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Handout 10 – Radio gets Results: Glossary of Radio Audience and Survey Terminology

NB: All of these terms are used in resources and activities provided in this unit or on websites associated with audience measurement. Use only those terms that you think are necessary for your students’ understanding. 

	Terminology
	Definition and/or explanation

	Appeal
	Something that will make a specific audience want to listen to a station.

	Auditorium testing
	Often a station will trial new songs or changes to their play list by bringing in a group of listeners selected either on the basis of fitting the station’s target audience profile or because they are loyal listeners, and playing the music to them and getting their reactions. They may also do that at closed (preview) new movie sessions.


	Biannual
	Twice yearly. The Radio Diary surveys are conducted biannually in April and September. 


	Brand
	This refers to the ‘identity’ that a station creates: its style, values, etc. It is reflected in every part of how a station operates and presents itself: on-air hosts, play list, promotions, competitions, advertisers, name, logo, etc.


	Brand loyalty
	Getting a listener to stay with a station and be a regular and loyal listener because they perceive a particular it as ‘the best’ is the goal of all the audience research that a station does. It enables them to sell this ‘audience’ to advertisers who want to reach that group.


	CPM
	Cost per thousand. This refers to the cost of reaching a thousand listeners and is often used to compare radio against other media (e.g. television / newspapers) to show that radio is the most cost-effective advertising medium.


	Cume
	An abbreviation of cumulative, this term means a radio station’s total listener numbers who listen for at least 15 minutes during a session.


	Daypart
	Radio stations divide their schedule into separate sections of the 24-hour period, called dayparts. Each of these has different rules for on-air style, play list, rotation etc to meet the desires and needs of the audience at that time of the day. The most important one is breakfast because that is when a station gets its audience. The trick is to keep them coming back later in the day.


	Demographic
	This refers to the details that identify a particular group in society (age, gender, income, education, social status / profession, lifestyle, values etc.). Often used in conjunction with profile.


	Terminology


	Definition and/or explanation

	Disposable Income
	All advertisers want to reach the sections of the population with the most money earned that they can spend – not tied up in mortgages etc. Teenagers are highly sought after for this reason, even though they don’t earn a lot.


	Focus Group
	This is a group of people chosen because they are ‘typical’ of the station’s target audience and used to get feedback about what they like/dislike about the station, or test new ideas (competitions, brand, logo, play list items etc.) to see whether they work.


	Frequency
	This refers to how often an audience is reached – and therefore how often they will hear an advertisement. Effective Frequency means having an advertisement repeated often enough to achieve brand recognition and result in action.


	Frequency Distribution
	This refers to when (especially at what times of the 24 hour radio clock), the target audience listens the most or least.

	Front of Mind

(a.k.a Top of Mind)
	Every business wants to become the name that springs first to people’s minds when they are thinking of buying something or going somewhere. Radio stations want the same thing: e.g.  ‘I might listen to the radio’ = ‘’I might listen to The Edge’. Kevin Roberts (Saatchi and Saatchi) takes this further with his concept of a ‘love brand’. Relates closely to brand loyalty.


	Key Drivers
	This phrase refers to the emotions, ideas, values, needs and desires that are the most important to a specific audience group.


	Niche
	Radio stations in New Zealand were global pioneers in the concept of ‘niche broadcasting’. This means targeting a narrow and specific audience rather than having a broad appeal that tries to appeal to almost everybody. Often used in the phrase ‘niche marketing’, as well.


	Play list
	All radio stations select a (relatively limited – often as few as 150) number of songs that they are playing on the station at any one time. These change with time / new releases / changes in the charts etc and special seasonal events (e.g. Christmas).


	Product
	Media products such as magazines or films are easily understood but a specific audience gained by a radio station is also a ‘product’ that can be ‘delivered’ to an advertiser(s).


	Profile
	Often used in conjunction with demographic i.e. demographic profile, this term refers to the description of a TA in terms of its income, lifestyle, age group, education, occupation, gender, key drivers etc. This data enables a radio station to understand what appeals to this group and include these things to reach and retain them.



	Terminology


	Definition and/or explanation

	Psychographic Segmentation Research

	Research to discover an audience’s personality details: lifestyle traits, attitudes, interests, opinions and perceptions. It is particularly interested in ‘what makes them tick’ – what motivates them.

	Quantitative research
	This type of research is trying to find how many people listen, or don’t listen to a station.

	Qualitative research
	This type of research wants to find out more detail about what the people who listen to the station like, dislike, earn, value etc. It includes building a demographic profile. It is concerned with asking, ‘Why?’


	Radio Diary
	This is the main way of getting independent and reliable data about what the audience trends are across almost all stations – certainly the large commercial ones. Selected households that give a representative sample of the population based on census statistics are asked to keep a diary of their radio listening patterns hour-by-hour over a two-week period. It includes all stations over 24 hours.


	Reach
	How many listeners (consumers) the station actually ‘gets to’ during a specific period of time. Maximum reach is the theoretical maximum number of people possible.


	Retain
	It’s not enough to reach an audience (get them to listen), the trick is to keep them listening for the rest of the day. It directly affects frequency and therefore advertising sales.


	Rotation
	All music-based radio stations vary how often they play the songs they use. High rotate songs are played up to once an hour, low rotate may be only once a day or even once a week. These rotations change as the songs lose their appeal or become dated.


	Sample
	It would be too expensive to survey everybody in the country, or even in the group that a station wants to reach. Research companies such as A C Nielsen spend a lot of time and money identifying a small group of people that will give a good representation of how all people like that will respond (a representative sample). Radio Diaries and People Meters (TV) work on this basis.


	Sample Size
	How many listeners / households are surveyed.


	Terminology


	Definition and/or explanation

	Share
	This is the percentage of the potential audience that a radio station gains. Because of the tight competition of so many stations in New Zealand, a difference of 1% up or down between two survey periods (survey variation) is regarded as very significant. 


	Schedule
	This refers to how the play list of a music station or the shows on a talkback or magazine-style community station are placed in the 24-hour clock. Ad spot costs differ depending on when they are placed or ‘scheduled’.


	TAGs
	Target Audience Group refers to a set of labels devised by market researchers in advertising that describe key sectors of society and their different key drivers and media usage patterns. They include labels like ‘Settled Seniors’. A new TAG has recently been researched – GeneratioNXT.


	Target audience
	This is the specific sector of society that the station wants to reach and retain. Also identified as the station’s TA.


	Targeting
	All radio stations aim at (target) a particular audience and subtle differences in play list, rotation, advertisers, station hosts, and on air style etc enable them to do this.


	TARPS
	Target Audience Rating Points is another way of identifying, labelling and profiling listeners. It gives more data about specific audience viewing a station or programme at a given point in time expressed as a percentage of the potential audience available (Maximum Reach).


	Telephone Surveys
	Market researchers do a lot of telephone surveys because they are cost-effective but they are very annoying and not many people are willing to give the time.


	Tracking Surveys
	Surveys designed to track (follow) performance over a period of time.


	TSL
	Time spent listening is a very important piece of data about how long (on average) people listen before they change station or do something else. This also affects advertising sales based on reach and frequency.


	Variation Survey
	This kind of survey identifies how audience patterns have changed since the last Radio Diary survey done.


	Year on Year (YOY)
	These surveys show how listening patterns have changed compared to the same period of the previous year. Also known as YOY Surveys.




Handout 11 – Radio gets Results: Media audiences: Compare and contrast – Research
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Handout 12 – Radio gets Results: Radio Audiences and Marketing

1. Choose any THREE of these commercial radio stations:

The Breeze

Classic Hits

The Edge

Kiwi


MoreFM

National Radio

NewstalkZB

Nui FM

RDU


Radio Rhema
The Rock

Tahu





What do you already know about the audiences for these radio stations?
a. ) 
	

	


b.) 
	

	


c.) 
	

	


2. Add as much detail as you can in this table about the probable audience for each.

	Target Audience Details
	Station 1 Name
	Station 2 Name
	Station 3 Name

	
	
	
	

	Main Age Group:

14–20         18–35

28–45         40–60

50+?


	
	
	

	Gender:
Mostly Male?

Mostly Female? Both?


	
	
	

	Sexual Orientation:

Mostly Straight? Mostly Gay? 

Doesn’t matter?


	
	
	

	Income:

Students? Benefit?

Low income? Medium income? High income? Business operators?


	
	
	

	Education:

NCEA L1? L3?

Polytechnic trained? University graduates?


	
	
	


	Target Audience Details
	Station 1 Name
	Station 2 Name
	Station 3 Name

	
	
	
	

	Occupation:

Students? Unemployed? Labourers? Retail workers? Office workers? Professionals (doctors, teachers, lawyers, accountants etc)? 


	
	
	

	Lifestyle/ Interests:

Sport? Outdoor? Wine/Food etc? Cars? Social scene? Homemaking? Children? Movies? Business? Politics? News? Music? Other?


	
	
	

	Ethnicity:

Pakeha? Maori? PI? Indian? Asian? Other?


	
	
	

	Radio Interests:

Music? Gossip? 

Ideas and/or Issues? Variety? Competitions? Jokes and fun?
	
	
	


3. Match ANY 10 of  the following ‘PRODUCTS’ with a radio station from the list at the beginning of this handout that would be suitable for advertising it. In the right hand box, EXPLAIN why they would be suitable.

Look the ‘products’ up in a Yellow Pages if you are not sure about them, or discuss them with your neighbour.
	Product
	Station
	Reasons

	Amazon clothing
	
	

	The CD Store
	
	

	Mitre 10
	
	

	Baby clothes
	
	

	The Warehouse
	
	

	Coyotes Bar
	
	

	Rock Concert
	
	

	Woman’s Weekly
	
	


	Product
	Station
	Reasons

	Contours Gym
	
	

	Garden Shop
	
	

	Max fashion
	
	

	Mag Wheels & Tyres 
	
	

	F&P Refrigerators
	
	

	Rebel Sport
	
	

	Luxury cars
	
	

	Ski fields
	
	

	School uniforms
	
	


Handout 13 – Radio gets Results: Measuring radio audiences

	
	Radio Works 1
	Radio Works 2
	Radio Network 1
	Radio Network 2

	List the male/female audience split.
	
	
	
	

	Age distribution.


	
	
	
	

	Income comparison.


	
	
	
	

	Female/male occupation comparison


	
	
	
	

	Lifestyle comparison


	
	
	
	

	Ethnicity comparison


	
	
	
	

	Location


	
	
	
	

	Ages by gender
	
	
	
	


Handout 14 – Radio gets Results: GeneratioNXT (18-29 year olds)

1. How many NZers are listed between 18-29 years of age?

	


2. How many men and woman turn 18 every year?

	


3. Why are marketers interested in this age group?

	

	

	


4. What other research methods were used to understand this audience?

	

	

	


5. List four major characteristics of their lifestyle.

	

	

	


6. List five key events that have occurred over the life of this generation.

	

	

	

	

	


7. List four key shifts that have occurred with this generation.

	

	

	


8. List their attitudes to life (at least four aspects).

	

	

	


9. How are they different from ‘GeneratioNXT’ and ‘baby boomers’?

	


10. Explain the relationship of ‘GeneratioNXT’ to the media, particularly their attitudes.

	

	


Handout 15 – Radio gets Results: GeneratioNXT in a media context

1. What are Radio’s ‘genetic strengths’?

	

	

	

	

	


2. List the 3 simple facts of GeneratioNXT.

	

	

	

	

	

	


Handout 16 – Radio gets Results: Radio Survey Comparison

	Urban Centre 

(e.g. Auckland, Wellington, Nelson, Christchurch, Dunedin)
	Station ID
	

	Urban centre 1
	1/2005
	2/2005
	1/2006

	
	
	
	

	1. Station Share
	
	
	

	2. Station Cume
	
	
	

	3. 18-34 station share
	
	
	

	4. 25-54 station share
	
	
	

	Urban Centre 2
	1/2005
	2/2005
	1/2006

	 
	
	
	

	1. Station Share
	
	
	

	2. Station Cume
	
	
	

	3. 18-34 station share
	
	
	

	4. 25-54 station share
	
	
	


1. Describe any trends, in Station Share and Cume figures, between the two urban centres and across the three years.

	

	

	

	

	

	


2. Describe and explain why there are differences between the two urban centres for the same radio station. (Provide reasons for why they are different.) 

	

	

	

	

	

	

	

	

	


Handout 17 – Radio gets Results: 

Extension activity: Concept and treatment (Curriculum link to MS 90765)
Defining An Audience for A Radio Programme
Activity Summary
This activity helps students understand how audiences and media products are interconnected, and gain a clearer picture of the purpose of their own media production, who their audience is, and what they want to communicate to that audience.
Activity
1. What is the purpose of knowing who your audience is? 

Questions:

· Why is it useful to know who our audience is?
· What could we do with that information?

In groups, generate and list ideas about who your audience is. Consider the following:

a. If creating a radio show, you may be targeting a specific group. Determine who will actually hear your programme (Just classmates? The entire school? Parents? Internet users? The local community via broadcasting).
b. Consider the age, sophistication and lifestyle/interests of your audience, as well as how much knowledge your audience will already have about the subject matter.
c. What is the purpose of your programme and how will your audience respond to it?

2. What have you determined about your audience?

Summarise the information you have gathered in a demographic profile.

Now do some preliminary brainstorming to generate ideas about ways you can use the audience information to enhance your media product or communicate more effectively. 


Questions:

· How can we structure our programme to get and keep our audience’s attention?
· How should we write our copy (voice breaks, ads, promos etc.) to communicate most effectively with this audience?
· What type of audio features/sound effects will appeal to them?
· How will we maintain their interest in our message, topic or theme?
· How will we explain and contextualize our programme to help the audience understand it best?
· Have we assumed that our audience knows something they might not?
· If the audience is on the Internet, what special considerations do we need to keep in mind?

Record the description of your audience and the results of your brainstorming in your workbooks or elsewhere.

Handout 18 – Radio gets Results: 

Techniques used to appeal to radio audiences: Case Study – MoreFM and Coast AM/FM
Explain the techniques each station uses to appeal to its audience.

	Techniques used to appeal to the audience:


	MoreFM (Christchurch)
	Coast AM/FM

	1
Description
	
	

	How does it appeal?
	
	

	2
Description
	
	

	How does it appeal?
	
	

	3
Description
	
	

	How does it appeal?
	
	

	4

Description
	
	

	How does it appeal?
	
	


Handout 19 – Radio gets Results: 

Media audiences: Compare and contrast – MoreFM and Mai FM
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AC Nielsen – 


‘People Meter system’





Research International – ‘Radio Diary’





Conclusion or interpretation 





List the advantages and disadvantages of these measuring systems





Accuracy of data





How information is gathered





Time/length of survey





Size of survey (No.’s)





How are they different?
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How are they alike?





MAI FM


Auckland





MOREFM


Christchurch





Features 1





How are they different?
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How are they alike?
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