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The Radio 
Industry



The Good Old Days



The Receptionist
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Media Consumption &
Revenue Trends



Media Consumption By Generation



Projected Advertising Trends - US



Local Advertising Expenditures
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The Radio 
Audience
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Public Radio Navigates 
the Digital Revolution



Methodology
• 53 U.S. public radio stations
•N = 22,552
• Interview dates: May 7 – May 29, 2018
•Most respondents are members of station databases. 
Some responses were gathered via station websites 
and/or social networking pages.
•All responses were collected online and weighted 
using Nielsen 2017 market population data. 
•This is a web survey and does not represent all public 
radio listeners or each station’s audience. 



Pyramid



Pyramid



Home Station Listening Platforms: Total

AM/FM radio at 
home, work, or school

28%

AM/FM radio in 
vehicle

41%Computer stream
12%

Mobile apps
6%

Podcasts
5%

NPR apps
3%

Smart speaker
3%

Other
2%

% of time spent with home station with each platform in a typical 
week

Traditional – 69%
Digital – 29%



Home Station Listening Platforms: Trad. Vs. Digital

% of time spent with home station in a typical week via
traditional platforms (an AM/FM radio at home/school/work or in a vehicle)

vs. digital platforms (computer, mobile, smart speaker, podcasts)
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Home Station Listening Platforms: Trad. Vs. Digital

% of time spent with home station in a typical week via
traditional platforms (an AM/FM radio at home/school/work or in a vehicle)

vs. digital platforms (computer, mobile, smart speaker, podcasts)
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Net Promoter



Net Promoter 
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Net Promoter 

67

80

81

81

83

86

70

0 20 40 60 80 100

Have not downloaded home station app

Stream NPR.org weekly

Downloaded home station app

Visit home station website weekly

Use NPR One app weekly

2016 election/public radio main driver

PRTS 2018
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Station Listening 
Platforms



Downloaded Radio/Music App

Among Smartphone Owners

% Who Have Downloaded Radio Or Music App

44%

67%

82%

87%

67%

69%

69%
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68%
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% of Smartphone/Tablet Owners Who Have 
Downloaded Each Radio/Music App

16%
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20%
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30%
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46%
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Podcasting 
and the On-Demand Experience



Podcasts Weekly Or More Often

Never
30%

Daily
16%

Weekly
19%

Monthly
12%

< Monthly
23% 15%

31%

54%

68%

36%

34%

40%

22%

33%
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35%
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% Who Listen to Podcasts/On-Demand Audio Weekly or 
More



Podcast Categories

Among weekly podcast listeners, % who regularly listen to podcasts in each 
category

13%

3%

5%

8%

10%

12%

13%

14%

15%

17%

19%

24%

27%

27%

32%

43%

57%

64%
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Other areas of interest to me

Kids & Family

Games & Hobbies

Sports & Recreation

Government & Organizations

Religion & Spirituality

Health

TV & Film

Business

Technology

Education

Arts

Music

Comedy

Science & Medicine

Society & Culture

News & Politics

Radio shows prev. aired to catch up on missed…
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Smart Speakers 



Working Radio At Home

91%
86%

78%
60%
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*PRTS 2018

% with a regular radio in working condition where they live that they use*
*added wording: “…that you use?”



Own A Smart Speaker

% who own a smart speaker (Amazon Alexa, Google Home, 
etc.)
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18%
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21%

13%

23%

12%

20%

0% 10% 20% 30% 40%

Silent

Boomers

Gen X

Millennials

Female

Male

News/Talk

Classical

AAA

PRTS 2017

PRTS 2018



Most Frequent Usage Of Smart Speakers

% of smart speaker owners who “frequently” use their device(s) in each way
(most mentioned uses; 5% or more)

9%

9%

9%

12%

12%

16%

16%

21%

24%

28%

30%

32%

35%

0% 20% 40% 60%

Listen to podcasts

Use as an alarm to wake up

Listen to any type of audio with children

Listen to Spotify

Listen to Pandora

Set reminders/make to-do lists

Control smart home devices

Listen to news/info. (flash briefings)

Ask general questions

Listen to music from an AM/FM radio station

Listen to news or talk from an AM/FM radio…

Set a timer

Hear weather updates



Impact Of Owning A Smart Speaker 

Among Smart Speaker owners

A lot more 
8%

A little more 
12%

No change 
(listen a lot)

51%

No change 
(listen a little)

24%

A little less 
3%

A lot less 
2%

% Who Say They Are Listening to AM/FM Radio Stations
More (A Lot + A Little) Since Getting a Smart Speaker
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Digital Solutions



Digital Agency Solutions 



Digital Marketing Solutions



Mobile Apps



Event Promotion



Podcasts



Guides



Podcasts/On-Demand



It’s High-Level Chess



Final Thoughts

§ It’s a great time to be in radio and TV
§ You have more solutions/opportunities to offer than 

ever
§ And it shouldn’t matter to a sponsor how you connect 

them to the audience
§ Traditional media is going through significant change –

you are now a platform
§ Sponsor needs, media consumption, competition, 

dollars
§ Standing pat is not the best strategy



Final Thoughts

§ Public Radio/TV are perfectly positioned 
§ You have a significant advantage over digital 

pureplays
§ Megaphone
§ Cume
§ Local
§ Trust
§ Content
§ Fully integrated multimedia solutions



You Aren’t In The Radio/TV Business Anymore


