDIO
platforms, too — TV/Video Games




Why Choose Radio over
Digital Service Providers?




Listen to BOTH Radio and
DSP’s — Listeners

“A radio station,
on-air or online”

Don't
Listen to

Both
“A digital audio 27%
provider, like
Pandora, Spotify, Listen to
Apple Music, Both
Amazon Music, 73%

etc.




Why Choose Radio Over DSP’s —

PD’s / Listeners
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#1: Convenient / Easy / Free —

NOT Habit, DJ’s, Shows, News, Community, Contests



Why Choose DSP’s over
Radio?




Why Choose DSP’s over Radio —
PD’s / Listeners

—_T—
_

_

E—

raea
F

—

I —
I
_

—

——

I
F
F

| |

#1: Convenient/Easy; Also Specific Songs/Artists/Playlists —

PD’s underestimate Convenience/Easy @



Country Radio Needs



Country Radio Needs — PD’s /

Listeners — |

il

They Want MORE MUSIC and MORE VARIETY —
More New Songs, New Artists, Older Songs, too @




Country Radio Needs — PD’s /

Listeners — ||

|

Let my Favorite Artists talk about their songs; Companionship, Being Local, @

Entertaining Morning Show less important than PD’s think



Country Radio Balance



Country Radio Balance

— PD’s / Listeners

Want MORE Cross-Format Collaborations, not LESS , @



Gender Balance Preference



Gender Balance Preference —
PD’s / Listeners

Yes, Listeners Want a “Good Balance”/”| Don’t Care”




Would Listen MORE to
Country Station if...




Would Listen MORE

— PD’s / Listeners

)

Want MORE “Favorite Music,” “Favorite Songs Faster”, “Skip the ones | don’t like”...

More “Songs w/o Talking,” “New Music” __
NOT “More Entertaining Personalities” . @




Amount of Commercials on
Country Radio




Commercial Amount —

PD’s / Listeners

...Yes, More, but not as bad as PD’s think

&



Your View of Commercials on
Country Radio




Your View of Commercials —
PD’s / Listeners

Listeners say: More Irritating AND MORE USEFUL than PD’s think



Listen CLOSER if Personalities
Talk About...




Listen CLOSER if Personalities

Talk About — PD’s / Listeners

Weather/Emergency info, Funny things, Traffic, Music/Artists, News Headlines @



What Listeners Pay Attention to
When They Pick their Favorite New
Country Artists




What Pay Attention to — PD’s /
Listeners

PD’s nailed it: At least one song they love,
Connection to Social Media, Down-to-Earth




Where do you go to Keep Up on
yvour Fav New Country Artists




Where do you go to Keep Up —
PD’s / Listeners

YouTube & Facebook #1; Instagram way ahead of Twitter and Websites;
PD’s think Twitter/Websites are more important than they are




Where do you go to Keep Up

— Sex/Age

Sex Age

Women Men 18-24  25-34  35-44  45-54

N= 480 319 155 232 195 217
Instagram 43 48 64 52 43 26
Facebook 60 57 47 63 68 54
YouTube 58 7375 69 63 53
Twitter 18 38 27 29 33 16
Snapchat 21 23 38 24 18 10
Websites 18 28 14 19 29 22
Other 2 1 0 0 1 6
Don't Know 9 8 4 3 10 16



How do you Connect with Your
Fav Country Music Station




How do You Connect — PD’s /
Listeners

PD’s overstate the importance of Websites and Twitter and understate
the importance of YouTube; Facebook and Instagram are also key







Smartphones




“Radio’




“Convenient and Easy”




Radio's Competition




The Platforms Country Fans Prefer




Personalities




“Local”




What Music Fans Want...




Pop Country and Cross-Format Collaborations




Twitter and Websites
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