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Handout 1 – Radio gets Results: Prior knowledge survey

Before starting this unit of work we would like to know how much you know already about audiences and their relationship with radio.

Don’t worry if you don’t know the answers, you will by the end of the unit.

1. How do radio stations, television stations, newspapers, magazines make their money (choose one)?
	

	

	






2. What is a target audience (TA) in media?

	

	

	






3. What do radio/TV stations or magazines/newspapers want to know about their listeners, readers or viewers (choose one)?
	

	

	






4. How do media producers find this information out?

	

	

	






5. Why do they want to know this information about their audiences?

	

	

	






6. Name four techniques that radio stations / newspapers / TV programmes / magazines use to appeal to their listeners, readers or viewers (select one medium).

1
	2

	3

	4


· 
· 
· 
· 
7. Describe one important factor that affects the relationship between media products (either radio/TV stations, or magazines/newspapers) and their listeners, viewers or readers, other than money (choose one).
	

	

	






Handout 2 – Radio gets Results: Media chart
	
	NZ Woman’s Weekly (Magazine)
	Neighbours (TV Soap)
	The Edge (Radio Station)

	What audience do you think this media product appeals to?


	
	
	

	What age group and gender?


	
	
	

	What elements in the product appeals to the audience (list at least three)?

	
	
	

	Who would be interested in advertising with such a media product?


	
	
	


H
andout 3 – Radio gets Results: Radio product / Audience relationship

Case Study: MoreFM and Coast FM/AM

The relationship between radio products and their specific audiences in New Zealand.
The commercial radio market in NZ is divided between the Radio Network (owned equally by APN and the Clear Channel (USA)) and Radio Works (owned by Can-West).Advertising is their raison d’etre (reason for being) in business. Therefore commercial radio stations are dependent on advertising income to be profitable. 

Radio stations compete for clients who wish to advertise their products or services on radio, and as such must attract such clients in order to remain profitable. Radio audiences have an important role to play in the commercial radio market. A radio station that cannot attract a significant audience share will eventually be reshaped, re-branded, or simply taken off the air. Therefore radio producers must attract audiences to remain in business. 

For this reason radio audiences are carefully profiled, measured, and the results then used to make necessary changes to radio stations to maintain or increase their popularity with their target audiences. In effect the audience becomes a commodity in itself that these radio stations sell to the advertiser. Selling audiences to advertisers is effectively all radio stations ever do and, by doing so, they sell the audiences listening to those specific radio stations to advertisers.

This is certainly the case with MOREFM in Christchurch (owned by Radio Works) and Coast FM/AM (owned by the Radio Network). Both these stations are aimed at quite different audiences and markets, use different techniques to appeal to their audiences and have made obvious changes (as a result of measurement and audience identification techniques) to the radio stations to meet the needs of their audience.

MoreFM was created nearly 14 years ago. Its target audience is mainly the 25-44 age group with a slight female bias, in particular household shoppers, working mothers who are fully entrenched in popular culture and a slightly quieter lifestyle, and aimed at each local market it is represented in (now in 22 markets across NZ) by its local identity. It is a particularly important market to target financially for Radio Works because their audience are the major money spenders.

In contrast Coast FM/AM was a station set up by the Radio network aimed at an older audience, those between 45-59 years of age, the so called “baby boomers” who grew up with the music of the 1950’s, 1960’s and early 1970’s.. These are males and females who are at the peek of their incomes, who have a lot of disposable income and are looking to spend money on themselves rather than there children.

Both radio stations have used many techniques to appeal to the target audiences. For example: 
MoreFM 
· Spends a lot of time creating competitions aimed at its female audience. 


· MoreFM aims to create competitions and prizes that appeal to its female audience, providing them with female magazines (Marie Claire, Cleo, Woman’s Weekly, Next) cosmetics, movie passes to romantic films and overseas trips to local pacific islands. MoreFM has discovered that, through its tracking surveys, this is a particular feature of their radio station that its female audience enjoys.

· It also places a lot of emphasis on its breakfast hosts. For example Tim Barnett and Garry McCormack are very popular with their female listeners. They are often involved in pranks that appeal to their female audience. 
For example every morning at about 8:15 (Mon-Fri), Si and Gary engage two listeners in a battle of the wits! The boys take on the roles of "Quiz Master" and question our listeners on any number of categories. Each week, they have a winner, and each month, they have a monthly forfeit. That means, if Si's Superheroes reign supreme, Gary does the forfeit. As yet, Gary's Gladiators have been the toughest competitors, meaning Gary has done pretty much nothing, and Si's copped the lot. 

This is highly appealing to MoreFM’s, and provides the listeners with entertainment and light relief while heading off to work. The same is also true with he Ladies Room (8:30am Mon-Fri), which is a time for Si and Gary to button it, and the ladies, via Melissa, to talk about ladies issue. Once again this is directly focussed on appealing to the female segment of their audience.

Coast FM/AM also uses a variety of techniques to appeal to its target audience.
· It has longer news information on the hour to appeal to its older listeners who want to be informed on domestic and international news events, as well as sports news. Commonly commercial radio stations have quite short news on the hour, but research by the Radio Network showed that older listeners wanted longer news bulletins.

· Coast has also shortened the number of advertisements on air. They play only 5-6 mins of advertising per hour, with only two advertisements back-to-back at a time. The advertisements they do play are designed to appeal to the older audience, in particular to target the needs and desires of this group (e.g. travel promotions, car ads, holiday packages, etc.). 

This appeals to their older audience who dislike their listening being regularly interrupted by advertisements. It also makes the 5 minutes of advertising very appealing to advertising clients, and means the station can charge a higher ad-rate as a result.

Both radio stations rely heavily on Research Internationals ‘Radio Diary’ surveys, and ‘Tracking’ surveys to identify and monitor their audiences.

The radio diary surveys are held twice a year (March/April and Sept/Oct) for a period of six weeks at each survey time. Traditionally the major metropolitan markets are surveyed twice a year, while the regional stations just once a year. In Auckland about 3000 people are survey, while centres like Christchurch and Wellington survey about 1500 respondents. 
Each person surveyed has a week to fill the radio diary. Individuals within the household will tick the station and quarter hours across the week where they have been listening. The margin of error for this measurement technique is usually around 1.5%.

From radio diary information MoreFM quickly learnt that its initial radio branding campaign (in the early 1990’s) “middle of the road” was turning off its radio audience. Diary surveys over a one year period indicated a down turn in its audience share. Essentially the stations audience did not like the tag label ‘middle of the road’. 

As a result of this survey information MoreFM quickly re-branded itself to “live and local”. This impacted on later diary results with their audience returning to the station. In the last diary survey (Oct 2004) it had increased its share of the Christchurch radio market to 9.5% (up nearly 1% since its previous survey). However it rates about 11.4% with the 18-34 age group.

MoreFM also uses tracking surveys to monitor audience feedback. These used to be done quite regularly during the year (outside of diary survey times), but due to cost, have been scaled back. Nevertheless, during the early 1990’s tracking surveys helped MoreFM to realise that its audience for its breakfast show (then presented by Ken Ellis and James Daniel) did not like the music it was playing (i.e. middle of the road, mainstream popular music). James and Ken had then come across from the ZM network where the music had a harder edge. 

A significant percentage of ZM’s audience had come over to MoreFM with James and Ken, but quickly became dissatisfied with the programmed music played between Ken and James’ voice breaks. Tracking surveys quickly spotted this anomaly, and MoreFM music programmers altered the music play list to accommodate this new audience. 

As a result MoreFM started to rate very highly in the Christchurch market place. As the show gained in popularity with in the Christchurch market more advertising clients came on board lifting profit margins for the station. More was able to take advantage of this by increasing the price of advertising space during James and Ken’s breakfast show.

Coast FM/AM has also been quick to respond to measurement and identification techniques. In its initial research the Radio Network spent a lot of money on demographic surveys of radio audiences in the Auckland market. This research told the Radio Network that in the next 20 years New Zealanders medium age would be 40, and not long after 2025 would be 45. They quickly realised that their was a hole in the radio market, that – apart from the non-commercial National Radio – nobody was targeting the baby boomer generation. 

Looking at the way marketers do marketing in Auckland, there was a glaring gap between the top end of the commercial music radio stations (e.g. Classic Hits, Solid Gold, etc) and the talkback stations (NewstalkZB, National Radio, Radio Pacific, etc). So there was a segment just sitting there, just waiting to be served, and that segment matched up perfectly with the baby boomers demographic. 

The Radio Network realised that most commercial radio was skewed towards younger audiences, and not looking at an audience at the peek of their incomes with money to spend, an affluent and influential generation. TRN now view the baby boomer generation as a growing market. Coast FM fits this target audience perfectly.

The Radio Network also used focus group studies of the baby boomer generation in its Auckland market. From these studies they found that their target audience valued a longer news segment on the hour (as compared to most commercial radio stations who provide a very brief news summary). Therefore TRN introduced longer news items by using NewstalkZB news bulletins half hourly at breakfast, lunch and in the late afternoon. 

Further feedback from the focus group sessions told TRN that this baby boomer audience also disliked the constant interruption of their music listening by advertisements. The audience desired a quieter environment without being shouted at by commercial advertising. As a result TRN introduced a low commercial environment for this target audience restricting advertising to only 6 minutes per hour and no more than two consecutive advertisements at a time.

Likewise auditorium testing undertaken on a sample of 300 people in Auckland from the baby boomer generation helped TRN to work out the music that appealed to this audience. As a result Coast FM/AM play music that the baby boomers grew up with and can relate to, particularly music from the 50’s, 60’s and early 70’s, including music not generally heard on mainstream radio such as swing, country, instrumental and ballads, and artists like Frank Sinatra, Neil Diamond and the Carpenters.

However to cope with the entry of Coast FM onto the NZ radio scene during 2004, TRN scrapped Easy Listening I on its AM frequency. Ironically Easy Listening had been consistently rating very poorly on the radio diary surveys across most metropolitan centres in NZ (registering 0.7% share of the commercial listening market in Ch-Ch in Oct 2004). This is more likely to have been the real reason for Easy Listening demise and the creation of Coast. 

With audience ratings below 1% in major metropolitan centres TRN was effectively losing interest from its radio audience and its advertising clients. Advertisers do not like to advertise with a poorly rating radio station. Coast FM was effectively an exercise in re-branding Easy Listening I – a tired radio station and well past its use-by date, in an attempt to make it appeal not only to the baby boomer generation but also to new adverting clients who are interested in marketing products to this audience.

The same principle could also be made with Kiwi FM. This is a new station created by Radio Works. It is a contemporary music station playing only kiwi music. It was basically created as a re-branding exercise for Channel Z, which had been for a long time haemorrhaging in the ratings in all three metropolitan markets (Auckland, Wellinton, and Christchurch) that it had been represented in. 

Channel Z suffered from poor resourcing support from its parent company Radio Works, and was only broadcast in three metropolitan markets. Radio Diary results showed that its younger audience were not loyal to the station, tuning in for only short periods of time. This impacted on its ratings, and therefore its advertising interest. Radio Works had to act. Channel Z was finally taken off the air at the end of 2004, and Kiwi FM took over its frequency from Jan 2005.

Unlike Channel Z, Kiwi FM is a music based station set up by Radio Works to target a wider audience base than its predecessor station. Seven years in the planning stage, Kiwi is focused on the best of New Zealand music past and present, with an emphasis on breaking in new acts. The station aims to cater to a wide audience by offering specialist music shows aimed at specific target audiences. In researching this new station Radio Works focused on its audiences lifestyle traits, attitudes, interests, opinions and perceptions of kiwi music (psychographic segmentation research). Radio Works realised from this research that kiwi music has brand loyalty amongst its NZ audience, and with the right set up could attract a sizable audience for Kiwi FM.

Handout 4 – Radio gets Results: Appeals used in media products
	Elements / features

used by the media product to appeal to the audience.


	Media Product 1

	Media Product 2


	
	
	

	1. Why would it appeal to this audience?
	
	

	

	
	

	2. Why would it appeal to this audience?
	
	

	

	
	

	3. Why would it appeal to this audience?
	
	

	

	
	

	4. Why would it appeal to this audience?
	
	

	

	
	

	5. Why would it appeal to this audience?
	
	

	

	
	


Handout 5 – Radio gets Results: Measuring audiences

Why measure audiences?

· To find out how much media is used?

· To find out who uses media?

· It is important to find out about media exposure in understanding the impact of the media.
· It is important to find out about media patronage for a business perspective.

Who is interested in media audience measurement?

Various groups have a vested interest in obtaining regular data on media use and audiences for media.
· Producers of TV programmes and films, made for theatrical showing, broadcast schedulers, newspaper and magazine editors, need to know who is consuming their products.
· Media owners need such data to develop business strategies, and to determine success of their media in meeting customers' needs (e.g. consumers, advertisers and sponsors).
· Buyers of advertising space in media and sponsors of media outputs need to know if their money is well spent with particular media. 

Key audience measures
Key concepts include: 

· attendance (cinema),
· watching (traditional television), 

· listening (radio), 

· purchase and reading (newspapers and magazines), 

· purchase or rental (videos),
· subscription rates (satellite / cable / digital TV).
Some of these concepts are more straightforward than others. Purchase or subscription levels are quite simple and can be measured precisely. Consumption in terms of readership, listening or viewing is more difficult to define. These behavioural measures are important because TV channels may be viewed by more people than subscribe to them; newspapers/magazines may be read by more people than purchase them.

Behavioural measures are important to advertisers and sponsors who wish to know about total consumer exposure to their advertising and sponsorship messages. 
Case of TV Viewing

Does 'watching' television comprise simply 'looking' at the screen?

Can a person be 'watching' even though not paying continuous attention?

To say you 'have watched Coronation Street last night' may mean different things.

· You may have watched the entire episode with your eyes focused on the screen the whole time. 

· You may have tuned in to the entire episode, but spent part of it also talking to members of your family. 

· You may have joined the episode half way through. 

· You may have caught the first five minutes of it before going out.

The Case of Newspaper Reading

What does it mean when you say you read 'The Times' today?

· Did you read a copy you bought yourself?

· Did you read someone else's copy? 

· Did you read the whole paper from front to back? 

· Did you read only the front page? 

· Did you read the front page and selected pages inside? 

· Did you simply glance at the headlines and pictures?

Data Capture Techniques
How do researchers measure audiences and media use?

Principal measurement techniques:

1. Questionnaires.

2. Diaries. 

3. Electronic recording devices. 

Other methods:

4. Observational measures. 

5. In-depth and Focused interviews. 

6. Experience sampling.

7. Scanning. 

8. Mechanical recorders. 

1. Questionnaires
Questionnaires ask media users to report on their media consumption habits (e.g. TV watching, radio listening, newspaper reading) from memory. Questionnaires may vary in how much structure they have. Structured questionnaires give respondents response options to choose from for each question. Unstructured questionnaires give respondents space to write in their own answers to questions. Structured questionnaires are standardised and enable comparisons to be made across the answers given by different respondents.
With TV viewing, respondents may be asked to report on 'average' TV viewing on a daily or weekly basis.

· On average, how many days a week do you watch TV?

a. Every day

b. 4-5 days

c. 2-3 days

d. One day

e. Less often

· On average, how many hours a day do you watch TV?

a. More than four hours

b. Between 2 and 4 hours

c. Two hours or less'
Respondents may alternatively be asked to say how many hours they watched TV 'yesterday', or 'last week'.
2. Diaries
Diaries capture data on media consumption over a period of time. Technically they require continuous self-monitoring of media consumption (e.g. personal TV viewing) by respondents as it happens. Diaries may be fully structured or unstructured

TV diaries may contain columns for different TV channels, with time segments (usually 15-30 minutes) marked off down the left-hand side. Respondents check each time segment in which they were watching, for the appropriate channel

TV diaries may alternatively contain programme listings for different channels and respondents check the programmes they watched. Unstructured diaries may leave spaces in which respondents write in the programmes and times they watched.

Diaries – Limitations

There are various sources of potential errors in diaries: 

· Diary keeper may forget to enter their viewing (or listening) when it occurs. 
· Diary keeper may fill in 7-day diary once only at end of week and forget which programmes/times he/she was viewing (listening). 
· Checking a programme listed in diary may not mean that entire programme was watched. 
· Checking time segment, does not mean that viewing occurred for the entire time period.

3. Electronic Recording Devices
Methods are largely confined to television, originally restricted to measuring set usage only. A meter device is attached to a TV set and records when it was switched on and the channel to which it was tuned. The meter is also plugged into a telephone socket and set use data is pulled off over night over the telephone line. 

This early technique; 

· Provided household 'viewing' data that indicated the extent to which household TV sets were tuned to particular channels at particular times.
· Audiences for programmes were estimated by knowing times when programmes were transmitted.
· Did not reveal how many people in the household were actually watching at different times.
Modern methodology developed in 1980s used a device called a 'people meter'.

· A set meter, still used to indicate when TV sets in household were switched on and channel tuned to at different times.
· A remote control device is used by members of household to indicate their physical presence in front of the set.
· Viewers 'log in and out' of viewing by pressing button on remote control designated as 'their button'.

· 
Data on individuals collated with set data to reveal more precisely who was present in viewing situation.
· Data is pulled off main set meter over night down telephone line.
· Very expensive system to set up and maintain.
· Requires attention on part of respondents so that they remember to press their buttons every time they enter or leaving the viewing room.
· Respondents may forget to press their button every time or may accidentally press the wrong button (for somebody else in the household).
· Does not measure actual 'viewing' but simply 'presence in front of screen'.

4. Observational Measures
There are two main types: 

· Participant,
· Non-participant.
These are generally used to measure TV viewing. 

In participant observation, researchers record observations of householders watching television, while physically present in the same environment. 
Participant observation not only observes actual watching behaviour, but how programme choices are negotiated among members of the household.
 Also, it is used to measure TV viewing in public places (e.g. bars).
In non-participant observation, researchers record observations of TV viewing behaviour via cameras – either still cameras or video cameras.
 Non-participant observation may record the programmes watched as well, thus enabling researchers to measure varying degrees of visual attention to different types of programmes or different parts of a programme.

· Study of young children's television watching in United States by Anderson and his colleagues (1985)
This study placed time-lapse video cameras in 106 family households. They also:

(i) obtained paper diary measures of children's viewing that were kept by parents; and 
(ii) took direct estimates of the amount of viewing via questionnaire (hours per day); children were aged 5 years. 
The diaries were divided into 15 minute blocks each day. Each family was filmed for up to 130 hours over a 10 day period. Control families kept diaries of children's viewing but they did not have video equipment installed. The diary estimates were closer to the video evidence of viewing, rather than the questionnaire estimates.

· Research in the UK by Collett and Lamb (1986)
This study involved constructing a TV cabinet that housed a TV set, two video recorders and a video camera. The TV fed one VCR, the camera fed the other VCR. Whenever the set was switched on, the camera and both VCRs were activated, recording events in front of the set and whichever programmes were playing. This equipment was installed in the homes of 20 volunteers in the Oxford area. Installation was for one week. Each home comprised a husband, wife and at least two children. Researchers measured the presence of the family in the room and their visual attention to the screen. Respondents were asked to keep their own records of presence in the room, looking at the screen and the amount of attention to programmes.
5. In-depth and Focused interviews
This approach to data collection is about media audiences, endorsed by researchers, who adhere to critical and interpretative forms of social scientific enquiry.

In-depth interviews are carried out with family groups in their own homes.
 Morley (1986) interviewed 18 families; parents on their own, and then with their children.
The interviews lasted 1-2 hours and investigated what and how the family watched, and how they made viewing decisions.
 Data comprised transcriptions of interviews

Focus group methodology, Adams (2000) has been used to investigate how people watch television. 
There were 12 focus groups, representing different age groups and genders. 
Sample groups were recruited from among student and non-student groups (heterogeneous, but not representative of the general population).
 Sessions lasted 90 minutes.
 Participants were asked how they decided when to watch and what to watch and whether they planned ahead to watch certain programmes and which programmes were their favourites.
 Sessions were recorded and transcribed. 
The study found that viewer’s exhibited commitment to the medium and to channels, but these commitments were largely founded on their involvement with specific programmes. 
They were knowledgeable about TV schedules; viewing was often planned ahead in the context, not just of what was on, but also in relation to whatever else was happening in their lives.

6. Experience Sampling
Kubey and Csikzentmihalyi,1990
This method was not originally developed specifically to measure media use.
 It measures how people use their time.
 It involves self-reports from individuals made at random points during the day
. Each participant is supplied with an electronic beeper. 
Radio signals are beamed to the beeper according to a random schedule. 
When the beeper goes off, participants must record in a note book whatever it is they are doing at that precise moment.
7. Scanning
This approach used to measure television audiences.
 One technique uses radar-like equipment that scans the airwaves and produces a reading of the number of TV sets that are tuned to a particular frequency.
 Another technique, with cable TV systems, uses the cable's two-way communication technology to scan subscribers and identify which channels they are tuned in to.

These techniques require no effort on the part of the audience and can produce data quickly. However 
they cannot determine with certainty that individual household members are actually watching.

See: Heeter & Greenberg (1985), Webster & Wakshlag (1985)

8. Mechanical Recorders
Mechanical recorders are used to measure the nature of TV in controlled laboratory environments.
 Programmes are fed to a special monitor, from separate video recorders, in a simulated multi-channel TV environment.
 Participants are invited to watch television in a comfortable simulated lounge setting.
 They are given a remote control and can switch between 'channels' (i.e. different VCR feeds to the TV monitor).
 A linked recording device, connected to the TV tuner, keeps a continuous record of the channels to which the participant has switched and the length of time spent with channel.
See Webster & Wakshlag (1985)

Print Media Research

Research with magazines and newspapers was one of the first areas of mass media research.
In 1924, in the USA, Journalism Bulletin was the first academic media journal published.
 It examined issues relating to newspapers, such as the effects of form and typography on newspaper reading, the effects of newspaper content on circulation and analysis of newspaper content (Bleyer, 1924).


In Britain, print media research also began in the 1920s – analysis of press circulation figures was undertaken by London Research Bureau (LRB) in 1928. 

Readership of Newspapers and Periodicals Survey was produced in the 1930s by the Incorporated Society of British Advertisers (ISBA).


In the 1940s there was an academic sociological interest in newspapers.
 Further surveys of readership and circulation were done in Britain and America.
 Early research was mostly qualitative and focused on topics such as press law, history and ethics.
 Quantitative research emerged in the 1930s and 1940s to assess consumption of print media and readers' opinions.

By 1960, newspapers and magazines were competing with television and radio for audience attention and advertiser revenue.

In 1976, the Newspaper Readership Project launched in the USA to study the problem of declining circulation and readership (see Bogart, 1991).
There are two basic types of print media research:
1. Readership research is concerned with surveying readers to find out how they use newspapers or magazines.
2. Circulation research examines the sales and distribution of print publications. 

1. 

1. Readership Research.

The George Gallup Organisation pioneered readership research in the USA.
 This involved conducting a personal interview with respondents, who were shown a copy of a newspaper and asked to identify the articles they had read.

 

The Through-the-Book technique, takes respondents page by page through a publication and ask them which articles they have read.
 This can be a time consuming technique and it is not possible to cover many publications with each respondent.
 In a modified form, researchers began to use skeletal issues of publications as prompts which proved to be less cumbersome.

Recent Reading survey was developed in Britain in 1950s.
 It relies on the reader’s recall of having read any issue of a particular publication.
 People are prompted with newspaper or magazine titles.
 Then more detailed questions probe which issues were read and when, and which parts of an issue were read.
First Reading Yesterday (FRY) is designed to overcome memory problems that affected the Recent Reading method.
 Respondents focus on what they read yesterday – the day before the interview.
 Less memory strain is involved with this technique. However it may not be as sensitive to publications that appear only every month, as it is to those published every day.

Using a Readership diary respondents are invited to maintain a day-to-day record of the publications they see.
 The record is normally kept for two weeks.
 The diary format can vary. A list of publications (newspapers and magazines) can be printed in a diary and respondents simply indicate which ones they saw on particular days.
 Or respondents write in the names of publications themselves on appropriate days.
 A diary provides longitudinal records of readership over a period of time. It also captures reading events at or close to the time that they occur.

2. Circulation Research.

One form of this research measures the proportion of households, in a given market, that are reached by a particular newspaper, or the circulation pattern of a magazine among certain demographic groups.
Researchers have examined newspaper circulation in relation to geographical location and population density (Tillinghast, 1981).
 Others have investigated relationships between circulation and the amount of space devoted to specific categories of content (Lacy & Fico, 1991).

Circulation research has used computer models to predict circulation figures on the basis of format, content, price and population statistics.

Television Audience Research

There are 4 basic measurement approaches:
1. Questionnaires and Interviews.
2. Simple Electronic Meters. 
3. Peoplemeters.
4. Passive Measurement.  

1. Questionnaires and Interviews
People are asked how much television they watch in an average day or average week, or how much did they watched yesterday or last week.

2. Simple Electronic Meters
Meters that record when TV sets are switched on and the channel they are tuned in to. 
Accompanying paper diaries are given to respondents to complete by checking across 15 minute time slots each day when they were watching.
 The meter and paper data are combined to give viewing figures for individuals. The meter data can be retrieved via telephone and the paper diaries returned by post or collected.

3.  Peoplemeters
Set meters used to record when TV sets are switched on and to what channel they are tuned in to.
 The paper diary is replaced by a remote control, which respondents use to indicate when they are present in the viewing room, by pressing an attendance button.
They press their button again when they leave the viewing situation.
 The remote control (peoplemeter) and set meter data is collated in the household via the set meter and retrieved over night via a telephone connection.
The validation of the peoplemeter button pressing is conducted via telephone interviews. Checks are run to ensure that the respondents are watching when they say they are.

4. Passive Measurement
3. 
The migration over to peoplemeters has placed a significant data load on viewing panel members – especially in a multi-channel TV environment.
 Industry researchers have investigated ways of reducing this load; p
assive measurement systems may provide a solution.
 These methods identify and count people watching television without them having to actively report or record details of their own viewing.
Techniques: 
· Sonar – senses the presence of individuals in a room via sonar echoes (see Lu & Kiewit, 1987). This system might misidentify people who move in and out of the room. This technology can get confused with 5 or more people in the room. Ceiling fans disrupt system and other objects might be sensed as people.
· Thermal infrared – pyroelectric detectors sense changes in room temperature caused by people entering the room. This system may confuse other hot bodies, such as electric lamps, with people or warm spots left behind by a person sitting on a cushion.

Handout 6 – Radio gets Results: Measuring and identifying audiences.

Fill in information on how media audiences are measured and identified across different media.

	
	Television


	Radio
	Print
	Film

	Describe the technique(s) used to measure or identify an audience?


	
	
	
	

	Describe two advantages of the technique.


	1.


	1.


	1.


	1.



	
	2.


	2.
	2.
	2.

	Describe two disadvantages of the technique.


	1.


	1.


	1.


	1.



	
	2.


	2.
	2.
	2.


Handout 7 – Radio gets Results: “One down, 3 to roll”
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One down, 3 on a roll

by Amanda Spratt

One News is failing dramatically to reach its target audience. It’s still the most watched bulletin, but observers say that an obsession with marketing is supplanting good journalism.

It was, to put it mildly, a shambles. As millions mourned the death of Steve Irwin,

TV1’s 6.00pm news team were struggling to tell it like it was. The live cross to their Australian-based reporter crashed, the newsreaders gaped like well-dressed goldfish, and in the end they had to drop the story altogether. When they returned to it 24 minutes later, it was still incomplete. In television-speak, One News “FTDed”: it failed to deliver.

Unless, that is, you count what it delivered the opposition: on that Monday night,

TV3 beat TV1 in its own target demographic – viewers aged 25 to 54 – and for the first time in TV3’s history it came out ahead for the rest of the week.

In live television, technical hitches are expected. But for TVNZ this one came at a particularly bad time. A day earlier, a Sunday newspaper had revealed the astonishing ratings slump: in two years, the flagship show has lost more than half of its target audience – an astounding 173,000 viewers. News boss Bill Ralston, the man hired for having a “hint of mongrel” about him, was also in trouble for his abusive tirade against a print journalist who had been asking questions about

Ralston’s homeless cousin.

And it didn’t stop there. On Thursday, newsreader Simon Dallow made the front page when he criticised his own show and its hapless marketing campaign, in which Dallow and fellow newsreader Wendy Petrie roam the streets buttonholing innocent strangers.

Stories on One News’ falling ratings have been filling newspaper columns since the industry was deregulated. A TVNZ spokesperson describes August as a blip, saying: “If you look back over the last couple of years, there are several points where we crossed paths and each time we regained our position. We’re in this for the long haul and we’d expect it to be a temporary thing.”

For his part, Ralston maintains he is satisfied with progress. A few hundred thousand viewers still regularly tune in.

But the figures have never been this bad. Shouldn’t TVNZ be worried?
“Definitely,” says Clemenger BBDO media director Nigel Keats. “They’ve clearly got major problems.” The agency has already sent TVNZ a “please explain” letter, asking the network to advise exactly what it plans to do to arrest the slump. After all, the agency’s clients pay a lot in return for healthy ratings. One News is still streets ahead across the whole audience, held up by its more senior viewers, but advertisers aren’t chasing a lot of over-55s. And a confidential memo to TVNZ management shows that the broadcaster aimed for a 49.3 percent share in its target 25-54 demographic this year. It achieved only 37 percent. It also fell well short of its goal in the Auckland market, the one most coveted by TV executives and advertisers alike.

Delivering viewers to advertisers is what television does. The annual television market is worth about $680 million. This doesn’t mean each ratings point is worth $6.8 million: a point means more to the channels with greater commercial content as opposed to those with little, like a Sky channel, so losing a point does not mean kissing goodbye to $6.8 million the next day. But the fortunes of One

News have a profound effect on the programmes that follow; TVNZ is already bleeding viewers to other networks after 7.30pm, and has slashed its advertising charges by 21 percent this month. (TV2 and TV3 cut theirs by 2 and 3 percent respectively.)

TVNZ does have to serve the public good, but ratings remain all-important. Take it from former chief executive Ian Fraser: “When they’re up it’s exhilarating.

When they’re down, there’s pain. You live and die by the ratings.”

Exactly why TV1 is looking sickly is a question with no easy answer. The average viewer probably doesn’t realise just how much goes into measuring the news bulletin’s success: focus groups, telephone polls and market research budgets. It is a science, says Paul Norris, head of Christchurch Polytechnic’s School of Broadcasting, and former head of news at TVNZ, but an unpredictable one.

Norris says the ratings show early 2005 as the point at which 3 News really started to threaten TV1. For him, it’s more a case of TV3 doing things right. In March 2005, John Campbell moved to front Campbell Live and Hilary Barry and 
Mike McRoberts took over as TV3’s 6.00pm newsreaders. Campbell Live has not been a great ratings success, but the additional half-hour added credibility to the channel’s news and current affairs, says Norris. Campbell’s distinctive style, which may have put off many when he read the news, is more suited to the looser current affairs format, he adds.

The other key factor, says Norris, was running Home and Away as the crucial 5.30pm lead-in. As asinine as it may seem for an Australian soap to determine the fate of the news, it has been a surprise hit since its launch in February 2005. Over on TV1 at 5.30pm, viewers have been exposed to eight different programmes in the past 12 months. The programmers seem desperately confused, says Keats. And everyone knows desperation is a turn-off.

Media strategist Michael Carney, of the independent advertising agency Mediacom, says One News’ ratings were certainly dealt a blow when the channel launched its lifestyle magazine show Headliners at 5.30, two and a half years ago. It was, he says, “a froth attempt at news” that drove away TV1’s core audience but didn’t attract the intended younger audience.

TV1’s plan to run a new home-grown soap, The Point, in that slot from 2007 is clearly an attempt to do what Home and Away has done for TV3, says Carney, building a loyal following to deliver up to the news at 6.00pm.

Of course, many other factors feed a ratings decline. Even TV3 news boss Mark

Jennings admits there’s no exact formula.

“I don’t think you can attribute it to any particular thing. I’m a big believer in momentum: it’s difficult to stop someone else’s or start your own.”

Jennings says TV3’s acceleration owes something to TVNZ’s self-destruct mode.

Over recent years the goings-on at TV1 have seen a string of unfortunate headlines: Richard Long’s firing; John Hawkesby’s payout; Paul Holmes’s defection to Prime; Ralston’s big credit card bills and bigger mouth; the Susan Wood salary fiasco; the dumping of Judy Bailey; the resignation of Ian Fraser and an embarrassing select committee inquiry; and now Dallow’s outburst.

Former 6.00pm bulletin editor Paul Yurisich, who left the network last year to help set up Aljazeera’s English-language channel, says that kind of publicity didn’t do their credibility any favours.

“We could have found Osama bin Laden in Queenstown and it wouldn’t have made a difference. People didn’t trust us any more because they thought we were all incompetent. Judy Bailey could have made Winston Peters cry on live television and she’d still be ‘that bitch who earns $800,000’.”

So how does TV1 avoid ratings inertia? By playing to its strengths and focusing on journalism rather than image, says Yurisich. It has more resources, it has correspondents in Europe that TV3 doesn’t have, and it has full access to the BBC network. Dallow is a top interviewer, says Yurisich, and TV1 should make more use of his skills on set. He believes the news executives are too obsessed with ratings and is critical of the extent to which they are slaves to marketing – something he railed against before he left. One News producers determine bulletin content, he says, by looking at the ratings breakdown minute-by-minute. When a political or foreign story comes on, viewers change. In ratings terms, lifestyle stories and crime pay: on September 1, for example, One News’ first five items were crime stories (TV3 led with the gas cuts in Wellington, had three crime stories and an international item).

One News has been criticised by media commentators recently for its news judgment. Its coverage of the foiled Heathrow plot and the Lebanon crisis was anorexic. It apologised to viewers recently after being overwhelmed by complaints about a shot of a rotating purple vibrator in a story on pornographer Steve Crow.

It’s hard to please everybody, says media commentator Jim Tully, especially when you’re catering for a broad audience. Research shows that people say they like foreign news only because they think they should, while they like lifestyle stories although they may not admit it. But he’s not sure One News has got the mix right.

In Australia, much has been written about the decline of current affairs as the commercial networks unashamedly take a more populist approach to news. State broadcaster ABC has a healthy audience for its more traditional, serious news agenda, but in ratings terms it does not compete, says Norris.

Yurisich, who has been in the industry for two decades, says it is a matter of gut news instinct. Once you ignore that, and let marketers with their inherently skewed polls and pie charts dictate what’s news, “you might as well get out of the game”.
The “absolutely terrible” current marketing campaign epitomises how wrong they are getting it, says Yurisich. “It’s part of a dumbing-down of news. Simon and Wendy are very intelligent but they’re using them like puppets. The audience sees right through it. It doesn’t matter how good your stories are if you have this stupid image around it.”
With TV3, on the other hand, “it’s always about the journalism, not the people. Sure they show their presenters, but they’re always climbing over rocks or jumping out of helicopters. People want to know about the news, not the people reading it.”
Yurisich believes TV1’s bosses are underestimating their viewers. New Zealanders, more savvy about news than they were years ago, like their news served fairly straight and in-depth.

Things may change under chief executive Rick Ellis. He pounced on Ralston’s recent tirade to launch a “disciplinary process” that saw both sides bring out the lawyers. Ellis canvassed the newsroom to see what support there was for Ralston, found plenty, and backed off.

Fraser cautions against putting the mongrel down. Few people have skin thick enough to do Ralston’s job. When predecessor Heaton Dyer left, he openly admitted he did not have the constitution. Says Fraser: “The pressure that someone in that position, especially when they already have a public profile, is just crippling. I really rated Bill when I hired him, and I rate him still today.”
Yurisich also credits Ralston with at least loosening up the stifling pre-deregulation culture and cutting out some of the dead wood. But he’s not sure Ralston has the attention span to see things through.

Michael Carney also calls for moderation. Despite all the noise about the fall of One News, recent ratings have remained steady, excepting the Steve Irwin debacle. TV3 set out targeting the younger, more populist and arguably less loyal audience and the ratings are finally reflecting that. Now One News needs to find its niche, he says.

“There’s an argument that today’s TV1 news audience are there because they want to be. It’s finding its natural level and in the 25-54 news audience it’s still relatively evenly spread [between the two].”

And it’s not all about TV1. As more people get their news from sources other than the major news networks, TV3 is feeling it, too: the channel has not been gaining to the extent that TV1 is losing, except in the 18-49 bracket. Internationally, the major networks are seeing plunging audiences. Here, the rise of Sky television – every day 130 new households sign up – has also hit the three main channels, says Keats.

But Carney says TV1 is not a channel under threat. Its limp post-7.30 ratings are also, he believes, more a temporary programming anomaly than a reflection on the news hour.

“I can’t lay that at Wendy and Simon’s door. It’s more to do with their line-up. TV1 has chosen a motley bunch of shows. All they have to do is change it and, voilà, they’ve got their audience back.”

All content ©2003-2006 APN Holdings NZ Ltd. All rights reserved.

Handout 8 – Radio gets Results: “One down, 3 to roll” questions

Read “One down, 3 on a roll” and answer the following questions:

1. Why is One News failing dramatically to reach its audience?
	

	

	






2. What happened to One News’ coverage of the Steve Irwin story?

	

	

	






3. What is TV 1’s target demographic?

	




4. Why did Simon Dallow make the front page of an Auckland newspaper?
	




5. Why should TV 1 be worried about their ratings slump?
	

	

	





6. What is the annual television market worth?
	




7. Why is TV One news ratings so important to the programmes that follow?

	

	

	






8. What methods are used by TV 1 to measure its news bulletin’s success?

	

	

	






9. List Paul Norris’s and Michael Carney reasons for TV 1’s ratings slump.

	

	

	






10. Explain Mark Jennings reasons for TV 3’s acceleration in popularity over TV 1.

	

	

	





11. How does TV 1 avoid ratings inertia?

	

	

	






12. What is happening to current events in NZ and Australia? Explain Why?

	

	

	






13. What does Michael Carney believe TV 1 needs to do to regain its number 1 spot?

	

	

	






Handout 9 – Radio gets Results: Radio audience and survey terminology 


 1. Match the terms in the left hand column with the correct definition in the second column.
You could do this by moving the definitions to sit alongside the correct terminology (if this document is provided as an electronic file), by numbering two matching boxes with the same numbers, or by cutting and pasting.


 2. Add a specific example from in-class discussions and/or resource material given to you by your teacher.
Put each example alongside its appropriate Definition.
	Terminology


	Definition and/or explanation
	Example

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


	

	Auditorium testing
	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. 

	

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


	

	Brand


	Radio stations divide their schedule into separate sections of the 24-hour period. 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.

	


	Terminology


	Definition and/or explanation
	Example

	Brand loyalty
	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.

	

	CPM
	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’.


	

	Cume
	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.


	

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


	

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


	

	Disposable Income
	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.


	


	Terminology


	Definition and/or explanation
	Example

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

	

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


	

	Frequency Distribution
	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?’


	

	Front of Mind

(a.k.a Top of Mind)
	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.


	

	Key Drivers
	All advertisers want to reach the sections of the population with most 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.


	

	Niche
	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.

	


	Terminology


	Definition and/or explanation
	Example

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

	

	Product
	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.


	

	Profile
	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.


	

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


	

	Quantitative research
	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.


	

	Qualitative research
	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).

	


	Terminology


	Definition and/or explanation
	Example

	Radio Diary
	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: eg  ‘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.

	

	Reach
	Surveys designed to track performance over a period of time.


	

	Retain
	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.


	

	Rotation
	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 the new ideas work.


	

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


	

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


	


	Terminology


	Definition and/or explanation
	Example

	Share
	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).


	

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


	

	TAGs
	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).


	

	Target audience
	How many listeners/households are surveyed.


	

	Targeting
	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.


	

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


	


	Terminology


	Definition and/or explanation
	Example

	Telephone Surveys


	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.
	

	Tracking Surveys
	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.


	

	TSL
	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.


	

	Variation Survey
	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.


	

	Year on Year (YOY)
	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.


	




	
	

	
	

	
	


	
	


	
	


	
	


	
	


	
	


	
	


	
	


	

	

	
	


	
	


	
	


	
	

	

	


	
	


	
	


	
	


	
	


	
	



	

	

	

	

	
	

	
	


	
	


	
	


	
	


	
	


	
	


	
	


	

	

	
	


	
	


	
	


	
	


	
	


	
	


	
	


	
	


	
	


	
	


	
	
















	
	
	
	

	
	
	
	

	




	
	
	

	


	
	
	

	



	
	
	

	



	
	
	

	



	
	
	


	
	
	
	

	
	
	
	

	


	
	
	

	


	
	
	

	


	
	
	

	


	
	
	




	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	



	
	
	
	
	

	
	
	
	
	

	

	
	
	
	

	

	
	
	
	

	

	
	
	
	

	

	
	
	
	

	

	
	
	
	

	

	
	
	
	

	
	
	
	
	






























































	

	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	









































	

	
	

	

	
	

	
	
	

	

	
	

	
	
	

	

	
	

	
	
	

	

	
	

	
	
	











	
	
	
	
	

	
	
	
	
	

	

	
	

	
	
	

	

	
	

	
	
	

	

	
	

	
	
	

	

	
	

	
	
	

















































































































































































































































































































































































































































































































































How are they alike?





   


   


   


   





�
�
�
�
�
�
�
�






�
�
�
�
�
�
�
�






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?





   


   


   


   





�
�
�
�
�
�
�
�






�
�
�
�
�
�
�
�






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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