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“It's so sweet, I 
feel like my 

teeth are rotting 
when I listen to 

the radio.” 

  Radio Listenership Expands Despite Doom Forecasts, Rapid Changing Communication  
   Incomprehensible how the media world has changed, and is revising itself continually at 
an unprecedented and most unimaginable rates. 
   Five decades ago, most everybody scoffed at the comic strip Dick Tracy’s use of a wrist 
radio. Today, such what were considered unthinkable gimmicks have far been surpassed 
in technology of communications up to the split second forthcomings with new gizmos? 
   Yet, one of the oldest forms of communications is stronger and more prolific than ever. 
Our medium: RADIO, despite earlier predictions that it would go away, and even continu-
ous similar stories of its demise, is stronger than ever and growing.  
   The Census Bureau says the U.S. population continues to grow, and fresh data from 
Arbitron, Inc., a media and marketing research firm serving the media as well as advertis-
ers and advertising agencies in the United States, shows radio’s reach is keeping pace, 
according to an e-mail received at this desk from Larry Riggins, general manager of 580 
WIBW, The BIG 94.5 Country and the Kansas Radio Networks.  
   Between September, 2009, and today, radio’s reach among Americans age 12 and old-
er has grown 3 percent.  The latest report from RADAR, which provides the standard 
measurement currency for selling and buying network radio, shows that 242.2 million 
people tune into broadcast radio at least once a week. That’s up more than a half million 
listeners from just one year ago, statisticians recognized. 
   It’s a message broadcasters are working to sell to advertisers and Wall 
Street.  “Industry fundamentals are improving,” according to David Field, chief executive 
officer of Entercom Communications Corporation, one of the largest radio broadcasting 
companies in the United States, with more than 100 stations. 
   Field told investors on a recent conference call that the data shows broadcast radio lis-
tener share continues to grow even with an evolving audio landscape. “While new en-
trants are expanding the pie of audio consumption, AM/FM radio continues to grow its 
listenership and holds the lion’s share of the audio market,” Field pointed out.   
   Many other industry executives have delivered similar messages highlighting radio’s 

growth. Arbitron also reports that at a time 
when new media options proliferate, radio 
Time Spent Listening has been fairly con-
sistent for quite some time. The typical 
American radio user spends two hours and 
35 minutes a day with the medium. That’s 
nearly one-quarter of the time a typical 
American spends with media on a given day. 
   According to Kantar Media, which provides 
strategic expertise on competitive intelli-
gence, consumer behavior, audience re-
search, digital insights, social media influ-
ence, marketers are spending more on multi-
cultural advertising than ever before.  
   Arbitron’s quarterly release is based on a 
sample of 395,897 persons aged 12 and old-
er that’s part of the RADAR ratings.  The sur-
vey period covers June 21, 2012 to June 19, 
2013. (Photo courtesy of Angela Morris, WIBW 
marketing consultant.) 


