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‘RADIO GETS RESULTS’ 
Background

Rationale

Media teachers Rob Lay, of Avonside Girls’ High School, and 
Dave Warring, of Catholic Cathedral College, describe how and why they developed these resource materials.

This unit of work has been developed for a media teacher to cover the relationship that exists between a media product and its target audience for Year 12 students. 

Within this unit students will gain a comprehensive understanding of the identification and the measurement of a target audience, the use of a range of techniques to make a media product appeal to its target audience, and the role and influence of other factors in this relationship.

The main focus of this unit of work is on the relationship between commercial radio products and its audience within New Zealand. In particular it will focus on radio stations associated with The Radio Network and Radio Works. 
Students will also have the opportunity to understand how their local radio station(s) establish and build an ongoing relationship with its community of listeners, and the commercial impact this has.
Prior Knowledge

It is expected that students will have prior knowledge of a local or national radio station.
Students are provided with a survey (see Handout 1 – Prior knowledge survey) at the start of the unit to establish prior knowledge. The following comments were made by Year 12 students as a reflection on their prior knowledge:

“Before starting this unit I didn’t know much about why audiences are so important to TV or radio stations, I thought the music was more important than advertising…” Michaela, Year 12
“I wasn’t aware that radio made a big thing about ratings…” Ben, Year 12
“I really like Kiwi FM, but can’t understand why it doesn’t have a bigger following.” Josie, Year 12
Links and Resources

There are many websites (see Links/resources) that are very useful in building a knowledge base on this topic.

	The Radio Bureau


	www.trb.co.nz

	Radioscope
magazine


	www.radioscope.co.nz

	Radio NZ


	www.radionz.co.nz


	Research International


	www.Radios.co.nz

	The Radio Network


	www.radionetwork.co.nz

	Ad Media magazine


	www.nielsenmedia.co.nz/

	Radio Advertising in NZ


	www.radioadvertising.co.nz

	AC Neilsen Media Trends


	www.acnielsen.co.nz

	Ministry of Culture and Heritage for information on Niu FM


	www.mch.govt.nz/agency/niufm.html


TVNZ, TV3 and individual radio stations also have their own specialist websites.

Reading Resources
Winnall, A., & Chesterman, S. (2003). Media studies: Achievement standards level 2: A resource book for year 12 students. Auckland: New House Publishers.

The Listener – especially Media Watch

Audio Resources
With the advent of pod-casting many media organisations have excellent sites. Radio NZ has some relevant pod casts, particularly Media Watch.

Included with this unit are audio interviews with Tim Dyer (The Radio Network, CH-CH), Andy Dawkins (MOREFM, CH-CH) and Karen Neill (Radio Tutor NZ Broadcasting School), by kind permission of the interviewees.

Media Watch from Sunday May 5th 2006 has been used with kind permission from Radio New Zealand, an interview by Colin Peacock with the Broadcasting Minister, the Hon Steve Maharey, and CEO CanWest, Brent Impey.
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How are they alike?
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How are they different?





Size of survey (No.’s)





Time/length of survey.








How information is gathered.





Accuracy of data





List the advantages and disadvantages of these measuring systems.





Conclusion or interpretation 





Research International – ‘Radio Diary’





AC Nielsen – 


‘People Meter system’





Student analyses the issues and implications of Kiwi FM’s presence in the radio market with clear insight





How are they alike?
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How are they different?





Features 1





Features 4





Features 3





Features 2





Account for the differences in techniques between these stations and their audiences.





Conclusion or interpretation 





MORE FMMOREFM


Christchurch





MAI FM


Auckland





Coast on-air personality line-up (L to R) Mike Oliver, Ray Mankelow, Jacqui Taite, Mark Morgan.





Appeals/Techniques 2





Appeals/Techniques 3





Appeals/Techniques 4





How are they alike in their techniques?





   


   


   


   





�
�
�
�
�
�
�
�






�
�
�
�
�
�
�
�






How are they different?





Appeals/Techniques 1





Account for the differences in techniques between these stations and their audiences.





Conclusion or interpretation 





RADIO STATION 1





RADIO STATION 2






























































�Page reference should be Page 17 – pages have changed with editing, I suspect. There is no actual Jigsaw activity provided for this exploration (page 8). The redirect simply shows teachers one approach to a jigsaw activity that they might use here.


�Don’t understand your comment here: taking a guess, the two tasks  (3 a and 3b) both use Audio #2. Add the word ‘use’ (see alongside) to make the intent clearer.


�Where are these, Rob? TKI website?


�Measurement technique identified and described.


�Example given in support of measurement technique.


�Second audience identity technique provided, along with a description.


�Clear example given.


�Media Product identified.


�At least three details of audience are provided.


�Appeal is identified.


�Student explains how the technique appeals to the audience with a clear example 


�Second technique identified.


�


Student explains how the technique appeals to the audience with a clear example 


�


Student explains in detail the relationship between Coast FM and its target audience with clear examples. Effect of changes to the media product are also given.


�


Student introduces the context for the relationship between a media products and their specific target audiences and the importance of this relationship


�


Student introduces the radio landscape in NZ.


�First media product introduced, and described.


�


Effect comment provided.


�


Student analyses the issues and implications of Kiwi FM’s presence in the radio market with clear insight.


�


Student examines the wider significance of this relationship between media product and its audience, looking in particular at commercial impact and its ramifications.


�


Second media product provided.


�


Student provides effect comment with example.


�


Student examines the wider significance and implications of losing audience share particularly on the profitability of the media product, and future developments.
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