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Web Radio: Its Influence on the Radio Listening Experience and its Impact on the

Advertiser- Supported Modd of Radio Consumption
(Under the Direction of DEAN M. KRUGMAN)

A modified Delphi survey and in-depth interviews of a pane of radio broadcasters
whose gtations are aso webcasting were used to examine: 1) why consumers are
choosing to listen to Web Radio, 2) what influence Web Radio is having on the radio
listening experience, and 3) what impact Web Radio is having on the advertiser-
supported mode of radio consumption.

Two rounds of the Delphi survey were conducted. Andysis of the centra
tendencies (mean, mode and standard deviation) showed consistent results from Round |
to Round 1. Therefore, no further rounds were conducted. The pand was sub-divided
into four groups. Large Market/New Broadcasters, Large Market/Long Time
Broadcasters, Smal Market/New Broadcasters and Smdl Market/Long Time
Broadcasters. For most of the itemsin the Delphi survey, opinions expressed by the panel
members were cond stent across the sub-groups. However, in seven key areas there were
definite differences of opinions.

The pand fed s they know why consumers are listening to Web Radio. What the
pand is much less certain of is how Web Radio isinfluencing the radio listening
experience and what impact Web Radio will have on the advertiser-supported model of
radio consumption. The pand feds that Web Radio’s effect on traditiond radio is
minima a this point in time. However, the pane feds that Web Radio will have a
subgtantial effect on traditiond radio in five to ten years.

Thein-depth interviews of the pand members were conducted by the researcher

as part of thefirst round of the Delphi survey. Congtant comparative andysis was used to



andyze the data from the interviews. Thefirg leve of andyssresulted in nine open
coding categories.

Axid coding resulted in two categories. The first category was labeled Influences
on the Radio Listening Experience. The second category was labeled Impact on the
Advertiser-Supported Model of Radio Consumption.

The core category, the centrd phenomenon around which dl other categories are
integrated, was identified as The Way Web Radio Was Being Delivered to the Listener.
The Internet is providing awhole new distribution system for audio programming. The
impact of thisnew ddivery sysem is just beginning to be fdt by the traditiond, over-the-
ar radio ddivery sysem.

INDEX WORDS: Web Radio, Emerging new technologies, Internet, Discontinuous

innovations, Radio



WEB RADIO: ITSINFLUENCE ON THE RADIO LISTENING EXPERIENCE AND
ITSIMPACT ON THE ADVERTISER-SUPPORTED MODEL OF RADIO

CONSUMPTION

by

DALE VAN CANTFORT
B.B.A., Stetson University, 1974

M.B.A., Georgia College & State University, 1988

A Dissertation Submitted to the Graduate Faculty of The University of Georgiain Partid

Fulfillment of the Requirements for the Degree

DOCTOR OF PHILOSOPHY

ATHENS, GEORGIA

2001



© 2001
Dale Van Cantfort

All Rights Reserved



WEB RADIO: ITSINFLUENCE ON THE RADIO LISTENING EXPERIENCE AND
ITSIMPACT ON THE ADVERTISER-SUPPORTED MODEL OF RADIO

CONSUMPTION

by

DALE VAN CANTFORT

Approved:

Major Professor: Dean Krugman

Committee: Spencer Tinkham
James FHetcher
Leonard Reid
Mary Zimmer

Electronic Verson Approved:

Gordhan L. Patd

Dean of the Graduate School
The University of Georgia
December 2001



DEDICATION
Thiswork is dedicated to my family. The support of my wife, Tara, and the
constant encouragement from our two daughters, provided me with the motivation to see
thistask to its completion. My father, A. R. Van Cantfort, backed my effortsin more
ways than one. He has always supported me in whatever undertaking | have chosen. In
addition, thiswork is dedicated to the memory of my mother, Ellen Myer Van Cantfort.
She did not live to see me complete this task, but | know sheis proud of what | have

done.



ACKNOWLEDGEMENTS

This dissertation was supported by a grant from the Emit E. Noland Jr., Graduate
Journaism and Mass Communication Student Support Fund of the Grady College of
Journdism and Mass Communication, the Universty of Georgia. | am deeply grateful for
that financia assstance.

This dissertation was long in the making and is the product of far more people
than authorship indicates. These people offered advice, lent their editing skills and
provided support in times of doubt.

My committee chair, Dr. Dean Krugman, provided the guidance that was so
vitaly needed to see me through with this project. | look forward to the possibility of
working with him on future projects.

The rest of my committee members are aso to be lauded for their support,
tolerance and ingght: Dr. Leonard Reid, who offered invaluable feedback and support
throughout my three years at the Grady College; Dr. Spencer Tinkham, who has shown
greet patience in helping me to better understand the intricacies of data collection and
andyss, Dr. Mary Zimmer, whose sunny disposition and eternd optimism make her the
ideal committee member; and Dr. Jm Hetcher, who has opened my eyesto avast
number of future research questions regarding radio. To each of you | would like to say

thank you for dl that you have done in helping me complete this project.



Lagtly, I want to thank Dr. Barry Sherman. It was his positive reaction to my
initial inquiry about coming back to school to earn my Ph.D. that helped to spur me on to
take action on a dream which now has come true. Barry is no longer with us in person but

his spirit will dways remain with those of uswho caled him a colleague and a friend.

Vi



TABLE OF CONTENTS

Page
ACKNOWLEDGEMENTS ...ttt s e e e e n e nee s v
CHAPTER
1 INTRODUGCTION ...ttt sbe e se e sse e se e sne e s neesseesaneans 1
JUSEIFICELION ...ttt 2
IMTEENOO ... bt 5
Exploratory Nature of the StUAY .........ccccviieiieiiniireeeeee e 7
OULHINE OF SEUAY ......ceeieeeceee e es 7
2 REVIEW OF LITERATURE ..ottt s 9
PrE- TR OVISION. ... 11
POSE-TEIBVISION ... e 14
Emerging New TeChnOlOgIEs.........c.ooeiiiiiiiiieeeee e 19
Diffusion Of INNOVELIONS ..........ccvrirreeeeiesieisie e 24
SUMMEArY OF LITEIrEIUME.......ceeeieieeieeeeeeee e 32
3 RESEARCH APPROACH ...t 35
CONCEPLUAl OVEIVIBIW ...ttt nneas 35
Rationale for Conducting the Study...........cocererienenenieeee e 36
The Delphi Method ..........ccooiiiieececee e 37
[N-DEPLN TNEEIVIBWS ... 43
INSEFUMENEBLION ...t 46
Selection of the SAMPIE ..o 48

vii



viii

Administration of the StUdY.........c.ccceeiiiieceee e 50

4 RESULTS OF THE STUDY ...t 51

The Delphi Study ROUNA | ......ccueoieiieececeeeee e 51

SUD-GrouPS IN ROUNG | ... 55

The Delphi Study ROUN 1 .....c.oooieeeeeeceeceee e 59

The IN-Depth INTEIVIEWS .......ooiiiiereeeeee e 60

F = IO (] oo PR TR 67

Sample DEMOGIaPNICS .......eeiveeieieecieee et esre e 73

SEf-RAING DELA. ......c.eiieieiesiieiereee e 74

O DISCUSSION ...ttt e e s e ne e sne e s neesneesareesneeenns 92

INEFOUCTION......eeeeeee et 92

7S [ o A=Y @0 o [ o H USRS 92

The DElPhi SEUAY .......cooeeececece e 95

Limitations Of the SEUAY..........cciiiiirieeeeee e 97

FULUIE DITECLIONS ...ttt 98

Implications for the INAUSLIY ... 99

Final ODSENVELIONS .......coueiieieiisie e 101

BIBLIOGRAPHIY .. 105
APPENDICES

A DELPHI INSTRUMENT......ooieee e 111

B ROUND ONE LETTER AND INSTRUMENT ....coooiiiieeeee e 114

C ROUND TWO E-MAIL AND INSTRUMENT .......cocoiiiiiieieecreee e 120



CHAPTER 1
INTRODUCTION
This sudy uses in-depth interviews and a modified verson of the Delphi method
to explain the current and future influence that Web Radio is or will have on the radio
lisening experience as well as what impact it may have on the advertiser-supported
modd of radio consumption. A recruited pand of current radio broadcasters whose
operations include webcadting is used in this study. The sample was purposdaly selected in
order to have an equa number of large-market broadcasters and smdl-market
broadcagters. Also included in the sample were an equa number of long-time
broadcasters and broadcasters who are relatively new to broadcasting but have
consderable experience in emerging new technologies. This sudy seeksa
phenomenologica understanding of how providers of radio programming perceive the
function of this new technology and how it might impact the radio listening experience.
Three centra questions guide the research: (1) Why are consumers listening to Web
Radio?; (2) How is Web Radio influencing the radio listening experience? ; and (3) Is
Web Radio having an impact on the advertiser-supported model of radio consumption?
Web Radio, for the purposes of this study, is defined as streaming audio delivered
viathe Internet in aformat amilar to that of traditiond, over-the-ar radio. The delivery
of music, news or sports via the Internet making use of an announcer/host combined with
the presence or potentid presence of commercial announcements within the sireamed

program would qualify as a Web Radio broadcast.



The three central questions serve as arting points for understanding the current
or potentid influence of Web Radio on the radio listening experience. Their roleisto
generate thoughtful consderation and discussion of the influence and impact Web Radio
is having or might have on the radio listening experience and its advertiser- supported
mode of consumption. In addition, a series of 36-scaled statementsis used to help
determine where the pand of experts feds Web Radio currently is and how it might
develop over the next five years (a more detailed discussion of this method takes place in
Chapter Three).

Judtification

The ddivery of streaming audio over the Internet isardatively new and rapidly
expanding means of ddivering radio programming on aglobd scale. According to BRS
Media, only 56 Web Radio stations existed in April of 1996. By April 2001, the number
of Web Radio gtations had grown to over 5,000 (BRS Media, 2001). The universe of
potentid listeners for online radio is expanding rapidly. According to arecent study by
Arbitron/Edison Media Research, roughly 57 million people listened to radio sations
onlinein July 2000. A recent survey by Forrester Research found that 56% of Internet
users receive audio on their PC’s at least once aweek (Raphael, 2000). According to
Arbitron’s most recent Internet study (Arbitron, 2001), in January 2001, 13 per cent, or
29.5 million Americans, used Internet audio a some point during the month, compared to
10 per cent in January 2000. This same study shows that Americans who have ever
listened to radio stations online had more than tripled over the past two years. The study
aso shows that the proportion of Americans who have listened to Web Radio in the past

seven daysincreased from 2.1 per cent in January 2000 to 3.4 per cent in January 2001.



This represents a 62 per cent increase over the past 12 months. The small percentage
(3.4%) of Americanswho have listened in the past week is aso agood indicator thet
Web Radio isin the early adoption phase of the product life cycle.

Because Web Radio is so new, little scholarly research has been conducted
concerning audience use of Web Radio and the impact such usage may have on
traditiona, over-the-air radio. A recent search of the mgor communication and
advertisng journas found numerous studies of websites but only three sudies that
involved Web Radio. Unlike traditiond radio, Web Radio requires no license from the
government. That fact, combined with the relatively low cost (under $10,000) of
establishing aweb ste with streaming audio, dlows for easy entry into the market, a
market that istruly globa since the Internet can be accessed from most every country in
the world. With this ease of entry into the market and the globa reach of the Internet,
Web Radio offers the potentid to have amgor impact on how radio is consumed. The
lack of scholarly research combined with the ever growing use of the Internet provide the
judtification for astudy of how and why consumers are choosing to tunein to Web Radio.

The technologica ability to stream audio over the Internet was developed just
five short years ago. In this brief time period Web Radio has begun to change the way we
listen to radio and how it is delivered to our ears. Right now the audience for Web Radio
across the United States is rdlatively smdl. According to the most recent Arbitron/Edison
Media Research Study (2001), only about four million listeners tune in to Web Radio
each week. This compares to the size of the Philadelphia, Pa., regular radio market. Over
5,000 “dations’ broadcast over the Web, but the number grows by over 100 every month

according to BRS Media (2001), an Internet company that tracks Web Radio stations.



Most of these Sites are re-broadcasts of existing over-the-air stations, but gpproximeately
500 sites are now web-only radio stations (Simon, 2000).

Web Radio is a powerful new means of ddivering audio. In the past, radio has
been limited by space and time. Traditiond radio Sgnals can only be received for a
certain distance from the transmitting Site and traditiond radio stations must present thelr
programming in sequence. Web Radio is not limited by ether of these factors asit does
away with geographic restrictions and, with ever increasing capacity to store audio, Web
Radio can archive programs indefinitely and offer accessto them a any time. Just as
important, Web Radio is exempt from FCC licensing and redtrictions. Anyone isfree to
St up aSte and liseners will be able to tunein from around the world (Simon, 2000).

Though Web Radio’s audience is small, it is growing and traditional broadcasters
are beginning to take notice. David E. Kennedy, President and C.O.0O. of Susquehanna
Radio Corp., stated his opinion in arecent interview:

“Dexpite the fact that the Internet has existed for afew years, most of usin radio

arejust beginning to take it serioudy. At Susquehanna, we recognize the potentia

threat that the Internet represents to our business but we are far more excited by

the many opportunitiesit presents.” (Keith, 2000, p.1)

The rapid advancements characterizing changing media cregte a gap in our
understanding about their function. Little research exigs that examinestherole that “new
medid’, particularly interactive media, play in the lives of their users and what impact the
“new medid’ may have on the old media. Howkins (1987) noted that new technologies
(particularly the home compuiter) are affecting the way people learn and entertain.

Understanding how advanced media technologies factor into this culturd shift is

necessary to assess their sociologica implications.



Because many advanced media technologies differ radicaly from traditiond
media, current mass communication theories may not be appropriate to explain their role.
Salvaggio (1989) noted that unique characteristics of new media technologies challenge
the relevance of traditiona mass communication theories. Smilar sentiments were
expressed by Heeter (1989) who observed that communication scholars have recognized
the need to re-conceptudize communication in the light of new telecommunication
technologies and that dterations in intellectua thought are necessary to understand
changes in communication behavior. Williams and Rice (1983) made note of the need to
rethink current mass communication theories and paradigms because of the tendency of
new mediato blur the lines of interpersond and mass communication.

Method

To better understand the role of Web Radio and to help forecast its future impact,
the sudy employs both a quditative and a quantitative gpproach usng in-depth
interviews of apane of experts and amodified Delphi survey of the same pandl.
Williams and Rice (1983) advocated the use of more quditative research desgnsto
account for context when examining new media technologies. A quditative approach is
particularly appropriate for studies that seek to understand and describe a phenomenon
from the perspective of its actors, in this case the providers of programming of the
advanced media technology. In this sudy a panel of 20 expertsisinterviewed ether in
person or via the telephone. Each participant is asked to respond to the three genera
research questions with follow-up questions asked based on their initia responses.
Additiondly, asthe Delphi survey is administered in round one, the participants are

asked to explain their responses to the scaled items. Each interview was recorded and



then transcribed. The pand was also provided an opportunity to respond to the open
ended questions during the second round of the Dephi survey but this time the panel
wrote out ther responses and returned them viaemail. The qualitative data andyss
comprises three parts. (a) open coding; (b) axia coding; and (c) sdective coding.

Classcd forecasting techniques are difficult to apply to a product like Web
Radio, which has no higtory. This means that some judgmenta method must be used.
One such method is the Delphi. This method, developed by the Rand Corporation in the
1950's, uses an independent surveying of a group of experts. The results, including key
comments, are fed back anonymoudly to the experts for subsequent rounds of their
projections which they may modify because of their view of the consensus. The
independence, not seeing who projected what but just seeing the consensus average and
range, avoids the pitfalls of bias trandfer and intimidation (Goldfisher 1992).

The Delphi method has been used for many years. Gerstenfeld (1971) found that
over 10% of thefirmsin his sample of Fortune’ s 500 had used Delphi. McHale's (1973)
survey of organizations engaged in futures research found that Delphi was one of the
most popular techniques used. Hayden (1970), in asurvey of 65 progressive companies,
found 26% of them used Delphi and of these 71% claimed that it was useful. Ono and
Wedemeyer (1994) assessed the vdidity of the Delphi technique in forecasting
developments and trends in the telecommunications industry in the state of Hawaii. Their
research showed strong support for the Delphi method as a valid technique for long-range
forecasts.

Two rounds of the Delphi survey were administered. A 90% retention rate was

obtained in round two as 18 of the 20 panel members responded to the second survey.



The quantitative data analysis comprises four parts. (a) frequency digtribution; (b) mean;
(c) mode; and (d) sandard deviation. Thefind data should give adetailed insght asto
what Web Radio producers think will be the impact of Web Radio on the radio listening
experience and on the advertiser supported model of radio consumption.

Exploratory Nature of the Study

Thisisagtand-done study that is exploratory in nature. It is an attempt to
understand and explain how certain Web Radio providers think Web Radio is influencing
the radio ligening experience and what future impact it may have on the advertiser-
supported modd of radio consumption. Such an understanding should lead to a better
comprehension of the role advanced technologies play in the communication process.
The study is not a generdizable examination of the effects of Web Radio on the radio
listening experience, nor isit representative of al Web Radio producers.

Qutline of the Study

Chapter One provides an overview of the study.

In Chapter Two, new media technologies as they relate to radio are defined using
atypology developed by Robertson (1971), and later modified for video technologies by
Krugman (1985), to categorize marketing innovations. Modifications to the typology
amed at creating a better definitiona framework for the current study are discussed and
described. The technologies are designated into groups by degrees of innovation. The
previous literature on diffuson of innovations including continuous to discontinuous
innovations in media are examined as well as an examination of past sudies of radio.

Chapter Three details the research approach. A conceptual overview and the

rationde for conducting the sudy are provided, asis a detailed explanation for using the



combination of in-depth interviews and amodified Delphi survey. The research design,
insrumentation, selection of the pand and adminidiration of the survey will dl be
discussed in detall.

Chapter Four details the results of the study. Both open, axia and sdective coding
are described. Frequency distributions, means, mode and standard deviations for al 36
scaled-items are provided. Key findings are discussed as are the differences between
certain sub-groups with-in the pand of experts.

Chapter Five provides discusson of key findings from both the in-depth
interviews and the Delphi survey. Predictions for Web Radio development are provided
based on the andysis of the data distilled from both the interviews and the Delphi survey.
Limitations of the study and directions for future studies of Web Radio are dso provided.

Implications for current Web Radio broadcasters are also discussed.



CHAPTER 2
REVIEW OF LITERATURE

This chapter presents literature relevant to the diffusion of advanced media
technologies and in particular looks at sudies involving the impact of technologicd
advances on the consumption of radio. Initidly, the literature review examines studies of
radio ligenership. The literature is broken into three sections, pre-televison, post-
televison and the digita era, based on the assumption that emerging technologies have
influenced the consumption of radio and have impacted the adverti ser- supported model
of radio consumption.

Additionaly, the chapter describes atypology for classfying mediainnovations
for understanding the role of new media technologies (Robertson 1971). Literature using
this classfication scheme (Krugman 1985; 1989) is reviewed and placed in context for
this study. Web Radio and other advanced media technologies (used or proposed to be
used for the ddlivery of radio programming) are identified, defined and designated as
ether continuous/dynamically continuous or discontinuous using the typology. The
literature (Robertson & Gatignon 1985) demondtrates a need for understanding why
advanced media technol ogies can be expected to facilitate change in the consumption of
radio programming.

The literature is broken into three sections based on an assumption that emerging
technologies have influenced the audiences use of radio. Thefirst section looks &t radio

studies before televison became available (pre-televison), the second section looks at
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radio after television became established (post-television) and the third section looks a
the influence of the Internet on radio usage (emerging new media).

At the beginning of the 20th century, virtudly no one in the scientific, amateur,
military or corporate communities expected broadcasting to become the main use of
wireless technology. The sending of uncoded messages to an undifferentiated audience
transformed wirdless into a popular medium of communication. Toll broadcasting, the
hiring of radio facilities by advertisers, began as an experiment of AT&T. 1n 1922,
AT&T darted “sdling time’ to advertisersfor its sation, WEAF, in New Y ork City.
However, much debate took place in Washington, D.C., and across the nation on just
what modd of radio broadcasting would become the standard in this country. In 1924,
Herbert Hoover stated that if broadcasterstried to sdll “some brand of shoes or anything
else over theradio, you'll have no radio audience. People won't stand for that. 1t would
kill the radio industry as quickly as anything you can think of” (Rothafel, 1925).

Though this debate would continue for ancther ten years, by the mid-1930's
advertisng had established itsdlf as the bass for American broadcasting. Commercid
radio added atotaly new dimension to modern communication; it brought the outside
world into the individuad home on ared time bass. Unlike any previous medium of
communication, commercid radio formed a perpetud part of every day life during the
1930's. Through both entertainment and news programs it became a household necessity
by linking the private sphere of the individua and family with the world “out there’. By
1939, less than twenty years after the first commercia broadcast, a Fortune megazine
survey found that 70% of Americans relied on the radio astheir prime source of news. In
addition, 58% of Americans thought radio news was more accurate than the printing
press (Czitrom, 1982).

World War |1 delayed any thoughts of researching the use of commercial radio.
The war, and the way it was reported on radio, demonstrated radio’ s ability to provide a

sharper sense of urgency and immediacy than had any previous means of mass
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communication. It wasin this setting that Frank Stanton, Paul Lazarsfeld and Patricia
Kendall concelved the idea of aperiodic survey of the public’s attitudes toward radio.
The next section looks closgly at the results of the 1947 study that was published in a
book entitled Radio Ligtening In America (Lazarsfeld & Kendall, 1948).

Pre-Tdevison

Conducted by the Nationa Opinion Research Center at the University of Chicago
and sponsored by the National Association of Broadcasters (NAB), the 1947 nationwide
survey was one of the first such surveys that attempted to develop a body of knowledge
about specific radio ligening habits of the audience. The 1947 survey was actualy a
follow-up survey to a 1945 study aso conducted by the Nationa Opinion Research
Center. Because of numerous criticisms of the first report by agroup of socid scientists,
the second survey included a number of improvementsin question design. It was aso
thoroughly pre-tested and revised to help improve both reiability and vaidity (Lazarsfeld
& Kendall, 1948).

The 1947 survey was essentialy a study of the radio audience, but it did provide
an overdl picture of the generd communications behavior of the American population.
Respondents were not only asked about radio listening but aso about their book reading,
movie attendance and the regularity of their newspaper and magazine readership. This
was done to enable the researchers to distinguish between “fans’, “average consumers’,
and “abstainers’ for any class of massmedia. It dso dlowed the researchersto
characterize these different groups (Lazarsfeld & Kendall, 1948).

The Lazardfeld & Kendal Study examined both the quantity and qudity of
exposure to radio. Quantity was described as the amount of time spent with radio while
quality described what types of programs the audience chose to listen to during the time
spent ligening. The factor with the most far-reaching implications in this study was the
one that they labeled socio-economic. It was their assumption that education level best

measured this difference. The respondents were divided into three groups based on the



level of education. Group A consisted of those who had not gone beyond grade school.
Group B congsted of those who had attended high school and group C was comprised of
those who had at least some college education. 1n 1947, approximately 55% of adultsin
Americawere in group A, 23% of adult Americans werein group B and just 12% of adult
Americanswere in group C. Five broad categories of programming cut across dl three
levels of education. These broad areas were comedy, news, sports, popular music and
mystery theater. These five areas of programming were equdly liked by dl strataand
interestingly, were the type programs that condtituted the vast mgority of programming

on network radio in 1947. However, the socid differences were sgnificant in severd key
aress. Programs of serious music and discussions of public issues were selected as
favorites twice as frequently in the college group asin the grade school group. In

addition, “hillbilly” music, rdigious programs and daytime serials were much more
popular with the grade school group than with ether of the two higher strata of listeners.
Findly, quiz programs were more popular with the middle group than with ether the
higher or lower educated listeners (Lazarsfeld & Kendall, 1948). Thisresearch
highlighted a problem that broadcasters till face today in both radio and television
programming. It isthe problem of deciding whether or not to program for a mass
audience or aniche audience. In 1948, the need of the commercial broadcaster was to
reach aslarge of an audience as possible in order to compete effectively with the more
edablished print vehicles of mass communication for the limited advertisng dollars
avallable.

The Lazardfeld & Kendd| survey asked the respondents to give an overdl
gppraisa of radio, newspapers, and loca government. The respondents could choose
either excdlent, good, fair, poor or don’'t know. Fourteen percent of the respondents said
radio was doing an excellent job, while only 9% thought newspapers were doing an
excdlent job and just 4% thought their loca government was doing an excellent job.

When you combine “excellent” with “good” ratings, radio received a 70% approva
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rating while newspapers got a 63% gpprova rating and loca government got only a42%
goprova rating. Additionaly, radio received high marksfor fairness. Nearly 80% of
respondents said radio was fair in presenting both sdes of an issue (Lazarsfeld &
Kendall, 1948).

Though more than two out of every three adults rated radio favorably, they did
have some criticisms of the medium. Some of these criticisms are ones that we il hear
today. The 1947 study showed that the #1 source of annoyance was advertising, noted by
26% of listeners. Some respondents criticized the amount of advertisng, others the
content and Hill others the timing and form of presentation of advertisements.

Next highest on the annoyance list was program content. Fifteen percent of the radio
audience criticized both mystery and crime programs as being “bad” or “too exciting” for
young people. It was suggested that such programs not be broadcast until after 9:00 p.m.,
“when children have goneto bed (Lazarsfeld & Kenddl, 1948). For both radio and
televison networks, these program content criticisms would only grow louder in the
coming decades.

Socio-economic differences were once again amgor factor in explaining the
amount of criticiam of radio. Those with the highest education were mogt likdly to think
radio was doing only afair or poor job, that radio was unfair, that they sometimes felt
like criticizing radio, that they “put up with” radio advertisng or would like it off the ar
and displayed the highest overdl radio criticism score. In summarizing this criticiamin

his presentation of this study to the NAB, Paul Lazarsfeld Sated:

“It has been said that radio, like all other modern media of mass communication, plays a
triple role today; as a craft, as a business and as a social force. Your critics admire your
craftsmanship; they are sure you are good businessmen. When they think of radio asa
social force they keep their fingers crossed. No doubt  these reformers are often
difficult to get along with and because they listen lessto  the radio, they seem negligible
as an audience. But don't be deceived. Even if there are only afew in some of your
communities, taken together they are a formidable public force and have won many
battles. You and your critics will somehow have to come to terms - for the good of the
country, as well as for your own peace of mind” (Lazarsfeld & Kendall, 1948, p.148).



This 1947 study was based on asurvey of 3,529 randomly sdlected respondents of
which 3,225 (91%) had working radios. Forty-nine percent of the respondents were male
and 51% were femde. All respondents were 21 years of age or older. It was estimated
that the survey had amargin of error of +/- 2%. It isaso important to note that this
survey was conducted before the advent of commercid televison and during atime
period when radio programming was dominated by three mgor networks. It was dso a
time period when most listening was done during the evening hours and was usualy done
in agroup setting (Barfidd, 1996).

By 1949, nationd radio service hed turned out rather differently than had been
anticipated when broadcasting began in 1920. The large radio manufacturing companies
had believed nationd radio would rationalize broadcasting and help increase profits, but
they did not expect that broadcasting could directly make money. Intellectuds and
futurigts of the 1920's had seen radio as a means of improving mordity and building a
sense of nationhood. Many ordinary people had thought that nationd radio would be a
way to maintain ethnic and regiond loyadties (Smulyan 1994). Instead, the form radio
took in the United States proved to be directly commercid, passive, and homogenized,
promoting consumption as the way to happiness. It had become and would continue to be
an advertiser-supported mode of radio consumption.

Post-Tdevison

Just six short years after the Lazarsfeld Study, radio was impacted by that new
medium, televison. The impact was o strong and so sudden that many in the radio
business fdt that tdevison might well be the “deethi’ of radio. If not the " death” of
radio, then at least televison would impact how the audience would use radio and what
was to be programmed by the radio station operators. In an article that appeared in the
February 2, 1953, edition of Broadcasting Magazine, ElImo Ellis, then program director
of WSB radio in Atlanta, Georgia, suggested nine ways to remove the rust from radio.
His promotiona efforts would win a Peabody Award for WSB radio later that year. Ellis
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pointed out that neither daytime nor nighttime radio would die because of televison's
impact. Radio was undergoing a transformation and Ellis advocated researching the
listenersto find out what they wanted to hear on “their station”. He recognized that a
radio sation could not smply ride the coattails of anetwork. Radio programmers had to
get the job done in their own backyard. In other words, they had to become much more
flexible, adaptable and most importantly, more localy oriented (Ellis, 1953). Televison
added another competitor for the eyes and ears of the consumer. No longer would the
family gather round the radio set for anight of entertainment. Insteed, radio would
fragment into more narrowly targeted formats and would focus its attention on daytime
programming of music and loca information. Nationa advertisng dollars quickly moved
to network televison while radio stations turned their attention to securing more and
more loca advertisng dollars.

During the next twenty years, radio would become amore persond medium, with
people listening to news and music rather than drama or comedy programs. Much of this
listening would be done donein the car or in the home. Radio programmers reached out
increasingly to more diverse and particularized audiences. Radio’s move toward
specidized formats was closdy tied to an emphasis within the advertising industry on
market research. Asthe market for consumer goods grew after World War 11, advertisers
worked to sell more services to manufacturers. Advertisng professonds found
demographic information particularly useful in explaining what advertising could do
(Smulyan 1994). The advertiser-supported mode of radio consumption would continue
to exist but a shift to a more targeted audience and the use of radio advertisng by more
regional and local businesses was occurring.

Though television diffused quite rapidly in the 1950's, there were il
communities in North Americathat did not receive any television reception. In 1959 a
study of two communities of comparable sze in Canada was undertaken (Parker 1961).

One community had televison reception avalableto it (TVtown) and one was il
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without televison reception (Radiotown). Parker examined what happens to the other
meass media when televison becomes established in a community. He wanted to seeif
changes in attention habits devel oped among the members of the potentia audiences.
Parker noted the Lazarsfeld studies in the 1940’ s had shown that radio had not impaired
the reading habits of the population. The reason given by Lazarsfeld for the lack of a
relationship between reading and radio listening was that these two media performed
different functions. In hisintroduction, Parker cites a 1959 study by Bailyn, in which she
found a negative correlation between televison viewing and radio ligening. Shedso
found a positive correlation between radio listening and book reading. She concluded,
“radio has taken on anew role, most likely because of the advent of televison. It now
forms a unit with books. The pictorid media- movies, comic books and television, stand
in aseparate group” (Parker, 1961).

Parker collected data from over 600 children in sixth and tenth grades.
Approximatey hdf lived in TVtown and haf in Radiotown. The two communities both
had approximately 5,000 residents, had smilar trangportation systems, school systems
and both were located in the same province of Canada. The only mgjor difference was
that one community had television reception (CBC and the three American networks)
while the other community did not receive any televison. Both towns were served by
numerous radio sgnas originating in Canadaand America. The results proved
interesting. On average, the Radiotown children were found to listen to radio for more
than three hours aday while TVtown children listened less than two hoursaday. This
provided further evidence of the displacement of radio listening by televison viewing.
The results from Parker’ s study did not support Bailyn's earlier findings that radio
ligening correlated negetively with tlevison viewing. Plus, a only one gradelevd, in
one community, was Parker’ s sudy able to support Bailyn's previous findings that
showed a pogtive relationship between radio listening and book reading. One additiona

finding from Parker’ s sudy was evidence of an increase in “doing other things while
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ligening to radio” in TVtown. At leadt for children, this may have sgnified achanging
function for radio. Parker concluded that thisincreased use of radio as background sound
represented a shift from using radio as a provider of fantasy materid that requires full
atention to afunction of “haf-ligening” that permits moments of escape from the

conflicts of red life into the fantasy world of popular music (Parker, 1961).

Astdevison usage continued to increase throughout the 1960'sand ‘ 70's,
additiona studies of radio usage were conducted. Troldahl and Skolnik (1968) examined
how people were using radio since televison entered the scene. The study was designed
to increase ingght into the functions and images of radio at that moment intime. The
study began with a smple random sample of 148 households in Lansing, Michigan, usng
avery non-directive telephone questionnaire. From these non-directive surveys 27
gatements were sdected that typified al the different responses produced by the non
directive interviews. Once this meaningful sample of radio attributes was identified a
second telephone questionnaire was developed in an effort to measure how postively or
negatively respondents surveyed would react to the 27 attributes. Factor anadysiswas
used to identify possible patterns of responses. Patterns were sought only in the
agree/disagree responses. About half of the variability could be accounted for in Six
generd patterns of responses. The strongest pattern was labeled * companionship”, which
included pogtive responses to such things as “radio cheers me up” and “radio music
makes me fed like someone is homewith me.” The next strongest factor was labeled
“program evauation” and was the only factor that dedlt directly with content. A person
who exhibited this pattern agreed that “there is too much talk and not enough good music
onradio”, “thereistoo much slly stuff on radio now”, “the music on radio nowadaysis
rotten”, and “radio has better weather coverage than televison does.” Thesefird two
factors were somewhat stronger than the last four dimensions that were labeled “worldly
awareness’, “portability”, “ pleasant environment”, and “dorasiveness’ (Troldahl &
Skolnik, 1968).



By 1970, “Top 40" radio had become the programming formet of choice for many
radio gations. Such aformat targeted teenagers and young adults. Mendelsohn (1964)
concluded that: “To the teenager who is particularly in need of approved socia cues,
radio’srolein providing him with such cuesis sgnificant.” Weintraub (1971) aso noted
the Troldahl and Skolnik factor-andytic study of adults. Weintraub used methods very
smilar to those used by Troldahl and Skolnik. The difference wasin the fact that the
resulting questionnaire was administered in two high schools representing different socio-
economic levels. The purpose of the study was to determine the psychologica meanings
of radio for teenagers. After performing factor analyss, alittle over hdf of the
variability was accounted for in eight genera patterns of response. The top-loading
factor was labeled “verba persondity” and suggests that teenagers are very conscious of
the verbal persondity of radio. They like“DJ chatter” and “dumb jokes.” The other
factors were labded “relevancy”, “worldly awareness’, “ source-message distinction”,
“portability”, “ programming evauation”, “time-filling”, and “musc.” Three of the eght
factors corresponded directly with the earlier findings in the Troldahl- Skolnik research;
however, there was no corresponding factor for the top-loading factor of “verba
persondity” (Weintraub, 1971).

Dominick (1974) took afurther look at how radio was becoming a“best friend”
of teenagers. The study theorized that for many young people in our society, radio might
be an important channd of socidization. Dominick felt that youth oriented stations may
be a ggnificant source of socidization since they occupy the attention of many young
people for significant periods of each day. Assuch, radio may have become a portable
friend and an instant advisor available at the flick of a switch. Dominick felt thet, for
those young people who for one reason or another did not have a high degree of contact
with peer groups, radio might represent an important source of information and advice
about youth related topics. After surveying over 200 boys and girlsin the sixth grade at
two New York City public schools, Dominick found that youngsters with few peer group
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contacts used radio more for informationd reasons and less for entertainment than young
people with more peer group contacts. In addition, children with low peer group
membership listened more to radio than children with high peer group contacts.
Dominick aso indicated that more current research was needed into the socid effects of

radio. Dominick stated that:

“Much of the research done during the 1940’ s and early 1950's, when radio was
in its ascendancy, is outdated now and of little socid utility. Not only has society
changed, but aso radio itsdf has become radicdly different. The proliferation of
locdlly oriented stations, the variation in formats and the increased popularity of
the FM-band have created aradio system quite different from the one that existed
20 or 30 years ago.” (p. 169)

Dominick went on to say that radio itsdlf is now anew communication medium, and as
such, deserves detailed new studies (Dominick, 1974). Unfortunately, the dominance of
televison and the emergence of cable-TV and the VCR took the attention of most mass
communication scholars and radio research wasto lie dormant for most of the 1970's and

1980's.

Emerging New Technologies

By the decade of the 1990's, much had changed in radio and mass
communication. AM radio, so dominant in the 1960’ s, now accounted for only athird of
the overdl radio audience and even less of the teenage audience. The use of cassettes
and CD’ s were commonplace, giving audiophiles more choices. In addition, cable-TV
had penetrated into over two-thirds of American households and the Internet had just
begun its rapid growth. Competition for advertisng dollars was stronger than ever. Y e,
according to the Radio Advertisng Bureau (2000), radio’s share of ad dollars had
increased dightly during the ten-year period from 1990-1999. Mot of this growth could
be attributed to an increase in loca and regiond advertisng expenditures (RAB 2000).
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Carroll et d, (1993) revisted the issue of the meaning of radio to teenagersin
light of al the new technologica advances (cassette playersand CD’s). Carroll’s
identified eight factors accounting for 56% of the variance. His heaviest loading factor
was labeled “solitary radio user.” Thisfactor got positive responses to the statements
“ligen while doing homework”, “listen while getting ready to go out”, “listen while done
in my room”, and “I wake up to radio.” The other factors were labeled “inter-active radio
listener”, * cassette tape and CD listening as an dternative to radio”, “socid radio
ligener”, “dorasveness’, “companionship”, “program evauation”, and “televison
viewer.” When compared to the Troldahl and Skolnik study and the Weintraub study, the
Carroll sudy shows that a congderable shift in the meaning of radio had taken place over
the twenty-year span of time. The issues of relevancy and worldly awareness, which both
appear in the earlier sudies, are not found in the current results. In fact, the only variable
pertaining to issues or current events that received a significantly high factor loading in
the Carroll sudy was that there istoo much news on radio. Thisindicates that teenagers
in the early 1990's were not as interested in news and world affairs as were teenagers two
decades ago. Additiondly, no such factors as* solitary radio user” or “inter-active
listener” gppeared in the earlier sudies, but they were the two highest loading factorsin
thisstudy (Carrall, et a, 1993).

Carroll’ s study aso found that femae teenagers are more involved radio listeners
than are maeteenagers. The study dso indicated that teenage listening peaks during the
14-15 years of age time span and then begins to decrease as older teens turn to tapes and
CD’sasligening dternatives. Carroll suggests that teenage listeners are members of an
evolving audience, characterized by psychologica development, cultura affiliation and
even the changing media environment in which choices become more ble (Carrall,
et al, 1993).

The latest technology to impact radio isthe Internet. The technologicd &hility to

stream audio over the Internet was developed just five years ago. In this brief time period,
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Web Radio has begun to change the way we listen to radio and how it is delivered to our
ears. Right now the audience for Web radio acrossthe nation is rlatively small.
According to the most recent Arbitron/Edison Media Research Study (2001), only about
7 million ligteners tune in to Web Radio each week. Thisis gpproximately
3.2% of dl Americans. However, this number represents nearly an 80% increase over
the average weekly Web Radio audiencein July of 1999. Nearly 4,500 “dations’
broadcast over the Web, but that number grows by over 100 every month according to
BRS Media, an Internet company that tracks Web stations. Most of these Sitesare re-
broadcasts of existing over-the-air stations, but gpproximately 300 stes are now Web-
only radio gtations (Simon, 2000).

Web Radio is a powerful new means of delivering audio. In the past, radio has
been limited by space and time. Traditional radio sgnas can only be received for a
certain distance from the transmitting Ste and traditiona radio stations must present their
programming in sequence. Web Radio islimited by neither of these factors. It does
away with geographic restrictions and with ever-increasing capacity to store audio, Web
Radio can archive programs indefinitely and offer accessto them a any time. Just as
important, Web Radio is exempt from FCC licensing and restrictions. Anyoneisfreeto
set up asite and listeners will be able to tune in from around the world (Simon, 2000).

Though Web Radio’s audienceis small, it is growing and traditiona broadcasters
are beginning to see that Web Radio provides them away to extend their brand. David E.
Kennedy, President and C.O.0. of Susquehanna Radio Corp., stated hisopinionin a

recent interview.
“Many of our stations aso have found that their Internet Stes permit them to
expand and extend their programming in ways never before possble” (Keith,
2000, p.1)

This brand extension that Kennedy spesks about could aso impact the business mode!.

Some gations have dready begun to sdll their programming twice. First they sl the
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artimeto the “over-the-air” client and then a second time to an Internet only client.
Additiondly, program providers like Mgor League Bassbal are now using the
subscription model to generate revenue from Internet listeners who choose to log-on to
the webcast of their favorite team’s live game broadcast. A broadcast that is available
free-of-charge to those listeners who can be reached by the over-the-air sgnd.

According to Duncan’s American Radio, adedine in the population listening to
radio during any given quarter hour has occurred over the past decade. In 1990, 17.5% of
the U.S. population, age 12+, were tuned into radio in any given quarter hour. By 1998,
that figure had falen to 15.9%. The reasons cited in the report as possible causes of this
ligening loss included increased commercid loads, atrend away from local
programming, over-fragmented stations and a falure to serve listeners outsde the 25-54
demo. Web Radio listening was not even presented as a possible cause of any portion of
this listening loss (Schiffman, 1998). Other recent research seems to support the idea that
to date Internet use and Web Radio are not having a negative impact on traditiond radio
ligenership. In Arbitron’s most recent study of Internet usage it found that “listening to
the radio” was the #1 companion activity to Web surfing. Forty-three percent of Web
surfers stated that they listen to radio while on the Internet. Radio listening, asa
companion activity to Web surfing was favored over other activities such aslistening to
CD’s, taking on the phone, or watching televison (Arbitron, 2001).

A dudy of the relation of the use of the Internet to changes in media use from
1995 to 1999 shows that while Internet use in America grew substantialy over the four-
year period it did not cause adeclinein radio usage. In fact, Internet users were more

likely than non-usersto be regular listeners of radio news. The study (Stempe et d



2000) examines ten different types of media. The results showed only Internet use and
radio ligening increasing over the four-year time period. The other media vehicles that
showed a decrease in regular use over the four-year period included locd TV news,
network TV news, daily newspapers, news magazines, grocery store tabloids and political
magazines. The authors concluded that there is a complementary rather than competitive
relationship among Internet news and radio news usage. Information seekers can ligen to
the radio while they are usng the Internet. One involves seeing and the other listening, so

both can be used at the same time (Stempd et a 2000).

It also appears that to date radio broadcasters have not taken full advantage of this
complementary relationship between the Internet and radio. A recent study (Lind and
Medoff 1999) shows that most commercia radio broadcastersin Americaare not fully
utilizing their websites. 1n 1999 as few as 25% of commercid stations had webstes. Of
those stations that did have websitesin 1999, only 25% indicated that they offered any
kind of streaming audio. The data dso indicated that radio stations were not aggressively
pursuing income generation from their websites. The study concluded that the functions
broadcasters fill over the air are rapidly becoming feasble viathe Web. The Web offers
traditional radio stations away of srengthening brand loydty while offering services not
easly provided through traditional broadcasting (Lind and Medoff 1999).

A recent Arbitron study aso found that online listeners, aso known as
“Streamies’, are highly responsive to “dotcom” advertisements and purchase more on the
Web than Internet users who are not listening online. The study showed that 79% of Web
Radio liseners are likely to vist a Web ste advertised on their favorite radio station and
60% have made a purchase from the Web site. Additiondly, Web Radio listeners spend
nearly 50% more time online than the average Internet user, averaging over 11 hours per

week on the Web. Twice as many online listeners come from homes with an annud
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income of $100,000 or more (18% vs. 8%) compared to those on the Internet who are not
listening online. Educationdly, 15% of streamies have attended some graduate schoal;
nearly double the amount of those Internet users who don't listen online. Bill Rose, Vice
President/Generd Manager, Arbitron Internet Information Services concluded from this
research that, “ Broadcasters and Internet audio channdls, who are streaming media on the
Internet, have a chance to deliver advertising to a highly vauable new breed of consumer,
streamies, who are more Web-savvy, buy more online and have more disposable

income.” (Arbitron, 2001).

Web Radio, with its thousands of different formats and its ability to alow for
listener and producer interactivity aong with the availability of direct responseto an
advertiser’s message, will dmaogt certainly have an influence on the advertiser-supported
modd of radio consumption. Today, most broadcasters are looking for an answer to the
question of how big of an influence will Web Radio have on the advertiser- supported

model of radio consumption.

Diffuson of Innovations

Rogers (1983) has described innovation, in part, as a change made in the
established way of doing things. Web Radio certainly fits that description, asit quite
obvioudy is a change in the established way of ddivering radio broadcasts. How
innovations, such as Web Radio, are diffused has been studied extensively. In fact, one of
the more widdy used theories of communication is Diffuson Theory. Diffusion literature
has developed across a number of disciplines and has been of vaue explaining the flow
of information, ideas, practices, products and services within and across cultures and
subcultures or markets and market segments. Diffusion’ stheoretica roots are found in

rural sociology (Rogers 1983), geography (Brown 1981), medica sociology (Coleman,
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Katz and Menzd 1957), cultura anthropology (Barnett 1953) and industria economics
(Mandfield 1961).

Asatheory of communications, Diffuson Theory's specid focusison
interpersona communications within socid systems. The diffusion perspective was
introduced to the emerging consumer behavior literature in the 1960's (Arndt 1967; King
1963; Robertson 1967 and Silk 1966). In the ensuing years, consumer behavior scholars
have frequently looked to Diffuson Theory for guidance on the dissemination of new
technologies, new products and new services. The concepts of diffusion have proven
useful to managers and change agents. Diffusion isamgor focus of thinking regarding
new product marketing (Rogers 1976; Urban and Hauser 1980; Wind 1982) aswell as
advertisng (Aaker and Myers 1982; Ray 1982).

The classic attributes of diffusion identified by Rogers (1983); rdative advantage,
compatibility, complexity, tridability and observahility, are agood basis for evauating
the diffusion prospects of a new technology such as Web Radio. These five attributes
affect the rate of adoption of the new technology and al five are based on consumers
perceptions.

Objective advantages, based on quantifiable measures of performance, can
enhance diffusion only to the extent that they are perceived as advantages by users
(Weissand Dale 1998). In Roger’ sfive attributes of adoption, relative advantage isthe
degree to which an innovation is percelved as being better than the idea or product it
supersedes. Compatihility is the degree to which an innovation is percelved as condstent
with exigting values, past experiences and needs of potentia adopters. Complexity isthe

degree to which aninnovation is perceived as rddively difficult to understand and use.
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Tridability isthe degree to which an innovation may be experimented with on alimited
basis. Observahility is the degree to which the results of an innovation are visbleto
others (Rogers 1983). Recently, Weiss and Dae (1998) have tried to smplify this process
by evauating the new technology on just two primary factors, the relative performance
advantage and the degree of “operationd novety” introduced by the new technology
relative to its advantage. “Operationd novelty” is defined as a contraction of the
innovation attributes of complexity and compatibility. Weiss and Dae (1998) theorize
that chalenging a mature, established technology with a product based on new
technology isrisky, athough that risk can be moderated by high performance advantage
and low operationd novelty. They give as an example the CD player. These devices are
based on atechnology that differs completely from that of its predecessor, the andog LP
phonograph. However, the radica technica differenceislargely transparent to the user,
who operates the new device in afashion very similar to the old one. Operationa
compatibility crestes comfort; its opposite, operaiond novety, generally creates anxiety
(Weissand Dale 1998).

Robertson, (1971), stated that the critical factor in defining a new product or
innovation should be its effect upon established patterns of consumption. He proposed a
continuum for classfying new products by how continuous or discontinuous their effects
are on established consumption patterns. This continuum moves from a continuous
innovation that has the least disrupting influence on established consumption patternsto
dynamicaly continuous innovation that has more disrupting effects but till does not
involve new consumption paiterns to a discontinuous innovation that involves the

establishment of new consumption patterns and the creation of previoudy unknown



products (Robertson 1971). While continuous innovations are gtrictly aterationsto a
product, dynamically continuous innovations can include the crestion of new products.
Robertson cites as examples annua new-modd automobile changeovers (a continuous
innovation) and dectric toothbrushes (a dynamicaly continuous innovation). At the
opposite end of the continuous innovations on Robertson’ s continuum are discontinuous
innovations. These innovations involve the crestion of previoudy unknown products or
the establishment of new consumption patterns. Robertson citestelevison (at its
introduction) as well as computers as examples of discontinuous innovations.

Advanced media technologies can be categorized into two groups under
Robertson’ stypology: (1) continuous/dynamicaly continuous or (2) discontinuous
(Robertson, 1971). Continuous and dynamically continuous may be collapsed into one
because, as Robertson noted, the differences between continuous and dynamically
continuous groups are smdl. In both casesinnovations are minor and do not result in new
consumption patterns. However, new consumption patterns are observed with
discontinuous innovations and therefore they remain a separate group.

Robertson’s early work with classfying technologies included sudiesinto a
communications innovation, the touch-tone phone (1968). Robertson analyzed the
diffuson of innovations mode in terms of how it explained adoption or non-adoption of
new technologies such as the touch-tone phone (a dynamicaly continuous innovation).
Robertson concluded that the adoption of the technology was largely determined by the
affective and conative behavioral components of consumer behavior. This study of a
communications innovation provided the basis of Robertson’s subsequent research into

the classfication of innovations. In that research (Robertson and Gatignon 1985) it is
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theorized that innovations can be classified on two dimensions, symbolic and
technologicd. A symbolic innovation communicates a new socid meaning, wheress a
technologicd innovation provides new tangible features.

Krugman (1985; 1989) utilized the modd of consumption to show how
innovetion in video technology was impacting televison consumption. Krugman's modd
showed how television consumption has moved from over-the-air TV (standard
consumption) to basic cable consumption (continuous consumption) to pay cable
(dynamicaly continuous consumption) to interactive services such as VCR's, home
computers and home shopping (discontinuous consumption). Reagan (1987) evauated
Krugman's modd for its ability to predict the impact of new technologies on traditiona
media. Reagan concluded that the Krugman mode (which Reagan termed the
“disruption” mode) had externd vaidity because it reasonably predicted “new patterns
of usg’. A further sudy of the impact of new technology on TV consumption showed
that VCR rentas caused areorganization in the way consumers come to view established
media (Krugman and Johnson 1991). The authors went on to state that VCR rentas have
crested a genre of viewing that is different from traditiona broadcast TV or sandard
cable viewing. Krugman demongtrated that over time VVCRs migrated from being
discontinuous innovations to being continuous/dynamicaly continuous innovations. The
reason for the shift in classfication was the VCR' s penetration among the generd public
and the length of time in the marketplace. Currently, nearly 90% of U.S. households own
aVCR (Times Mirror Center, 1999) and the technology is two decades old. Changesin

consumption associated with the technology are no longer considered “new’”.
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A dmilar schemafor distinguishing between advanced media technologiesis
offered by Baer (1985). Bagr designated two categories of home information
technologies. (1) stand-aone, or one-way, recelving units, and (2) communicating, or
networked, units. Specificaly addressing media technologies, Baer grouped televison
receivers, radios, audio systems, VCRs, videodisc players, video games, cable TV
converters, satdlite TV receivers and stand-aone persona computers as one-way
receiving units. Into the second group Baer designated interactive cable TV terminds and
PCs with two-way communications cgpabilities. Implying that the two types of
technologies promote different patterns of usage, Krugman (1985; 1989) and Baer (1985)
both stressed the inclusion of two-way, or interactive, technologiesin a separate category
from mediawith more minor advancements. In light of this, it is useful to congder what
ismeant by “interactivity.” Rice (1987) noted that the term “interactivity” is used loosely
and rarely operationdized, which leads to ambiguity regarding meaning. Heeter (1989)
observed that interactivity is often cited as a determining characteristic of new
technologies but the term is rarely defined. Despite the lack of a commonly accepted
definition, an overriding theme exists when the term interactive is used: in some way
participants have control over (Rice, 1987) or can exchange rolesin the communication
process (Williams, Rice, & Rogers, 1988). Interactivity, then, makes communication a
two-way process with receivers being active participants. Interactivity might well be
thought of as amulti-dimensiona concept, encompassing aspects of complex available
choices, effort exerted on the part of users, degrees of responsiveness and facilitation of

interpersonal communication (Heeter, 1989).



Based on the evidence presented from the literature (Baer 1985; Krugman 1985 &
1989; and Reagan 1987), the following advanced radio technol ogies have been identified
as continuous/dynamicaly continuous (one-way) and discontinuous (two-way or
interactive) advanced radio technologies (see Table 2.1, Emerging Radio Technologies
Modd). The groupings and definitions of each of the technologiesincluded in them are
asfollows

Continuous/dynamically continuous (one-way) radio technologies —

Satellite Radio — Radio programming digtributed on anationa or multi-nationd
basis through the use of satdllite technology using a subscriptionbased economic model.
Two firms are licensed to provide programming in the USA. Receivers will be available
in some new cars by fal of 2001 and in homes by early 2002. Programming is st to
begin before the end of 2001. It will provide 100 channds of programming for aflat
monthly fee. Satdlite radio will provide listeners with more narrow, niche programming
thet will be available across dl of North America. The listener can “lock on” to their
favorite format and take it with them where ever they go.

Digital Audio Broadcasting (DAB) — Tearedtrid aswdl as satdlite ddivered
radio programming that is transmitted and received in adigita format. It is currently
avalablein parts of Europe but not in the USA. After more than 10 years of hearings and
field tests the Federd Communication Commission has not set a tandard for such a
system. Once a standard is approved it will replace the current analog system of over-the-
ar ddivery of radio programming. Depending on the system thet isfinally approved,
DAB may require liseners to acquire an entirely new receiver in order to listen to over-

the-air dgnds The digitd technology will dlow more than one sgnd to be delivered
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from each tranamitter. Thiswill makeit possble to provide additiona channds of
programming or data transmissions. If the in-band system is approved by the FCC then
“ligening” will not be changed in any substantid way.

Discontinuous (two-way, or interactive) radio technologies —

Web Radio — Web Radio consists of streaming audio files that are available
through the Internet in aformat smilar to traditiona radio. Currently most Web Radio
dtations are re-broadcasts of over-the-air sgnas. Some are available only through the
Internet. Most Web Radio broadcasts are accessed through a persona computer (PC) or
by using a specid receiver that will dlow the audio to be processed through a stereo
recelver after the streaming audio files have been retrieved through a“ hard-line’
connection with the Internet. Web Radio does offer the potentid for interaction between
the listener and the program provider. Certain Web only stations alow the listener to
select the songs or type of programming that will be streamed. Web Radio has been
available snce 1995. It isgloba in reach and does not require a government license to
operate. A recent survey of over 3,000 Americans (Arbitron 2001) shows that 52% of
Web Radio listeners say they tunein to hear local stations on the Internet. However, the
same survey shows that 37% of Web Radio listeners say they listen to Stations originating
from other parts of the United States and 7% say they listen to stations originaing from
other countries. This represents a listening experience that was not feasible before the
development of the Internet.

Wireless Web Radio — Ddlivery of streaming audio from the Internet without the
use of a“land-ling’ ddivery sysem. Would make Web Radio truly portable and

compstitive with traditiona radio. The basic technology has dready been devel oped.
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What is gill needed is an efficient ddivery system with enough bandwidth to stream “CD
qudity” sound. Could be aredity by 2005. Some mediaexpertsthink it will dlow for the
“persondization” of radio through the use of interactivity and data collection.

Of these four emerging radio technologies, Web Radio was selected for the
current study because: (1) Itisin use and that useisrapidly growing, (2) It is assumed to
be a discontinuous innovation, and (3) A group of practioners who are knowledgeablein
the development of Web Radio can be identified and accessed for research into the

diffuson of this technology.

Summary of Literature

As the research above shows, radio has been shaped and re-shaped a number of
times over its 80-year higtory. It isonce again being re-shaped by the Internet. How
much impact Web Radio will have on traditiond radio is not known. What isknown is
thet the ddlivery of streaming audio over the Internet isareatively new and rapidly
expanding means of ddivering radio programming on agloba scae. The universe of
potentia listeners for Web Radio is expanding rapidly. Because Web Radio is so new,
little scholarly research has been conducted concerning audience use of Web Radio and
the impact such usage may have on traditiona, over-the-air radio. With the ease of entry
into the market and the global reach on the Internet, Web Radio offers the potentid to
have amajor impact on how radio is consumed. The lack of scholarly research combined
with the ever-growing use of the Internet provides the judtification for astudy of how
Web Radio is influencing the radio listening experience and how it isimpacting the
advertiser-supported modd of radio consumption.

The exiging literature suggests that varying degrees of advancement in present

media technologies may be classified using atypology conceived by Robertson (1971).



Discontinuous technologies, by virtue of their interactivity, may create dtogether new
ways of consuming media. Based on the literature review, three basic research questions
were generated. These research questions will be examined using in-depth interviews and
amodified Delphi survey of apand of broadcasters who have substantial experiencein
webcadting.

The key to understanding the role of advanced media technologies, such as Web
Radio, liesin our ability to generate an understanding from data grounded in the
empirica world. In the face of adynamicdly changing media environment, it is
incongruous to rely on existing communication assumptions. This redity provides strong
judtification for the main research questions of this study: (a) Why are consumers
listening to Web Radio? ; (b) How isWeb Radio influencing the radio listening
experience? ; and, (c) IsWeb Radio having an impact on the advertiser-supported

mode of radio consumption?



Table2.1

Emerging New Technologies M odel

Standard Consumption Continuous Consumption | Dynamically Continuous Discontinuous
Least Disruptive Influence | Consumption Consumption

More Disruptive Influence | New Pattern of
Consumption

Over-the-Air Radio
Standard radio literature
applies. Available
“everywhere” in signal
coverage area. Ad-
supported.

Satellite Radio

Distributed by satellite to special pay-to-listen receivers.
Availablein certain carsin late Fall 2000...in homes by
the end of 2001. Monthly fee for 100 or more channels

of music, news or sports. Most channels not over-the-air
signals. Initial model not advertiser-supported.

Web Radio

Distributed over the Internet. Streaming audio, formatted like traditional radio. Currently most

Web Radio stations are re-broadcasts of over-the-air signals. Some are Internet-only stations.
Accessisthrough the PC, however, several manufacturers have just introduced a special Web Radio
receiver that can access the streaming audio sources without using a PC, but still requires a hard

line connection to the Internet. Most Web-only radio stations are not airing in-program commercials.
Most do offer advertising on their websites. Has not displaced traditional over-the-air listening.
Providesinteractivity that has not previously been availableto radio listeners. Some sites are
ad-supported, others are used to promote music consumption and purchase.

WirelessWeb Radio

Delivery of Internet streaming audio that is not tied to a“land-line” delivery system. Makes Web Radio
truly portable and competitive with over-the-air radio asfar asreach is concerned. Will allow the listener
to “hear” signalsfrom all over the globe. Best estimateisthat it will be available to users as early as 2004.
It will most likely be advertiser- supported in some fashion and will alow for interaction between the
listener, the advertiser and the programmer. It could allow the listener to be the programmer.

Digital Audio Broadcasting

Over-the-air and/or satellite delivered. Recently introduced in Europe. FCC has not set
astandard in the U.S. after ten years of hearings and experiments. Eventually should
replace the analog system currently used by over-the-air broadcasters. Offers better sound
and more services than the current AM/FM delivery system. Still don’t know if it will be
anin-band or out-of-band delivery system. Will be an advertiser-supported system.




CHAPTER 3
RESEARCH APPROACH
Thisresearch is an exploratory study of Web Radio and in particular the adoption
and gpplication of an emerging new communication technology. Web Radio is
anticipated to be perceived by potentia adopters as an addition to andready exiging
range of audio options. This chapter will present a conceptua overview of the research;
provide arationde for conducting the study; and judtify the use of the in-depth interview
and the modified Delphi survey as effective means by which to address the three basic
research questions. Additiondly, criteriafor participation and the recruitment of
participants are described.

Conceptua Overview

This study is grounded in the marketplace mode of audience consumption
(Webster and Phalen 1994). The audience is viewed as consumers of media. According
to thismodel, the audience is sovereign. They can fredy pick and choose which media
best meet their needs. If the audience demands diverse content, then the marketplace will
provide it in its most gppropriate forms, especidly if people can pay for programming
and no provider is prohibited from entering the market. The eements of the marketplace

modd are asfollows:

1. Audience members are rationa, well-informed individuas who will act in
their own sdf-interest.

2. Audience members come to the mediawith well-informed program
preferences that cause them to choose specific content.

3. Thepublicinterest is served by a media system that is responsive to audience
preferences as revealed in their program choices (p. 27).



In this modd exposureto a“new” medium (Web Radio) might have an influence
on how the “old” medium (traditiona radio) is consumed. How the new medium is used
might impact on the old medium. The more a product or service changes the more the
users are required to dter their consumption patterns. The critica factor in defining a
“new” medium should be its effect upon established patterns of consumption.

Rationae for Conducting the Study

Mog studies examining the impact of new media technologies on traditiona
media have been quantitative in nature. For example, quantitative studies of new media
technologies were prevaent during the 1980’ s for studying the impact of cable and pay
cable televison on traditiona media (Agostino, 1980; Webster, 1983; Becker, Dunwoody
and Rafadli, 1983). However, there exists agap in the literature on new media
technologies, particularly radio technologies, which examines their effect on
consumption and the advertiser-supported business modd. Morley and Silverstone (1991)
noted that in order to understand media use, we must pecify the waysin which
communication technologies come to acquire meaning and be used in different ways. The
current study is an atempt to reach such an understanding.

The current study uses a combination of in-depth interviews and amodified
Delphi survey of agroup of traditiona radio broadcasters who are o webcagting. This
resulted in both quantitative and qualitative data that, once andlyzed, can best address the
three basic research questions.

Thereis some precedence for employing a combination of both quantitative and
qualitative methods of study of discontinuous technologies. Greenberg (1989) initidly
used arandom quota sample but later followed up with family interviews to examine how
and why teletext was used in England during the mid-1980's. Caron, Giroux and Douzou
(1989) used a combination of mail survey and in-depth interviews to examine the

“phenomenon” of home computing. In their study, 18 families with home computers
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were interviewed to examine use of technology across ten variables including media
consumption.

This study also employs Strauss and Corbin’'s (1990) grounded-theory approach,
usng in-depth interviews with expertsin the field of broadcasting and webcasting.
Grounded theory takes asiits premise the importance of discovery. Strauss and Corbin
(1990) describe this method as an inductive approach that allows important concepts to
emerge out of the data. Grounded theory strives to move beyond description to a
conceptua explanation of the centra phenomenon under study.

McCracken (1988) describes qualitative method as one “not to discover how
many, and what kinds of, people share a certain characteridtic. It isto gain accessto the
cultural categories and assumptions according to which one culture construes the world.”
Grounded theory pushes quditative methods a step further. It alows the researcher to
assess new trends and new idess for current researchers to substantiate, as well as
providing a springboard for future research.

Interviews for the current study were conducted in a semi-structured manner. In a
semi-gtructured interview, the researcher can steer the conversation based on the topicsto
be explored. However, the semi-dructured interview adlows for topicsto “emerge’. This
flexibility is particularly important in studies of an exploratory nature in which dl
dimensions of a subject cannot be known ahead of time. Lincoln and Guba (1985) entitle
such grength an “emergent design”. The generd idea behind an emergent design is that
succeeding steps in the research process are based upon the results of steps aready taken.
Emergent designs are in kegping with one of the basic philosophies of quditative
research: the researcher is continuoudy interacting and interpreting the data and can
adapt so asto better examine the phenomenon.

The Delphi Method

The Dephi method was invented nearly 50 years ago by researchers doing

defense work at the Rand Corporation. “Project Delphi” was the name givento a



forecasting study sponsored by the United States Air Force. The Delphi method has been
used for many years. Gergenfeld (1971) found that over 10% of the firmsin his sample
of Fortune' s 500 had used Delphi. McHa €' s (1973) survey of organizations engaged in
futures research found that Delphi was one of the most popular techniques used. Hayden
(1970), in asurvey of 65 progressve companies, found 26% of them used Delphi and of
these 71% claimed that it was useful. Ono and Wedemeyer (1994) assessed the validity
of the Delphi technique in forecasting developments and trendsin the
telecommunications industry in the state of Hawaii. Their research showed strong support
for the Delphi method as a vaid technique for long-range forecasts.

This study employes specid techniques to make use of expert opinionsin the
process of structured group communication (Dakey and Hemer 1963). Delphi studies
typicaly do not employ random sampling methods. Insteed, a universe of “experts’ is
operationdized and then a purposive sample is drawn from this universe. The sampleis
selected such that those members of the population who are the most expert with respect
to some phenomena, tend to be selected. The participantsin a Delphi study are asked to
make expert judgments regarding some set of phenomena. Individuad estimates are then
aggregated to produce a group estimate. The goa of the group estimation processin a
Delphi study isto use agroup of knowledgeable respondents to produce areliable and
vaid edtimate of an unknown quantity. This quantity might be aphysica entity, such asa
date; probability of an event; income generation; or other performance levels. The
quantity to be estimated might dternatively be an abdtract entity such as anormetive
judgment thet identified vaue structures (Dakey 1975).

The underlying philosophy of the Delphi method is thet the judgments of
individua experts can be improved by exposing each individua to the thoughts of their
peers. This process of group communication is structured such thet after an initid round
of data collection, the data are summarized and then the data are presented to the experts

to examine the distribution of estimates. The nature of the feedback can assume various



forms. The type of feedback that is presented to group members can affect their responses
in subsequent rounds (Dakey 1975).

Theintent of presenting feedback that summarizes item digtributions from the
previous round is that once exposed to this information, participants may wish to refine
their previous judgments. The feedback process may stimulate any of severd reactions by
group members. Participants may choose to ignore the feedback and remain with their
initid estimates. Group members may aso react againg the feedback and present new
edimates that are deliberately skewed in an attempt to affect the centra tendency of the
digtribution in adirection they desire. Or, group members may seek consensus with
overdl group opinion by revisng their origind estimates to conform to the centra
tendency of the digtribution. There is some evidence that feedback doesin fact tend to
gtimulate consensus within an expert group (Scheibe et d 1975).

Combining a quditative method (the in-depth interview) with a quantitative
method (Ddlphi survey) dlows this study to explore an emerging new technology (Web
Radio) in away that provides data that are helpful in answering why the new technology
is being adopted, as well as providing aforecast as to where the new technology may be
leading both the consumer and the marketer. Web Radio has been in existence for less
than 6 years. With only 3.4% of Americans listening to Web Radio in any given week
(Arbitron 2001), Web Radio can best be described as being in the early adoption phase of
the product life cycle. Trying to reach arandom sample of these early adoptersin order to
conduct a survey to determine why they listen to Web Radio was not feasible. Insteed, it
was determined that the use of a pand of experts would the best source for gathering data
about current use of Web Radio and for forecasting the future trends for Web Radio. In
making use of the Delphi technique this study is usng amethod that has been shown to
provide vaid forecasts of trends and developments in the communication industry (Ono
and Wedemeyer 1994).
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A modified Delphi method was used to survey a group of broadcast experts who
are knowledgeable about both traditiona radio and Web Radio. Members of this group
were asked to judge the extent of influence or impact that Web Radio is having or soon
will have on the radio listening experience and the advertiser- supported model of radio
consumption. A comprehensive instrument (Appendix A) was designed to collect data
regarding Web Radio and itsimpact on the broadcast industry.

There arefive basic steps to be followed in the Delphi method (Goldfisher 1993):

1. Sdect “expets’ inthe area The sdection criteriaare primarily intuitive. The
pand should be made up of persons experienced in some phases of the
planning, execution or measurement of the new product process. Varied
representation is a desired feature and their biases are acceptable. The pand
gze should be in the 15-25 range.

2. Contact the selected experts and ask them for their forecasts of the product
you are interested in. thisis round one.

3. Compute the average and range of forecasts of the panel. The averageiscdled
the consensus forecast.

4. Contact the pand again and provide the consensus and range of forecasts,
asking them if they wish to revise their forecasts because of this information.
Thisisround two.

5. Compute the average and range of their revised forecasts. Repeat Steps 4-5if
more rounds are desired. Past studies show that improvement in forecast
accuracy falls off sharply after 2 to 3 rounds. The god isfor the second round
consensus to converge to amore accurate set of projections.

The Dephi method was utilized in this sudy of Web Radio as outlined below:

1. A panel of 20 radio experts was recruited from across the Sate of Georgia. The
experts are dl radio broadcasters who have begun webcasting. They are either
managers or programmers of Web Radio steswho have first-hand knowledge
of what thelr organizations are attempting to accomplish with their webcasts.

. These paneligts were interviewed in-depth as well as asked to complete a
structured questionnaire.

3. After completing the initid round of contacts with the panel, the average and

range of the forecasts were computed.

4. The pand was contacted again and provided with a consensus of the forecasts.
They were asked if they wished to revise their own forecasts based on the
coNsensus.

5. A new consensus was computed based on the revised forecasts provided in
round two.

N
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Researchers commonly gpply inferentid statitics to data obtained from randomly
selected samples. Researchers assume this practice of aggregating data to produce
edimates of population parametersisjudified. The bass for thisjudtification isan
application of probability theory to the sampling process. Since Délphi research does not
employ probability sampling some other judtification is required for the practice of
aggregating data to produce a group estimate.

There are several theoretica approaches that have been presented to offer
judtification and aforma means for aggregating data in Delphi research. The most
promising approach is the “theory of errors’ (Dakey 1975). Among other things, this
approach offers amathemetica rule for deriving a group estimate from a set of individua
responses. In the theory of errors gpproach, individua judgments are treated as though
they were a set of readings taken from a single instrument that was subject to random
error. In this circumstance, the best estimate of an entity should be a measure of the
central tendency of the distribution of obtained readings. Additiondly, a measure of
disperson, such as the standard deviation, might be useful to congtruct a confidence
interva about a central value.

The theory of errors approach assumes that the judgments of experts are erratic
and plagued with random error (Dakey 1975). It also assumesthat thereisasingle
underlying “true’ parameter that can be estimated by applying human judgment. The
theory cannot accommodate the case where there may be two equdly vaid but different
estimates based on different assumptions. In this case, where the distribution may be

bimodal, it may be best to proceed as though there are two separate digtributions but
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under mutualy exclusive sets of circumstances. If there is no group consensus, this may
be dueto atotdly unrdiable set of readings, or it may indicate that no vaid measure can
be obtained for various reasons. Perhaps the current state of knowledge isinsufficient to
support any type of consensus. Despite alack of strong theoretical underpinnings, the
theory of errors gpproach is recommended over other aternatives that have been
considered. The theory of errors modd can usualy provide a better fit of accumulated
data to point estimates than these other aternatives.

Finally, the theory of errors gpproach isintuitively attractive because it hasthe
desirable feature of demondtrating the advantage of using the group response over an
individua response irrespective of the physica nature of the process being estimated. In
the present research, the theory of errors model is assumed to be operative in the
aggregation of individua estimates to produce a group estimate regarding the influence
of Web Radio on traditiona radio.

The number of iterations a Delphi study goes through is afunction of the
variability of responses and the feedback process. One effect of the Delphi method isa
convergence facilitated by the iteration process. Convergence can be defined as the extent
to which greater agreement occurs on successive rounds of data collection. However,
some would argue that consensus measures do not take advantage of dl the information
in the digtribution (Scheibe et d 1975). According to thisline of reasoning, a measure of
gability is more informative than consensus measures. When using Consensus Messures,
iterations are continued until a consensus is gpproximately achieved. Thisisthe
operationa definition of the best possible group estimate. The use of stability measures

would have iterations continue until the distribution of scores was rddively invariant



across two successve rounds. When two successive rounds are smilar, even without a
consensus, this represents the best judgment of the group. As an avenue of further
research, the reasons for alack of consensus might be explored.

In this study, one iteration was performed. Two mgjor factors contributed to the
decison to limit the data collection process to two rounds. Firgt, avisud ingpection of the
data presented in the next chapter (Table 4.1) reveds some movement in the centrdl
tendencies of the item digtributions. The measure of digpersion used, the standard
deviation, decreased in nearly every case. This presents a convincing case that greeter
consensus was being achieved in the second round. The second factor is that, historicaly,
improvement in forecast accuracy of Delphi sudiesfals off sharply after round two
(Goldfisher 1992). Goldfisher's (1992) review of past studies that employed the Delphi
technique showed that for the typical new product forecasting solution, awell-developed
system needs only two rounds.

In-Depth Interviews

Modifying the Delphi technique to include in-depth interviews with the members
of the expert pand dlows this sudy to explore their responses further by asking “why”.
This congtant questioning of why is the centra focus of grounded-theory and provides
this study with the ingght it needs to better understand the influence and impact that an
emerging new technology such as Web Radio may have on both the consumer and the
producer.

The technique used to analyze the in-depth interview data was congtant
comparative andysis. Glaser and Strauss introduced the technique in 1967 in their

semind work The Discovery of Grounded Theory. Congtant comparative analysis




functions as agenerd data andysis technique. Glaser and Strauss point out that
researchersin dl professons use it extengvely.

Congant comparative analys's can aso be used as a Srategic method for
generating theory, the term for such theory is “grounded theory” (Glaser and Strauss,
1967). As opposed to comparing individua findings that might vary from one ingtance to
the next, constant comparative analys's, when used with a grounded theory approach, is
concerned with generating conceptua categories or their evidence. After categories have
emerged, they are developed and provisondly verified. The theory that emergesis
generated by exploring and exhausting relationships between categories and is usualy
built around a core category that unifies al other categories (Strauss and Corbin, 1990).
Because the ultimate god is to build atheoreticad modd to explain the influence of Web
Radio on the radio listening experience and its impact on the advertiser- supported model
of radio consumption, the use of constant comparative andyss was determined to be
appropriate.

Grounded theory requires that the data be broken down and analyzed in three
seps: open, axid and sdective coding. By following this coding scheme, categories are
identified, developed and collapsed, until they are explained relaive to amain, or core,
category.

The first step, open coding, involves conceptuaizing the data by breaking it down
into discrete parts. It involves taking gpart an observation, a paragraph, a sentence and
giving each discrete incident, idea, or event a name (Strauss and Corbin, 1990).

Decongtruction of this sort alows the data to be put back together, grouped around



concepts that are smilar to each through the process of categorizing. Concepts are the

base units of analysis under the grounded theory approach (Corbin and Strauss, 1990).

As categories are developed, Strauss and Corbin (1990) stress the importance of
writing memos. The authors identify severa types of memos, but the firgt is usudly code
notes, smple memos that represent abstract thinking about the data. Code notes are
essentialy observations that are written down asthe dataisin the initid steps of coding.

To begin thefirg leve of analysisin the current sudy, one transcribed interview
was coded following the procedures suggested by Strauss and Corbin (1990). Categories
were named S0 as to be memorable and identifiable to the researcher. After theinitia
categories emerged, the remaining nineteen interviews were coded following the same
procedure. All twenty interviews were coded by examining transcripts line-by-line and
recording data that was related to the three main research questions. The use of aword-
processing program with cut and paste functions was used to sort specimens into
appropriate categories.

The second phase of andysis, axid coding, involved putting the categories
devel oped back together in away that related emerging concepts to each other.
Connections were made between categories. In axia coding, categories are higher in
level and more abstract than the concepts they represent. The process of developing these
higher order categories is much the same as that used in open coding. Comparisons are
made between the categories that highlight their smilarities and differences. Because
these categories are more conceptualy devel oped than those that emerged during open
coding, they form the “ cornerstones’ of the developing theory by providing the means by
which the theory can be integrated (Corbin and Strauss, 1990).

Axid coding is concerned with asking questions about the relationships between
categories. Open coding categories are compared against one another with an eye on

comparing the conceptua |abels developed in open coding and not necessarily specific



incidents. Corbin and Strauss (1990) note that axid coding is a natura artifact of the
coding process. When coding occurs, the process of identifying and questioning
relationshipsis a natural occurrence, abeit one that must be purposefully recognized to
be useful.

| nstrumentation

Thefirgt round of the modified Delphi survey was conducted in conjunction with
the in-depth interviews. Fifteen of the twenty surveys were conducted in person with the
remaining five surveys being conducted via the telephone. The Round | instrumentation
is presented in Appendix B. Round Il was conducted via email with 14 of the 18
participants. The other four participants responded to hand delivered surveys. The
ingrumentation for Round 11 is contained in Appendix C. Both these gppendices include
aletter and the survey ingrument.

The recruitment letter for Round | adminigtration identified the nature of the
project, its sponsor and the purpose of the research. The process of atypica Delphi study
was briefly explained and an example was cited from the research literature with which
most respondents would be familiar. The output expected from participants was
explained. A follow-up telephone call was made to everyone in the sample about aweek
after the cover letter was sent in order to confirm his or her agreement to participate in
the study and to schedule atime for the interview/survey to be conducted.

The survey ingruments for the two rounds of data collection were designed to
measure four aress. First, each respondent was asked to provide some basic demographic
information and rate their own knowledge of traditiond radio aswell asthe emerging
new technologies, including Web Radio. Second, respondents were asked to reply to the

firgt of three basic research questions as part of the in-depth interview. This was followed



by a series of additiond probing questions asking the respondents to further explain their
answers. After providing the respondents sufficient time to explain their answers each
respondent was asked to indicate their degree of agreement or disagreement with a series
of specific statements related to the basic research question. Respondents were asked to
explain why they agreed or disagreed with each statement. This same process, an open
ended question with follow-up probes and then a series of specific Satements, each with
afollow-up probe, was repegated for the other two basic research questions. Before
concluding the session, the respondents were asked if they had any other commentsto
make concerning Web Radio. Each sesson in Round | was recorded and then later
transcribed by the researcher.

The instruments for Round | and Round 11 were pre-tested, and based on
the results of the pre-tests, some wording as well as the lay-out of the documents were
dightly changed in the find instruments. A complete interview was conducted in order to
pre-test the Round | instrument. From that pre-test it was determined that the length of
timeit took to conduct the interview (approximately 45 minutes) did not affect the quaity
of responses from the interviewee. Additionaly, The Round Il survey was pre-tested as
an e-mail memo to assure that the e-mail could be properly read and responded to by the
participants. E-mail was used for Round 11 because the vast mgjority of respondentsin
Round | had indicated that e-mail was the best way to communicate with them. The pre-
test of Round Two in the e-mail format aerted the researcher to problems of message
formatting and the ability, or lack thereof, to respond to the survey in asmple and
effective way. After making several changes to the document format it was determined

that a Microsoft Word document sent as an e-mail (not an attachment) could be read and
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responded to by the survey participantsif they accessed the e-mail using a computer with
at least Windows 98 software. In follow-up phone cals, participants who chose to
respond to Round I using e-mail reported no problems either in reading or responding to
the e-mall.

Sdection of the sample

As mentioned previoudy, the task for the expertsin this modified Delphi study
was to make a set of judgments regarding the impact or influence that Web Radio might
have on traditiond radio. Thus, the expert group would need to be familiar with both
Web Radio and traditiona radio. The universe of experts operationdized in this study
was amgjor state broadcast association (Georgia Association of Broadcasters). The state
of Georgia was chosen by the researcher both for its convenience and because the state
provides agood cross section of radio markets and Internet access. Georgia has both
large and small market radio operations that offer webcasting. The Atlanta metropolitan
area offers above average access to high speed connectivity with the Internet while many
parts of rurd Georgiaare limited to the much dower telephone dia-up connectivity
(Holsendolph 2001).

A purposive rather than a probability sampling technique was used in the sample
selection process. In this case, the researcher, in consultation with the president of the
GAB, sdlected from the sampling frame of over 300 member organizations, those radio
organizations thought to be broadcasting both over-the-air and on the Internet. This
produced aligt of 96 radio stations that were also webcasting as of January 1, 2001.

Further investigation determined that these 96 stations were operated by 42 different
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business organizations. After contacting the 42 business organizations, 20 respondents
indicated they had the expertise and willingness to participate.

Since the function of this study was to substitute expert judgments for direct
knowledge, the relative expertise of the respondents was an important issue. The sample
was selected on a basis that the individuals had to have direct experience in both
traditional radio and Web Radio. As an additional check, one section of the instrument
was used to collect a set of ratings regarding the respondents own self-perceived
expertise in the various areas of interest.

Additiondly, the researcher purposively balanced the sample in Round | so that
an equa number of small-market and large-market broadcasters were included aswell as
an equa number of long-time broadcasters and new broadcasters. Smadl-market and
large-market broadcasters were operationdized using Arbitron’s (2001) latest ranking of
radio markets. A respondent is consdered a large-market broadcaster if ther traditiona
station broadcastsin one or more of Arbitron’stop 100 markets. Otherwise the
respondent is considered to be a small-market broadcaster. A respondent is considered a
long-time broadcaster based on the fact that they were working in broadcasting before the
advent of Web Radio. Since streaming audio on the Internet did not exist seven years
ago, any respondent who indicated that they had seven or more years of experience in the
broadcast industry has been labeled along-time broadcaster while those respondents with
less than seven years experience in broadcasting were labeled new broadcasters. Both of
these sub-groupings were done based on an assumption by the researcher that size of

market and years in the business might have an effect on the judgments of the experts.



Adminigtration of the study

Thefirg round of this study was conducted by mailing an invitation to participate
letter to the sample of forty expertsidentified above. This mailing went out January 22,
2001. The next week the researcher was able to contact 36 of the 40 experts by phonein
an attempt to determine the willingness of the expertsto participate in the study. Based
on acombination of factors including willingness to participate, accessbility, sze of
market, years of work in the business and degree of expertisein the areas of study a
group of 20 participants were selected. Each respondent in Round | participated in anin-
depth interview that lasted an average of 45 minutes. As part of that interview the Delphi
survey was administered.

Round | data were tabulated and summarized in a convenient formto be presented
to the participants as feedback to begin the Round I process. Measures of central
tendency were provided for each item. The Round Il questionnaire was e-mailed to dl
participants on April 3, 2001. Later that same day, a phone call was placed to each
participant letting him or her know that the Round I1 survey had been sent to him or her.
Twelve questionnaires were returned by e-mail within 48 hours. An additiond six
guestionnaires were returned either by U.S. mail or were hand- delivered. Two subjects
who participated in Round | did not take part in Round 11. One of these subjects was no
longer working for the radio station and could not be located to continue his participation.
The other subject failed to respond to repeated contacts made by the researcher to his
office. The subject’s secretary eventually notified the researcher that the subject did not

wish to participate in Round I1. Thisyielded an effective response rate of 90%.



CHAPTER 4
RESULTSOF THE STUDY

This chapter explains how the data collected from both the in-depth interviews
and the modified Delphi survey are andyzed. The Ddphi survey dataare analyzed using
the central tendency measures of mean and mode aong with the standard deviation from
the mean. Frequency of didtribution is aso used to show how similar or dissmilar are the
opinions of the pand of experts. The datais dso broken down into sub-groups, which
dlowsfor even further andysis.

Thein-depth interviews are anayzed using the Grounded Theory approach that is
detailed in Chapter Three. The first two levels of andyss, open coding and axia coding,
aong with their results, are described.

The Ddlphi Study Round |

The centra tendencies of the responses to the 36 scaed statements that were
presented to the respondentsin both Round | and Round |1 are detailed in Table 4.1.
Table 4.2 shows the frequency distribution for each statement in both Round | and Round
1.

Aswith most futures research there are statements in the present research that
found unanimous or near unanimous agreement and statements upon which the
respondents could not agree. The areas that generated the most agreement included why
consumers listen to Web Radio, where they listen to Web Radio and the growth of Web

Radio ligenership over the next five years.
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The data outlined below are organized around the three research questions and
dlied aress.

Why are consumer s choosing to listen to Web Radio? The respondents werein
unanimous or near unanimous agreement on the following statements regarding research
question number one:

- Consumers are ligening to Web Radio because they cannot find the
programming they like to listen to on traditiond radio stations.

- Consumers are ligening to Web Radio as a companion activity while making
other uses of the Internet.

- Consumers who listen to Web Radio are mostly listening to retransmissions of
traditional radio gtations.

- Infiveyears, Web Radio’ s total audience will have grown by more than 50%.

- | can describe today’ s “typical” Web Radio listener.

The respondents fedl they know who is listening to Web Radio today and why
those consumers are choosing to listen to Web Radio today, but the respondents are not
sure who might be listening to Web Radio in five years. Eighteen of the twenty
respondents in Round | either agreed or strongly agreed with the statement, “1 can
describe today’ s typical Web Radio listener.” Furthermore, trying to describe the future
Web Radio listener proved harder to do as thirteen of the twenty respondentsin Round |
either disagreed or strongly disagreed with the statement, “I can describe what the typical
Web Radio ligener will belike in five years”

How isWeb Radio influencing the radio listening experience? The
repondents were in unanimous or near unanimous agreement with the following

gtatements regarding research question number two:
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- Web Radio has made it easier for consumers to listen to radio programming
while a work.

- Web Radio has made it easier for consumers to listen to radio programming
while a home.

- Web Radio has made it easier for the consumer to interact with the program
provider.

- Web Radio has made it possible for the consumer to access programming that
was not previoudy available to them.

In addition, al twenty respondents either disagreed or strongly disagreed with the
following statement, “Web Radio has made it eeser for consumersto listen to radio
programming whilein the car.”

Asfar as other emerging technologies are concerned, the mgority of the
respondents do not think that these technologies will have as much impact over the next
five years on the radio listening experience as will Web Radio. For example, eighteen of
the twenty respondentsin Round | either disagreed or strongly disagreed with the
gatement, “In five years, DAB (digital audio broadcasting) will have more of an impact
on the radio listening experience than will Web Radio.” DAB isaway to tranamit audio
in digital form rather than the andog system of audio ddivery that is currently used by
terrestrial broadcasters in the United States. The Federal Communication Commission
has been consdering the adoption of adigita standard for over ten years.

There was alesser degree of consensus about the impact of the other two
emerging technologies, satdllite radio and the wireless web. Thirteen of the twenty
respondentsin Round | ether disagreed or strongly disagreed with the following two

gatements, “In five years, satellite radio will have more of an impact on the radio



listening experience than will Web Radio.” And, “In five years, wireless web radio will
have more of an impact on the radio listening experience than will Web Radio.”

I|sWeb Radio having an impact on the advertiser-supported mode of radio
consumption? The respondents were in unanimous or Near unanimous agreement with
the following statements regarding research question number three:

- Within five years, Web Radio will be an income-generating vehicle for your
business organization.

- Web Radio will be advertiser-supported but its main source of income will not
be from spot ads but rather from on screen advertisements and direct response
advertisng.

- Infiveyears, the totd income generated by Web radio will have increased by
more than 100%.

- Web Radio isabrand extension for my organization.

The respondents also think that Web Radio will have an impact on the advertiser-
supported model of radio consumption but the respondents cannot describe what the
“typicd” Web Radio station’s business modd will look likein five years.

Two aress of interest, audience share and advertisng revenues, show a marked
difference of opinions among the respondents. In Round |, even of the twenty
respondents either disagreed or strongly disagreed with the following statement, “Web
only radio stations can successfully compete againg traditiona/web operations for
audience share.” The other nine respondents dl agreed with the above statement. Asked
about advertisng revenues, thirteen of the twenty respondentsin Round | either disagreed
or strongly disagreed with the following statement, “Web only radio sations can
successfully compete againg traditiona /web operations for advertisng revenues.” The

other saven respondentsin Round | al agreed with the above statement.



In looking toward the future, in regards to audience share, there is dso agood
dedl of disagreement. In Round | twelve of twenty respondents either agreed or strongly
agreed with the statement, “In five years, Web Radio will be amgor competitor, asfar as
audience shareis concerned, to traditional, over-the-air radio.” The other eight
respondents al disagreed with the above statement.

Sub-Groupsin Round |

In order to better reflect the differences and changes in the way that radio stations
are owned and operated, four distinct sub-groups were identified within the overal
sample of experts. Thiswas done under the assumption that the sub-groups might
respond differently to certain itemsin the Delphi survey. The sub-groups are listed and
identified below:

1. Large Market Broadcaster (LM) — One who worksin aloca radio market
rated in the top 100 markets in the United States by Arbitron.

2. Smal Market Broadcaster (SM) — One who worksin alocd radio market not
rated in the top 100 marketsin the United States by Arbitron.

3. Long Time Broadcaster (LB) — One who has worked in broadcasting seven or
more years.

4. New Broadcaster (NB) — One who has worked in broadcasting less than seven
years and has 2 or more years of experience in developing products or
services for the Internet.

In Round | each respondent was identified either as a Large Market Broadcaster

or a Smal Market Broadcaster as well as either aLong Time Broadcaster or aNew

Broadcaster. Based on the definitions listed above, Round | had 10 Large Market



Broadcagters, 10 Small Market Broadcasters, 10 Long Time Broadcasters and 10 New
Broadcasters (Table 4.3). Four Large Market/New Broadcasters, six Large Market/Long
time Broadcagters, sx Smal Market/ New Broadcasters and four Smal Market/Long
time Broadcagters participated in Round |.

For mogt of the itemsin the Delphi survey respondents remained consstent in
their opinions regardless of their sub-group status. However, after analyzing the Round |
data, there appears to be a definite difference of opinionsin seven specific areas (Table
4.4).

“Consumersarelistening to Web Radio because thereislittleor no
commercial interruptionsin the programming.” All of the Large Market Broadcasters
and dl of the Long time Broadcasters either disagreed or strongly disagreed with the
gatement listed above. In contradt, eight of the ten Smal Market Broadcasters and eight
of the ten New Broadcasters either agreed or strongly agreed with the above statement.

“In fiveyears, Web Radio will be a major competitor, for audience share, to
traditional radio.” Eight of the ten Large Market Broadcasters and eight of the ten Long
Time Broadcagters disagreed with the statement listed above. Yet al ten New
Broadcasters and dl ten Small Market Broadcasters either agreed or strongly agreed with
the above statement.

“Infiveyears, satelliteradio will have more of an impact on theradio
listening experience than will Web Radio.” Nine of ten New Broadcasters and nine of
ten Smdl Market Broadcasters disagreed with the above statement. However, six of ten
Long Time Broadcasters and six of ten Large Market Broadcasters agreed with the above

statement.



“Web Radio iscurrently an income-generating vehicle for your business
organization.” All ten Smal Market Broadcasters disagreed or sirongly disagreed with
the statement above. On the other hand, six of ten Large Market Broadcasters agreed with
the above statement.

“Web Radio isawhole new product offering for my organization.” All ten of
the Long Time Broadcasters disagreed with the statement above. Meanwhile, five of the
ten New Broadcasters agreed with the above statement.

“Web only radio stations can successfully compete against traditional/web
operationsfor audience share.” Nine of ten Large Market Broadcasters and nine of ten
Long Time Broadcagters either disagreed or strongly disagreed with the statement above.
However, eight of ten Smal Market Broadcasters and eight of ten New Broadcasters
agreed with the above statement.

“Web only radio stations can successfully compete against traditional/web
operationsfor advertising revenues.” Nine of ten Large Market Broadcasters and nine
of ten Long Time Broadcasters either disagreed or strongly disagreed with the statement
above. On the other hand, six of ten Small Market Broadcasters and six of ten New
Broadcasters agreed with the above statement.

This data shows that Large Market Broadcasters and Long Time Broadcasters
have smilar opinions about the importance of no commercid interruptionsin the
programming on Web Radio aswell as how competitive Web Radio isor will bein the
next five years when compared to traditiond radio. In contrast, the mgjority of Small

Market Broadcasters and New Broadcasters have opinions on these issues that are smilar
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to one another yet are different from those voiced by the Large Market Broadcasters and
the Long Time Broadcasters.

To Long Time Broadcasters, Web Radio is consdered to be an extension of their
traditiond radio offering. However, to at least half of the New Broadcasters, Web Radio
is something they consider to be an entirdly new product offering. This differencein how
the two sub-groups perceive Web Radio’ s product offering could have an effect on both
programming and promotiona decisions.

Additiondly, over the next five years, both Small Market Broadcasters and New
Broadcasters think that Web Radio will have more of an impact on the radio listening
experience than will satellite radio. In contrast, amgority of Long Time Broadcasters
and Large Market Broadcagters think satdllite radio will have more of an impact on the
radio listening experience than will Web Radio. One possible reason for this differenceis
that Large Market Broadcasters and Long Time Broadcasters have become very
dependent on “drive-time’ ratings. Such broadcasters know that satdllite radio’s number
one target segment will bethe “in car” listener while Web Radio’s current listeners are
mainly in the office or a home.

Asfa as generdting income from the sde of artime, only the Large Market
Broadcasters have attempted to sdll Internet only advertisements. All of the Small Market
Broadcagters indicated that they are either “giving” the Internet airtime away or are
including it in an advertisng package as a va ue added component. Reasons given by the
Small Market Broadcasters for not trying to sdll the Internet airtime as a separate offering

included lack of demand, lack of insertion technology and lack of effort from the sdes

department.



The Ddphi Study Round |1

Except for one item, there was no mgjor shift in the opinions expressed by the
panel of experts from Round | to Round 1. The one exception was item number
seventeen (Table 4.2). In Round |, twelve of the twenty respondents either agreed or
srongly agreed with the statement, “In five years, Web Radio will be a mgor comptitor,
asfar as audience share is concerned, to traditiond, over-the-air radio.” In Round 11, only
eight of the eighteen respondents either agreed or strongly agreed with the above
datement. This was the only item in which the mgority opinion moved from an
agree/srongly agree postion in Round | to a disagree/strongly disagree position in Round
.

The pand of experts continued to be in agreement with the fourteen items detailed
in the Round | section above. In fact for Round I1, 20 of the 36 itemsin the Delphi study
saw at least 16 or more of the 18 respondents expressing the same type of opinion (Table
4.2).

Looking at the centra tendencies detailed in Table 4.1 it is easy to see that the
gtandard deviation grew smdler for dmogt dl of the statementsin Round I1. In fact, for
two of the statementsin Round |1 the standard deviation was zero. The overdl
consstency of the means and modes from Round | to Round |1 provide strong Statistical
support for not conducting a third round of data collection.

The differences between sub-groups continued in Round I1. The same seven items
of disagreement that were apparent in Round | continued to show a subgtantial amount of

disagreement in Round 11 (Table 4.4).
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The In-Depth Interviews

This section details the results of the first two levels of coding, open and axidl.
During the open coding portion of the results, attempts are made to link the data with the
three research questions generated from the literature review. Research questions are
examined in the context of open coding becauseit isthe smplest leve of coding where
themes emerge. Concepts generated during open coding are more concrete than in later
levels of andlysis and descriptions of participant behavior are more readily transferred to
the specificity of some of the research questions. During axid and selective phases,
coding is handled by restructuring data with theoretical modeling in mind. At this point,
the data are much more absiract in nature and not as amenable to specific research
guestions. Because of this, attempting to answer the research questions seemed more
gppropriate to do while the andysswas at alower level of conceptudization. Table 4.5
reviews the research questions from the study. Table 4.6 lists categories from open
coding dong with the research question(s) each category directly/indirectly relatesto.

Included in this section, at the open coding level of results are quotations from the
in-depth interviews. These are included to support and illugtrate themes that are
emerging. Where passages are used, participants are introduced by initids only and then
identified by sub-groups. An audit trail, appearing as the interview number followed by
the page of the interview where the passage occurs, immediately follows the quotation.
Lincoln and Guba (1985) recommend the use of an audit trail asameans of confirming
the trustworthiness of an andysis.

When conducting the first level of andysis, even categories emerged. The open

coding categories are described relevant to the order of the research questions that they
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mogt directly address (for alist of questions, see Table 4.5). Overlap, inganceswherea
portion of a category emerges and relates to another research question, does exist. In
these cases the research questions relative to the category are adso discussed. In order to
clarify the findings of thisleve of andysis, the mgority of discusson about the research
guestions takes place in the category to which they are most related. Relationships
between categories and answers to research questions are later elaborated on during axid
coding.

Extending the market -

Research question number one asks why consumers are choosing to listen to Web
Radio. It isdirectly related to the category “extending the market”. All twenty
respondents made some type of reference to the fact that consumers are now listening to
their station on-line in locations where the consumer, previous to Web Radio, could not
have listened to that broadcast. These may be consumers who have relocated from one
local market to another or they may be living or working in a section of the loca market
where the over-the-air Sgnd is unable to penetrate with alistenable signd. For example,
when asked why are consumers choosing to listen to Web Radio, RJ (LM, NB) replied:

“In our ingtance it has to do with the strength of the signa. Sometimes the listener

moves on in our economy. People get jobs somewhere ese. They liketo ligen to

I((lemi@) .up with where they used to live and what is going on in their hometown”
When asked if he was referring to out-of-market lisening, RJwent on to explain that he
was not just referring to consumers outside the local market.

D: Areyou referring to out-of-market ligening?

RJ Absolutely! We have alarge number of listenersthat do that. Some are trying

to keep in touch with what is going on back home. Maybe they, you know,
became addicted to that format and can't find it in their new town. Another oneis
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even in alocad market maybe the sgna isn't so good or they work in abuilding
that does not alow FM radios or AM radios. That is another reason why they
listen (1,1).

Smilarly, NW (LM, LB) noted the lack of sgnd coverage provided by the over-the-ar
transmission was the number one reason consumers are tuning in to Web Radio:
“The number one reason issgnd strength. In other words, | will give you two
examples. Our FM does not get the whole city. It does not reach the whole city
effectively and people who like that format can now click on their computers and
get it either a home or at work. The second isthe AM. AM to FM and the way
the waves work they can’'t get AM inside many businesses. This one (their own
building) for instance where you can't pick up WWWW (their own station) in
parts of the building, but you can do it on your workstation. So that is probably
the main reason that people are doing streaming” (3,1).
Niche programming -
When replying to research question one (Why are consumers choosing to listen to
Web Radio?), the second most mentioned reason for listening to Web Radio was niche
programming or programming that was not available from traditiond, over-the-air radio.
Fifteen of the twenty participants made mention of niche programming or of
programming that was not available from over-the-air stations as a reason why consumers

are choosing to listen to Web Radio. RB (SM, LB) noted:

“If someone wants to listen to Salsathey may not be able to hear it in their locde
but they can find it on the Internet. That does not mean that they would only listen
to aformat they cannot get in their area. They may like somebody doing it
differently or better than what is available localy” (12,1).

JDM (SM, NB) expressed smilar thoughts when he noted:

“Their market may not have what it is that they like or maybe the sation they are
lisening to (on traditiona radio), maybe they have not heard what they want to
hear in awhile, their song or something, so they go to the net” (5,1).



Another way to describe it is variety as DW (SM, NB) points out:

“Second, | would say isto be able to find what they cannot find anywhere dse.
Varidy, | guessiswhat you would cdl that. And in our case that situation would
be, for example, we are playing classcd music in the afternoonsand NPR is
broadcasting Talk of the Nation Folks can go to the web and listen to Tak of the
Nation if they want to” (6,1).

As more than one participant noted, you can afford to more narrowly format your Web
Radio gtation because your potentid audience is not limited to any one loca geographic
area
Convenience -
The third most frequently mentioned reason for consumers choosing to listen to
Web Radio was convenience. Included in this category are such things as ease of use and
multi-tasking. Fourteen of the twenty participants made some mention of conveniencein
their comments on why consumers are listening to Web Radio. At least one participant
thinks it’ s the main reason consumers are choosing to listen to Web Radio.
JDM (SM, NB) stated:
“Probably becauseit is convenient. A lot of people like me who use their
computers alot. It's more convenient than having aregular radio turned on. They
can log on to awebgte and listen to radio. Thereisso much to ligen to. Thereis
commercid radio like oursthat stream everything and then there are some Sites
that are just music. That is the main reason right now, convenience and being at
their computers for whatever reason” (5,1).
Severd participants made mention of how easy it isto listen to Web Radio at work,
particularly if your work keeps you at the computer agreet ded of thetime as JD (LM,
NB) noted:
“Mog of thetime it is a convenience thing. We have a pretty large audience that
listens for ingtance during the day a work. They don't or can't have aradio a
work. Just about everybody in the Atlanta area has a computer. Just about

everybody that has a computer has some form of Internet connectivity; often
timesit is high speed. So they can multi-task by having the Redl Player or Media



Player playing at the same time that they are working with their spreadsheet or
usng the Internet” (4,1).

Novelty -

One additiona reason for choosing to listen to Web Radio that was mentioned by
severd participants was the novelty factor. Web Radio isanew way of accessng audio
programming and therefore attracts the innovators and those consumers who liketo try
something new and different. As described by NW (LM, LB) these ligeners are the
gadget freeks:

“A second reason is that people who do streaming are gadget freaks anyway at

this point. It has not hit the mgor, maingtream. Wl al the people who wanted

the gadget firg figured out how to do it. | mean they could just aswell, in many
cases, move aclock radio into the room or turn on the stereo. They love the fact
that they can bring it up on the computer and then tell people they wereligening
to their favorite sation while working on the computer. ... There are those who

just want to experiment. Who want to see what is out there” (3,1).

This would gppear to be the radio version of “surfing the net” as consumers search
through the Internet in afashion smilar to hitting the scan button on the car radio just to
see what is out there.

Interactivity -

Research question number two asks, “How is Web Radio influencing the radio
listening experience?’ The category that was most often mentioned in response to this
question was interactivity. The participants mentioned the increase in interactivity
between the consumer and the producer. Thistype of interaction either was not possible
or practica to accomplish before the advent of the Internet. When asked if he was

referring to interactivity in his comments about research question number two, RJ (LM,

NB) responded:



“Absolutdly, | think, right now, with radio there is not awhole lot of listener
interaction. Its al based on numbers received from some report. The Internet and
greaming have redly (pause). It is going to dlow the radio industry to interact
fully with the ligteners. It offersloads of interactivity with the liseners which has
never been able to be achieved other than going out and throwing out t-shirts and
thelike” (1, 3).

Additionally, severd participants fdt that the industry as a whole has not taken advantage

of this new way of communicating with their ligenersas RJ (LM, NB) noted in the

following exchange:

D: Web Radio has made it easier for the consumer to interact with the program

g\;ﬁlgi).ngly agree. However, it has not been fully tapped into by the radio

?)?tllg rt]kiat because the broadcasters just don't know how to or isit an “outside the

box” kind of thing?

RZ I think it is*outsde the box”. And it is dso time consuming. | mean thet is

admog afull-time pogtion, just interacting with the on-line ligeners. But it is

maostly an “outsde the box” kind of thing.
Every participant agreed that interactivity between the consumer and the producer will
only increase in the coming years.

Listener control -

This category received fewer mentions than interactivity and that may be duein
part to the fact that some broadcasters saw it as part of the influence that interactivity is
having on the radio listening experience. Listener contral is Smilar to interactivity
because it dlows for the listeners to have more control over whet they listen to and when
they ligen to it, but it does not require any direct interaction with the program provider.
Taking about the influence the consumer can have on Web Radio RJ (LM, NB) noted:

“They (the listeners) might even begin to program their own programming. Pick

the songs they want to hear, when they want to hear them. It sgoing to have a
huge impact” (1,3).



When asked about archived programming most of the participants fdt that this festure of
Web Radio givesthe listener more control over whét they listen to and when they would
ligentoit.

Subscription modd -

In response to research question number three (Is Web Radio having an impact on
the advertiser-supported mode of radio consumption?); severa participants indicated that
some form of a subscription model of radio consumption would begin to develop on the
Internet. It may be the quickest way to the break-even point for webcasters as JB (SM,
NB) noted:

“Wdl | think the Internet model is changing. A year ago it was dl free and

advertiser-supported, now it is p-to-p, plan to profit. Everybody is making free

servicesinto paid services. ... Now the straight up, $9.95 for what you want to
hear model isalot easer to implement. All you have to do is provide the content.

That is easy to do. It might be the $9.95 modd is the way we build into the

personalized advertiser-supported model” (8,4).

It isinteresting to note, that within 30 days of completing the in-depth interviews for this
study, Mgor League Basebal announced that it would begin charging aflat fee to access
the radio play-by-play webcasts of dl 32 mgor league teams during the 2001 season.

Video added -

Severd of the participants expressed the idea that the video component of the
webste where the consumer actually logs on to the Web Radio station is having an
impact on the advertiser-supported model of radio consumption. As expressed by RB
(SM, LB), the video component gives the advertiser another chance to communicate with
the consumer:

“If you go to aste and are able to captivate their eyes aswell astheir earswith

graphics or videos or whatever the radio station decidesto do, then thereisthe
opportunity for not only what is now amost a dirty word, banner ads, or
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whatever, there is dso a chance for them to be able to link you to other sites or

advertisers steswhile you are listening. Whether it’s an offer or a coupon or idea

or asdesevent. So yes, it will change the modd” (12, 5).

Not yet -

Comments in this category appeared most often when participants responded to
research question number three. However, dl the participants made some mention of the
potentia for greater impact or influence of Web Radio on either theradio listening
experience (research question two) and/or the advertiser- supported modd of radio
consumption (research question three) in the years to come. One example of this type of
comment came from RJ (LM, NB) in his response to the following question:

D: IsWeb Radio having an impact on the advertiser-supported modd of radio

consumption?

RJ: | would say right now, no, for the smple reason most of them are smulcast.

Mog, | think, most stations are throwing it (Web Radio) in as vaue added. Y our

message is a0 getting heard here. So it isredly not being pushed as a revenue

mode right now. That will definitely change (1, 4).

Asto the current or potentia impact or influence Web Radio might have on traditiond
radio, NW’s (LM, LB) comments best sum up the thoughts expressed by the participants:

“Ohitis. Itstaking nicks out of it right now. Thefear iswhat isit goingto doin
fiveto ten years?’ (3, 3).

This appears to be an over-riding concern of dl the participants, knowing thet there are
going to be changes brought about by emerging new technologies, but not knowing
exactly what those changes will be.
Axia Coding

During axid coding, sub-categories were linked to alarger category by examining
relationships between the category label s that emerged during open coding. Instead of

examining specific incidents as was done during the firgt level of anadlyss, axid coding



involves making more abstract comparisons between open coding categories, with the
intent of seeing how categories relate to each other (Strauss and Corbin, 1990).

Axid coding resulted in the nine open coding categories being incorporated into
new broader-based categories. Based on open coding and subsequent axid andysis, the
following open coding categories were linked together under the new category:
Influences on the Listening Experience-

Extending the Market
Niche Programming
Convenience
Novelty

Interactivity

Listener Control

Not Yet

The open coded categories that developed out of the research question, why are
consumers choosing to listen to Web Radio, are contained in the above listing because
the researcher feds they have an influence on the radio listening experience. To redly
know why consumers are choosing to listen to Web Radio may require data collection
from the listeners themsalves. The remaining two open coding categories were linked
together dong with an overlgpping category to form a second new category:

Impact on the Advertiser-Supported Model of Radio Consumption
Subscription Model
Video Added
Not Yet
The following discussion outlines the relationships between the open category labds and

the two new axia categories that emerged.
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I nfluences on the listening experience -

Extending the Market The category, influences on the listening experience, is
based on the concept that an emerging new technology, such as Web Radio, presents the
consumer with new choices and options that may well influence their ligening
experience. Web Radio offers anew choice to radio listeners, the choice of listening to an
over-the-ar radio station that was not previoudy available to them. Thismay be aradio
dation that they listened to in their old hometown but that they could no longer listen to
because they had moved from that geographical location. Listening to the webcast of that
dation keegps the consumer “in touch” with what is hgppening back home. Additionaly,
Web Radio makes it possible for the consumer to listen to alocd, over-the-air radio
gation in places within the loca market where the over-the-air signal cannot penetrate.
Web Radio has now made it possible for these types of reception problems to be over
come and thus having a possible influence on the listening experience.

Niche Programming Before the advent of Web Radio, the radio consumer was
limited to ardatively few choices asfar as programming was concerned. Thiswas in part
due to the advertiser-supported model and in part to the fact that (in the United States)
only asmall number of radio broadcast licenses are authorized per community. The
advertiser- supported model requires stations to offer a programming format that will
generate the largest possible audience in order to secure sufficient advertising revenuesto
be profitable. This often eiminates certain format choices because thereis not alarge
enough target market in that geographical location to support those types of formats.
Because the government has limited the spectrum space available for radio transmissons

in any one market while a the same time alowing for ownership of multiple gaionsin
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any one market, only areatively few organizations or individuas actudly own over-the-
ar radio gationsin the United States. Web Radio is not encumbered by these restrictions.
Thousands of Web Radio sations exist. Many of these gations offer unique formats that
cannot be found on the traditiondl radio dial. These niche broadcasts can survive because
of the low cost to operate and because they can aggregate the small number of potentia
listeners from a number of loca marketsinto one “globa” market of consumerswho are
seeking their specific programming.

Convenience At some point in every in-depth interview the term multi-tasking
was used to describe how the consumer was making use of Web Radio. This should not
be a surprise to those who study radio. Sinceits earliest days radio has been consumed
while the listener has been doing other things. What Web Radio is doing is meking it
more convenient for the consumer to access audio programming both at work and at
home. Particularly in offices and homes that have high speed Internet access, the
consumer can log on to a Web Radio station and gtill do a number of other tasks on their
computer. The consumer does not need to have another device to receive the sgnd.
Thereis no need for areceiving antenna. Plus, the consumer now has many more stetions
from which to choose. All thisis having an influence on the radio listening experience.

Novelty Aswith any emerging technology, there are those early adopters who
try out the new technology smply because it is new. Thisistrue with Web Radio. Some
consumers are experimenting with Web Radio just to see what is out there. Some of these
experimenters end up finding something they like and stick with it. At the very leadt this

experimentation by the early adoptersisinfluencing their radio listening experience and
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that type of experimentation with new technologies has shown to be hdpful in the
diffuson of the emerging technology.

Interactivity Web Radio istaking the radio listening experience to anew level
of interaction between the consumer, the programmer and the advertiser. Through the
website where the consumer logs on to the Web Radio gation, it is possible to
communicate with the programmer. The consumer can give ingtant feedback on what
programming he/she likes or didikes and in some cases can even program what they want
to hear on the Web Radio station. Additiondly, the consumer can “dlick and buy” any
number of itemsthat are advertised on the Web Radio broadcast. Thisis done through
links appearing on the host website. This degree of interaction had not been possible
before the advent of the Internet and it is having an influence on the radio ligening
experience.

Listener Control Web Radio provides away for the consumer to have more
control over what he/she listens to and when he/she listens to it. Over-the-air, traditiona
radio requires red time listening. If you want to hear the morning news thet is broadcast
a 7am by atraditiona radio station, then you have to be ligening at 7am. Thisis ot so
with Web Radio. Some Web Radio sations are archiving news programs, concerts and
other shows or live events so that the consumers can listen to that programming at atime
when it is convenient for them. Some programmers refer to this as time shifting and have
Seen it occur in televison through the use of the VCR. Now with the ahility to archive
audio programs on the Interngt, it is possible to do with radio programming. In addition,
at some Web Radio sites the consumer is dlowed to choose the genre(s) of music and the

mix of those selectionsto in effect “persondize’ the Web Radio station programming.
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These two features, time shifting and persondization, give the consumer more control
and thus influence the radio listening experience.

Not Yet Thissub-category appears under both of the axid coding categories
because it is looking to the future of Web Radio. Some experts fedl that, to date, the
influence of Web Radio on the radio listening experience has been minimd. However,
the consensus of the group is that the influence will grow substantiadly over the next five
to ten years. Such things as increased access to broadband delivery and the possibility of
wireless web radio were mentioned as reasons why the influence of Web Radio on the
radio listening experience will increase substantialy over the next decade.

Impact on the advertiser-supported model of radio consumption -

Subscription Model  Web Radio broadcasters are struggling to find away to
make Web Radio profitable. Very few of the participants indicated that their Web Radio
operation is currently generating income. Even fewer participantsfed that they can
describe what the Web Radio business modd will be like in five years. What the mgority
of participants do think is that Web Radio will have an impact on the advertiser-
supported mode of radio consumption. One possible change in that modd is subscription
radio. In this modd the consumer pays a fee to access the content. This goes againg the
long-standing ideaiin this country that radio is“freg’. However, the subscription model
has been proven to work for video programming (cable TV, satdlite TV) so someradio
operatorsfed it can work for audio programming as well. Aswith TV, Web Radio
operators do not see it as being just a subscription model or just an advertiser-supported
model but rather combining the two modes into amode that works for both the

consumer and the program provider.



Video Added The addition of the video eement to the Web Radio broadcast is
alowing the broadcaster another way to communicate with the consumer without
interrupting the program content. The video eement enhances the opportunity for direct
response advertisng and makes it easier for the consumers to respond to any commercia
message thet is made available to them ether within the programming or one that might
appear just on the website. Thistype of communication should only enhance the
effectiveness of the advertiser-supported model of radio consumption.

Not Yet Responsesthat fit into this sub-category appeared most often when the
experts were discussing the impact of Web Radio on the advertiser- supported model of
radio consumption. Most of the experts on the pand expressed the opinion that the
impact, to date, was minima. What appears evident from their commentsis that Web
Radio will have an impact on the advertiser-supported model of radio consumption over
the next five to ten years. What the experts fear most isthe fact that no one seemsto
know for sure what that impact will be or how broadcasters should proceed in preparation
for that impact.

Sample Demographics

The demographic data for the respondents participating in Rounds | and |1 are
presented in Table 4.7. Although the second round of data collection had only 18
participants, compared with 20 people in Round I, the demographics for each round are
quite Smilar. The varigbles measured in this section provide some insight to the type of
people who participated in this study.

The respondents are predominately male and over forty years of age. The balance

between sub-groups has been maintained between Rounds | and 1. Of the two
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participants who failed to respond in Round 11, one is alarge market, longtime
broadcaster and the other isa smal market, new broadcaster.

Sdf- Rating Data

Data regarding the sdlf-perceived expertise of the sample are presented in Table
4.8. Respondents were asked to rate their own knowledge of radio programming and
radio sdes, aswdl astheir knowledge of four emerging new technologies (including
Web Radio) in the radio industry. The sdf-ratings were done using afive point reting
scae (1 = not knowledgeable; 5 = very knowledgeable). To be consdered expertsfor this
study the respondents had to sdlf-rate themselves at the mid-point or higher for
knowledge of radio programming, radio sdes and Web Radio. The operationdization of
an “expert” to be any respondent rating himsdlf or hersdlf above the midpoint of the scae
issomewhat arbitrary. Hopefully, the value of this procedure is evident in terms of trying

to identify the most expert respondents possible.
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Table4.1

Central Tendencies of the Delphi Study

ltem Mean Mean Mode Mode STD STD
Round Round Round Round Round Round
I I I [ I I

1.Consumers are listening to 3.2 3.05 3 3 0.6959 0.6391
Web Radio because they

cannot find the programming

they liketo ligento on

traditiona radio stations.

2.Consumers are listening to 2.2 217 3 2 0.8944 0.7859
Web Radio because there are

little or no commercid

interruptionsin the

programming.

3.Consumers are ligtening to 25 1.89 2 2 0.8272 0.3234
Web Radio because it provides

better quality sound than do

many of the traditiond radio

dations.

4. Consumers are ligtening to 3.7 3.78 4 4 0.4702 0.4278
Web Radio as a companion

activity while making other

uses of the Internet.

5. Consumers who ligten to 3.25 3.22 3 3 0.6387 0.5483
Web Radio are mosily

ligening to retranamissions of

traditional radio gtations.

6. In five years, Web Radio’'s 3.7 3.72 4 4 0.4702 0.4609
tota audience will have grown
by more than 25%.

7. Infive years, Web Radio’'s 35 3.61 4 4 0.6882 0.5016
total audience will have grown
by more than 50%.

8. Infiveyears, Web Radio’'s 3.3 35 4 4 0.9787 0.6184
total audience will have grown
by more than 100%.
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ltem

Mean
Round

Mean
Round
I

Mode
Round

Mode
Round
[

STD
Round

STD
Round
I

9. | can describetoday’s
“typicd” Web Radio listener.

10. | can describe what the
“typicd” Web Radio listener
will belikeinfive years.

11. Web Radio has made it
eader for consumersto listen
to radio programming while at
work.

12. Web Radio has made it
easer for consumersto listen
to radio programming while at
home.

13. Web Radio has made it
eader for consumersto listen
to radio programming whilein
the car.

14. Web Radio has made it
eager for the consumer to
interact with the program
provider.

15. Web Radio has made it
possible for the consumer to
access programming that was
not previoudy avalableto
them.

16. To date, Web Radio has
not had an adverse effect on
the number of consumers
listening to traditiond radio.

17. Infive years, Web Radio
will be amgor competitor (for
audience share) to traditiona
radio.

2.95

2.3

3.9

3.3

14

3.3

3.75

2.95

2.65

2.78

3.78

3.22

3.89

3.28

2.56

0.3940

0.5712

0.3078

0.4702

0.5026

0.4702

0.4443

0.6256

0.5871

0.4278

0.4851

0.4278

0.0000

0.0000

0.4278

0.3234

0.4609

0.7048




ltem

Mean
Round

Mean
Round
I

Mode
Round

Mode
Round
[

STD
Round

STD
Round
I

18. In five years, DAB (digita
audio broadcagting) will have
more of an impact on the radio
ligening experience than will
Web Radio.

19. Infive years, satdlite radio
will have more of an impact on
the radio ligening experience
than will Web Radio.

20. In five years, wirdess web
radio will have more of an
impact on theradio ligening
experience than will Web
Radio.

21. Web Radiois currently an
income-generating vehicle for
your business organization.

22. Within five years, Web
Radio will be an income-
generding vehide for your
business organization.

23. Web Radio’s main source
of income will be derived from
the sde of 30 and 60 second
gpot announcements aired
within the programming.

24. Web Radio will be
advertiser-supported but its
main source of income will not
be from spot ads but rather
from on screen advertisements
and direct response
advertisng.

1.95

24

2.25

2.05

34

215

3.05

1.89

2.22

217

2.06

3.22

2.06

2.94

0.5104

0.5982

0.7164

0.7592

0.5982

0.6708

0.6863

0.4714

0.5483

0.3835

0.6391

0.5483

0.4162

0.4162
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ltem

Mean
Round

Mean
Round
I

Mode
Round

Mode
Round

STD
Round

STD
Round
I

25. Web Radio will have no
impact on the advertiser-
supported model of radio
consumption.

26. Infive years, the tota
income generated by Web
Radio will have increased by
more than 25%.

27. Infive years, the tota
income generated by Web
Radio will have increased by
more than 50%.

28. Infive years, the tota
income generated by Web
Radio will have increased by
more than 100%.

29. To befinancidly
successful, Web Radio will
have to generate income using
the same business modd that
traditiond radio stations use.

30. | can describe what the
“typicd” Web Radio gation’s
business mode will look like
infive years.

31. Web Radio isabrand
extensgon for my organization.

32. Web Radio isawhole new
product offering for my
organization.

33. My gation’ swebsite only
offersaudio that isaso
avalable from over-the-air
tranamissons.

1.55

35

34

3.3

2.15

1.95

34

21

2.55

161

3.5

3.39

3.44

211

1.78

3.56

2.22

2.39

0.6048

0.5130

0.5982

0.7327

0.6708

0.6048

0.5026

0.6407

0.9445

0.6978

0.5145

0.5016

0.5113

0.4714

0.5483

0.6157

0.4278

0.6978
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I[tem Mean Mean Mode
Round Round Round
I [ I

Mode
Round
[

STD
Round

STD
Round
I

34. My dation’swebdsteoffers 2.85 2.78 4
greaming audio that is not

available from over-the-air

tranamissons.

35. Web only radio stations 2.35 2.22 3
can successfully compete

agang traditiona/web

operations for audience share.

36. Web only radio stations 2.3 2.28 2
can successtully compete

againd traditiona/web

operaionsfor advertisng

revenues.

1.0894

0.6708

0.7327

1.003

0.6468

0.5745

* For the mean and mode:
1 = grongly disagree

2 = disagree

3 =agree

4 = grongly agree



Table4.2

Fregquency Distribution Round | and Round 1

Item — Round | (N=20)
Round Il (N=18)

Srongly
Disagree
Rl R2

Disagree

Rl R2

Agree

Rl R2

Strongly Agree

Rl R2

1.Consumers are listening to Web
Radio because they cannot find
the programming they liketo
listen to on traditiond radio
dations.

0O O

3 3

10 11

7 4

2.Consumers are listening to Web
Radio because there are little or no
commercid interruptionsin the

programming.

3.Consumers are listening to Web
Radio because it provides better
quality sound than do many of the
traditiond radio stations.

11 16

4. Consumers are listening to Web
Radio as a companion activity
while making other uses of the
Internet.

14 14

5. Consumers who listen to Web
Radio are modlly ligtening to
retransmissions of traditiond radio
gations.

11 12

6. Infive years, Web Radio’' s total
audience will have grown by more
than 25%.

14 13

7. Infive years, Web Radio’' s total
audience will have grown by more
than 50%.

12 11

8. Infive years, Web Radio’stota
audience will have grown by more
than 100%.

12 10
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Item — Round | (N=20)
Round Il (N=18)

Strongly
Disagree
Rl R2

Disagree

Rl R2

Agree

Rl R2

Strongly Agree

Rl R2

9. | can describe today’ s “typica”
Web Radio ligtener.

17

14

1 O

10. | can describe what the
“typicad” Web Radio listener will
belikeinfive years.

11. Web Radio has made it easier
for consumersto lisen to radio
programming while a work.

18 14

12. Web Radio has made it easier
for consumersto listen to radio
programming while & home.

14

18

13. Web Radio has made it easier
for consumersto listen to radio
programming whilein the car.

12 18

14. Web Radio has made it easier
for the consumer to interact with
the program provider.

14

14

15. Web Radio has made it
possible for the consumer to
access programming that was not
previoudy available to them.

15 16

16. To date, Web Radio has not
had an adverse effect on the
number of consumers listening to
traditiond radio.

10

13

17. Infive years, Web Radio will
be a major comptitor (for
audience share) to traditiona
radio.

11




Item — Round | (N=20)
Round Il (N=18)

Strongly
Disagree
Rl R2

Disagree

Rl R2

Agree

Rl R2

Strongly Agree

Rl R2

18. In five years DAB (digita
audio broadcadting) will have
more of an impact on the radio
listening experience than will Web
Radio.

15 14

0O O

19. Infive years, satdlliteradio
will have more of an impact on the
radio listening experience than

will Web Radio.

13 12

20. In five years, wirdess web
radio will have more of an impact
on the radio listening experience
than will Web Radio.

12 15

21. Web Radio is curently an
income-generating vehicle for
your business organization.

22. Within five years, Web Radio
will be an income-generding
vehide for your busness
organizetion.

10 12

23. Web Radio’s main source of
income will be derived from the
sale of 30 and 60 second spot
announcements aired within the

programming.

11 15

24. Web Radio will be advertiser-
supported but its main source of
income will not be from spot ads
but rather from on screen
advertisements and direct response
advertisng.

11 15

25. Web Radio will have no
impact on the advertiser-supported
modd of radio consumption.

10 9




Item — Round | (N=20)
Round Il (N=18)

Strongly
Disagree
Rl R2

Disagree

Rl R2

Agree

Rl R2

Strongly Agree

Rl R2

26. In five years, the totd income
generated by Web Radio will have
increased by more than 25%.

10 9

10 9

27. Infive years, the totd income
generated by Web Radio will have
increased by more than 50%.

10 11

28. In five years, the totd income
generated by Web Radio will have
increased by more than 100%.

29. To befinancidly successful,
Web Radio will have to generate
income using the same business
model that traditiona radio
dations use.

14

14

30. | can describe what the
“typica” Web Radio ation’s
business modd will look likein
fiveyears.

13

12

31. Web Radioisabrand
extensgon for my organization.

12 6

32. Web Radio isawhole new
product offering for my
organizetion.

12

14

33. My dation’ s website only
offersaudio that is d o0 available
from over-the-air transmissons.

12

10

34. My dation’ s website offers
streaming audio that is not
avalable from over-the-air
transmissons.




Item — Round | (N=20) Strongly Disagree | Agree Strongly Agree
Round Il (N=18) Disagree
Rl R |[Rl R |Rl R2 |[R1 R2
35. Web only radio stations can 2 2 9 10 |9 6 0O O
successfully compete against
traditiona/web operations for
audience share.
36. Web only radio stations can 2 1 11 11 |6 6 1 0

successfully compete against
traditiona/web operations for
advertisng revenues.




Table4.3

Distribution of Respondents by Sub-Groups

Sub-Groups Large Market Broadcaster Small Market Broadcaster
New Broadcaster Rl1-4 R2-4 R1-6 R2-5
Long Time Broadcaster Rl1-6 R2-5 Rl-4 R2-4

Round I (N=20)

Round Il (N=18)




Table4.4

Sub-Group Differences

Item Large Market Smdl Market Long Time New
Broadcasters Broadcasters Broadcasters Broadcasters

2. Consumers Round | —All Round | — 8 of Round | — Al Round | — 8 of

areligening to 10 either 10 either 10 either 10 either

Web Radio disagreed or agreed or disagreed or agreed or

because there srongly grongly srongly grongly

arelittleor no disagreed. agreed. disagreed. agreed.

commercid Round Il —dl9 | Round Il —50f | Round Il - All Round Il -5 of

interruptionsin ether disagreed | 9 either agreed | 9 ether 9 either agreed

the or strongly or strongly disagreed or or strongly

programming. disagreed. agreed. grongly agreed.

disagreed.

17. Infive Round | —8 of Round | —All Round | — 8 of Round | —All

years, Web 10 disagreed. 10 either 10 disagreed. 10 either

Radiowill bea | Round Il —60f | agreedor Round Il —8of | agreed or

mgjor 9 disagreed. srongly 9 disagreed. grongly

competitor for agreed. agreed.

audience share Round Il —5 of Round Il — 7 of

to traditiona 9 either agreed 9 either agreed

radio. or grongly or srongly

agreed. agreed.

19. Infive Round | — 6 of Round | —9 of Round | —6 of Round | —9 of

years, sadlite 10 agreed. 10 disagreed. 10 agreed. 10 disagreed.

radio will have Round Il —40of | Roundll —8of | RoundIl—4o0of | RoundIl—8of

more of an 9 agreed. 9 disagreed. 9 agreed. 9 disagreed.

impact on the

radio ligening

experience than

will Web

Radio.

21. Web Radio | Round | — 6 of Round | —All N/A N/A

iscurrently an 10 agreed. 10 disagreed.

income- Round Il —4 of | Round Il —All

generating 9 agreed. 9 disagreed.

vehiclefor your

business

organizetion.

32. Web Radio | N/A N/A Round | —Alll Round | —5 of

isawhole new 10 disagreed. 10 agreed.

product Round Il —All Round Il —4 of

offering for my 9 disagreed. 9 agreed.

organization.
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ltem Large Market Smal Market Long Time New

Broadcasters Broadcasters Broadcasters Broadcasters
35. Web only Round | —9 of Round | — 8 of Round I —9 of Round | —8 of
radio stations 10 ether 10 agreed. 10 ether 10 agreed.
can disagreed or Round Il —50f | disagreed or Round Il -5 of
successfully grongly 9 agreed. srongly 9 agreed.
compete disagreed. disagreed.
agang Round Il — 8 of Round Il — 8 of
traditional/web | 9 ether 9 ather
operations for disagreed or disagreed or
audience share. | drongly strongly

disagreed. disagreed.
36. Web only Round | —9 of Round | — 6 of Round I —9 of Round | — 6 of
radio stations 10 either 10 agreed. 10 ether 10 agreed.
can disagreed or Round Il —50of | disagreed or Round Il -5 of
successfully srongly 9 agreed. srongly 9 agreed.
compete disagreed. disagreed.
agang Round Il — 8 of Round Il — 8 of
traditional/web | 9 ether 9 ether
operations for disagreed or disagreed or
advertisng srongly srongly
revenues. disagreed. disagreed.




Table4.5

Resear ch Questions of the Study

1) Why are consumers choosing to listen to Web Radio?
2) How isWeb Radio influencing the radio listening experience?
3) IsWeb Radio having an impact on the advertiser- supported modd of radio

consumption? If so, why and if not, why not?



Table4.6

Open Coding Categories and Relevant Resear ch Questions

Category
Extending the Market

Niche Programming
Convenience
Novelty
Interactivity
Listener Control
Subscription Model
Video Added

Not Yet

Research Question

1,2
1,2

1

3,2



Table4.7

Sample Demogr aphics
Vaiadle Round | (N=20) Round Il (N=18)
7 or moreyearsin 10 9
Broadcasting
Lessthan 7 yearsin 10 9
broadcasting
Average number of years 2.5 2.5
involved with webcagting
Modd Age Range 40-49 40-49
Gender - Mde 18 16
Gender - Femde 2 2




Table4.8

Delphi Self-Rating

Vaiadle Round | (N=20) Round Il (N=18)
Mean (s.d.) Mean (sd.)
Radio Programming 4.05 (0.96) 4.17 (0.92)
Radio Sales 404  (0.87) 411  (0.83)
Digitd Audio Broadcasting 3.20 (0.92) 3.06 (0.87)
Saelite Radio 335  (0.96) 328  (0.96)
Web Radio 4.20 (0.64) 417 (0.62)
Wirdless Web Radio 305  (1.16) 300 (114

1 = not knowledgeable; 5 = very knowledgeable



CHAPTER 5
DISCUSSION
Introduction
Chapter Five interprets the results given in Chapter Four. Thisis accomplished in
part through selective coding, the third level of andysisin the grounded theory approach.
The god of sdective coding isto combine categories from open and axid coding into a
core category that focuses on the main theme to emerge in the sudy. The implications of
the results of the Delphi survey are dso discussed. Additiondly, limitations of the study
and areas for future research are discussed.

Sdective Coding

Sdective coding, the third step in the grounded theory procedure involves
“making it dl come together.” It is a procedure much like that undertaken during axia
coding, that is, integrating categories that have evolved in previous steps of the andysis
in an attempt to see what relationships exist between categories. Selective coding differs
from the previous steps in that only one category emerges. Thisis known asthe core
category. The core category isthe centra phenomenon around which al other categories
are integrated and forms the heart of the integration process (Strauss and Corbin, 1990).
The core category a0 isthe basis of the theory to emerge from the andysis.

Inlooking at the open coding categories and subsequent axia categories, it
became apparent that the way the audio was being delivered to the consumer was central
to dl discussions about Web Radio. This emerging new technology is providing awhole

new didribution system for audio programming.
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Theway that the Internet dlows audio programming to be ddlivered isinfluencing
both the radio listening experience and the advertiser-supported mode of radio
consumption. The panel of experts disagrees asto the extent of the influence or impact
that Web Radio has had to date. The Large Market Broadcasters and Long Time
Broadcagters think that Web Radio is just another way for consumers to access the
traditiond radio sations broadcast signas while the Smal Market Broadcasters and the
New Broadcasters are much more likely to recognize other reasons why consumers are
choosing to listen to Web Radio. Such reasons included unique program offerings, loca
or regiond information and non-commercid programming.

The experts dso disagree as to the extent Web Radio will influence the radio
listening experience and its advertiser- supported mode of radio consumption over the
next five years. In generd the Large Market Broadcasters and Long Time Broadcasters
minimize the potentia impact that Web Radio will have on the advertiser- supported
modd of radio consumption. The Small Market and New Broadcasters think Web Radio
will have amuch larger impact over the next five years. However, dl the experts agree
that five to ten years from now Web Radio will have a subgtantia impact on both the
radio ligening experience and the advertiser- supported model of radio consumption.

Asanew ddivery sysem, Web Radio alows programming to reach potential
listenersin locations where such listeners, heretofore, could not listen to that station. Web
Radio overcomes the geographica limitations of the old, over-the-air ddlivery system.
This same freedom from the old geographicd limitationsis dlowing for the emergence
of many more narrowly targeted or niche formatted stations. Because Web Radio

provides away to distribute such programming to locations dl around the world, a
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narrowly targeted Web Radio station can aggregate the small number of potentid
lisgtenersin each loca market into a much larger total market that may be attractive for
potential advertisers.

The cogt of accessng thisnew delivery sysem isrdatively smdl. Thisis
alowing many “new to broadcasting” entriesinto the radio industry as well as dlowing
current broadcasters away to extend and expand their product offerings. This expansion
and extenson is dso having an influence on the radio listening experience by offering the
consumer more choices and more control over what types of programming they can
choose to listen to.

The new delivery system is also making it possible for the program provider to
dter the business modd. Radio, which has dways been “freg’ in the United States, can
now develop a different business model using the Internet as its means of delivery. Web
Radio is dready seeing the development of subscription modelssmilar to cable TV. The
vast mgjority of the pand fedsthat Web Radio will bring changes to the advertiser-
supported model of radio consumption. However, in their opinion, it istoo early to tell
what the changes will look like.

Findings from the current study support the Emerging New Technologies Modedl
(Table 2.1) detailed in Chapter Two. It isthe distribution system employed in Web Radio
that makes it a discontinuous innovation. It isthis new technology that is meking more
choices available to the consumer of radio programming and more opportunities for
financia gain for the program providers. McLuhan (1965) noted, “ The effects of
technology do not occur at the level of opinions or concepts, but dter sense ratios or

patterns of perception steadily and without resistance” (p. 18). Severin and Tankard



(1992) interpreted this statement to mean, “the most important effect of communication
mediaisthat they affect our habits of perception and thinking” (p. 251). Evidencefrom
the in-depth interviews of the expert pand indicates that Web Radio is having an effect
on such perceptions and thinking.

If, as McLuhan stated, “the medium is the message,” then an on-line didribution
system such as Web Radio suggests a convergence not only of technologies but aso of
senses. Newhagen and Rafaeli (1996) note, “Text, voice, pictures, animation, video,
virtud-redlity motion codes, even smell, are dl being conveyed on the Net. The Net's
capacity for addressing senses far surpasses that of any other medium. In asense, this
indicates that the medium serves|ess than ever beforein acondraining, guiding role’ (p.
5). Thisistrue of Web Radio. It frees the consumers from being tied to time and location
as determining what stations they can choose to listen to and it frees the entrepreneur
from the limits of federa licensang and the associated costs of securing a broadcast
fadility.

The Delphi Study

The point of the Delphi study was to develop an expert group estimate that could
provide answers to the three main research questions: 1) Why are consumers choosing to
listen to Web Radio? 2) How is Web Radio influencing the radio listening experience? 3)
Is Web Radio having an impact on the advertiser- supported model of radio consumption?
The pand provided data that indicates that they know why consumers are listening to
Web Radio but that the pand is not sure how Web Radio is influencing the radio listening
experience or how it might be impacting the advertiser- supported model of radio

consumption.
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The pand felt confident in saying that consumers are listening to Web Radio in
part becauseiit is convenient to access at work or at home (assuming access to the Internet
isavalable). Also the fact that geographicaly displaced consumers could now listen on
lineto their old “hometown” gtation was another important reason given asto why
consumers are listening to Web Radio.

The mgjority of New Broadcasters and Small Market Broadcasters on the panel
aso fdt that consumers are listening to Web Radio because they cannot find what they
want to listen to on traditiona radio. This marked a split with severd of the Large Market
Broadcasters and Long Time Broadcasters who disagreed with the statement,
“Consumers are listening to Web Radio because they cannot find the programming they
liketo listen to on traditiona radio.” The Large Market Broadcasters backed their
opinions up by referring to recent Web Radio survey data that suggests that the vast
magority of Web Radio listeners are tuning in to traditional radio stationsthat are dso
streaming their programming on the Internet. One possible explanation for this difference
of opinion may be that New Broadcasters, because they are rdatively new to the industry,
are more receptive to new ways of doing things and Smal Market Broadcasters are
hoping to find new ways to grow their markets.

No matter the reasons why consumers are listening to Web Radio, the experts dl
agreed that the number of consumers choosing to listen to Web Radio will grow
subgtantialy over the next five years. The most frequently mentioned reason for the
future growth is the fact that the number of hours spent listening to Web Radio today is
such asmal fraction of the overdl time spent listening to radio that Web Radio ligening

is bound to grow over the next five years. Just asimportant is the fact that accessto high-
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speed Internet connection is growing rapidly making it easier to connect to streaming
audio. Once the consumer is connected the broadband access will provide a better quality
sound than what most consumers hear today on the Internet.

At the conclusion of the Delphi study it seemed gpparent to the researcher that the
pand is confident in their opinions as to why consumers are listening to Web Radio.

What the pand is much less certain of is how Web Radio is influencing the radio
listening experience and what impact it is having on advertiser-supported model of radio
consumption. It istoo early in the life-cycle of Web Radio to determine how much
influence Web Radio will have on the radio listening experience or what impact it will
have on the advertiser- supported mode of radio consumption. The pand is saying thet
Web Radio had not yet had any mgjor influence on the radio listening experience but that
they are sure that it will a some point in the future.

The pand feds that the impact Web Radio is having on the advertiser- supported
model of radio consumption is rather minima. Right now the panel seesWeb Radio asa
vaue-added proposition but they understand that this approach to Web Radio is about to
change. The problem for the pand isthat it does not know what the business modd for
Web Radio is going to evolve into over the next five years. Some of the experts speculate
that aform of subscription radio will develop. From their description of thismodd it
would be more like a hybrid, combining elements of the advertiser-supported model
aong with some type of fee charged to the consumer to access the programming.

Limitations of the Study

No research is perfect. This study is no exception. Wimmer and Dominick (1991)

point out that costs and time are Sgnificant barriers to desgning the ided study.



Schatzman and Strauss (1973) note that the compromiseis an integrd part of conducting
research. Socid scientists must work within the parameters of what isfeasible versus

what is not. Time and cost figured greetly in the current study. The panel selection was
limited to broadcasters located in state of Georgia. Future work could expand the process
to other geographic areas. However, history and maturation would provide thrests to the
vaidity of the study.

The current study was exploratory in nature so one is cautioned not to put too
much emphasis on any of the numerica data The pand was not selected using random
sampling techniques and therefore attempts a generdizing from the findings of this study
should not be made,

Future Directions

This study is a step toward understanding the role of Web Radio for both the
consumer and the provider. Building on the findings of this sudy there are severd aress
where future research into Web Radio iswarranted. This study provides an insight into
the reasons why consumers are choosing to listen to Web Radio from the viewpoint of
the program providers. Future research should address this question to Web Radio
consumers. A comparison of the consumers responses to this question with those views
expressed by the program providers might identify “gaps’ in audience needs that are not
being met currently by the program providers. This type of triangulation could produce
data beneficia to both the academic world as well as the business world.

This study dedlt only with broadcasters who are aso webcagting. A future study
could involve web only radio station operators to see how they would respond to the

same three basic research questions. It is the researcher’ s assumption that the web only



operators would respond differently than did the broadcast pand used in the current
research.

The current research did not address the legal issues of performance fees and
copyright protection. A substantial number of broadcasters have discontinued their
webcasts in recent days because of the uncertainty surrounding these two issues. Future
research into the implication of legd issues as they rdate to the diffusion of emerging
new technologies such as Web Radio is an area that needs further research.

Implications for the Industry

In part, this study generated more questions than answers. During the course of
this research severd aress have been identified as needing further research. Three
particular aress of interest are worthy of further study because they have the potentia to
influence either the listening experience or the advertiser-supported model of radio
consumption. These three areas of study are 1) the means by which the listener accesses
the audio programming (computer vs. radio recaiver), 2) governmenta action (policy
implications) and radio managerid implications (branding).

How does the radio listening experience differ when ng the audio through
the computer versus atraditional receiver? Does it make the experience different? If so,
how isit different? |s the consumer more or less involved with the radio listening
experience when using the compuiter to receive the audio versus the traditiona receiver?
Are Web Radio listeners different from traditional radio listeners? Answers to these
guestions would help Web Radio programmers to better serve their audiences and would

help advertisers to better target their advertisng messages.



Current broadcast managers are faced with uncertainty when it comesto the
regulation of webcasting. Unlike traditiona broadcasting, awebcaster does not need a
license from the federa government in order to stream audio on the Internet. This has
dlowed for easy entry into the marketplace. The uncertainty comes in the areas of
copyright protection, royaty fees, performance rights and retransmission consent. All of
these issues are il in litigation, but broadcasters and webcasters do know that they will
have to pay substantia fees for most of the content that they are streaming. What they do
not know is how much they will have to pay and when they will have to sart paying the
fees. Additiondly, the feeswill most likely be retroactive. Such uncertainty means that
the webcaster will have to pay feesfor content that they have dready streamed.
Therefore, making it hard to devise a business plan when the webcagter is uncertain of the
total cost of streaming the audio. Because of this uncertainty a number of broadcasters
have ceased to webcast. A number of questions arise from this uncertainty. Will thislack
of knowing the true cost of webcasting have an impact on the decison making process?
Are broadcasters now hesitating to webcast because of this uncertainty about
programming fees? Would broadcasters move more quickly into the area of webcagting if
they knew in advance dl of the policy implications? Are large market broadcasters more
likely to move forward with webcasting while smal market broadcasters wait to see what
the outcome of the litigation is before deciding to enter into webcasting?

An additiond area of interest to broadcast managers is brand extension. Because
they have an established brand, current over-the-air broadcasters have an advantage over
web-only broadcasters. Each of the 12,000 over-the-air broadcast stationsin America

currently has the opportunity to extend their over-the-air brand to the Internet. These
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traditiona broadcasters can even use their current product offering (the over-the-air
sgnd) to promote their new brand extenson (Web Radio). In effect, they can “ push”
current listeners to their new brand extension by promoting their website and their
streaming audio on their over-the-air station. In most cases, the webcast is branded with
the same moniker as the over-the-air product offering (ex. WSB, WSB.com). When
listeners do vidt the website they bring with them a predisposition toward that brand. The
listener aready has an idea of what type programming they can expect to find at the
webdgte. Isthis an advantage or “window of opportunity” for the over-the-air
broadcaster? If o, how can they best make use of this brand extension? How long will
this advantage last? Should the webcast offering be an extension of the current brand or
would the organization be better served with awhole new product offering? Researching
these types of questions would generate data that would be helpful to radio station
managers as they face a continualy changing marketplace.

Find Obsarvations

This study examined the influence that Web Radio is having on the radio ligening
experience and what impact it is having on the advertiser-supported mode of radio
consumption. Analyss of the Delphi surveys and the in-depth interviews with a pand of
broadcasts experts reveded that Web Radio is affecting both the listening experience and
the ad- supported model. However, the biggest impacts are still to come. Over the next
five to ten years, as more potentia listeners of Web Radio gain access to broadband
technologies that provide better quality sound aong with easier connectivity, the number
of consumers choosing to listen to Web Radio will increase substantialy. Web Radio will

begin to truly affect the advertiser- supported modd of radio consumption when the
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audience reaches a Size large enough to atract the attention of nationd and international
advertisers. All the experts agreed that both Web Radio’ s audience size and total
revenues will grow subgtantidly over the next five years.

Further andysis of the data reveded some differences of opinions among the
members of the expert panel. On severd key issues Large Market Broadcasters and Long
Time Broadcagters held smilar views while Small Market Broadcasters and New
Broadcagters expressed opinions sSmilar to one another yet different from the two sub-
groups mentioned above. Why these differences of opinions exist warrant additiond
research.

Higtoricaly, smal market broadcasters and large market broadcasters have
viewed the radio indugtry in different ways. Smal market broadcagters redize that their
business needs differ from those of the Large Market Broadcasters. In response to these
differences the small market broadcasters have established committees within the
National Association of Broadcasters and the Radio Advertising Bureau to specificaly
address the needs of the small markets. Because small market broadcasters view the radio
industry differently from large market broadcagters, it makes sense that small market
broadcasters would have opinions different from those of large market broadcasters about
an emerging new technology like Web Radio.

New broadcagters, particularly ones coming from an Internet or e-commerce
background, should view Web Radio’s potentid differently than the long time
broadcaster. Most long time broadcagters have done very well financidly over the past
decade with their traditional radio operations. Long time broadcasters do not see the need

toinvest in anew didribution system that has yet to show a profit. The new broadcasters,
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because they are just entering the industry, more readily see the expansion of reach, the
ability to identify and target the “right” consumers and the eventud profitability that Web
Radio offersto traditiona radio operations. The red savvy new broadcasters dso
understand the “window of opportunity” that traditiond radio stations have & this
moment in time to extend their brand to the Internet. Many long time broadcasters see the
opportunity more as a big gamble and are willing to wait until someone dse takesthe
risks and shows the way to make Web Radio profitable.

What might this mean for radio Sation managers? Baance your key saff
members. Have both new and long time broadcasters on the gaff. This dlows for the
development of new ideas under the watchful eyes of managers who will be mindful of
the costs of such development. Future research into how effective such amixed
management team is for an organization is warranted.

Today, only ardatively few consumers are choosing to listen to Web Radio.
Listeners are doing so because they cannot find what it is they want to hear on traditiona
radio in their local market. The experts agree that the number of listenersto Web Radio
will increase subgtantidly over the next five years. Web Radio is influencing the radio
listening experience by making that experience interactive while giving the consumer
more control over what they can listen to and when they can lisen to it. So far, Web
Radio’s impact on the advertiser-supported model of radio consumption has been
minimal. However, the pand of experts strongly feds that Web Radio will ultimately
have amgjor impact on the advertiser-supported modd of radio consumption. The

problem the experts see is that they do not know how that impact will be achieved.



Theradio indugtry isin the midst of atechnologica revolution. Web Radio brings
with it the potentid of the million-station universe. By 2005, Forrester Research
(Sanford, 2001) estimates that 41% of U.S. consumers will listen to personaized, o+
demand audio content at least once aweek. Web Radio will radically transform the
interrelationships between listener, broadcaster, advertiser and artist. Individuas, groups,
associations and organizations that have never before had access to the airwaves will find
agloba voicein Web Radio. Listenerswill have entrée to a vast range of programming
choices and will access them from avariety of soon to be mobile devices. The revolution
isjust beginning. Much more research is heeded to eaborate on the influence and impact
that emerging new technologies, like Web Radio, are having on the radio listening

experience.
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APPENDIX A

DELPHI INSTRUMENT

Consumers are listening to Web Radio because they cannot find the
programming they like to listen to on traditiond radio gations. SD D
A SA

Consumers are listening to Web Radio because there are little or no
commercid interruptionsin the programming. SD D A SA
Consumers are listening to Web Radio because it provides better qudity
sound than do many of the traditiond radio sations. SD D A SA
Consumers are listening to Web Radio as a companion activity while
making other uses of theInternet. SD D A SA

Consumers who listen to Web radio are modtly listening to
retransmissions of traditiond radio stations. SD D A SA

In five years Web Radio’ stota audience will have grown by more than
25%. SO D A SA

In five years Web Radio’ stota audience will have grown by more than
50%. SD D A SA

In five years Web Radio’ stota audience will have grown by more than
100%. SD D A SA

| can describe today’s “typical” Web Radio ligener. SD D A SA

| can describe what the “typica” Web Radio ligtener will belikein five
yeas. SD D A SA

Web Radio has made it easier for consumersto listen to radio

programming whileatwork. SD D A SA
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13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

Web Radio has made it easier for consumersto listen to radio
programming whileathome. SD D A SA
Web Radio has made it easier for consumersto listen to radio
programming whileinthecar. SD D A SA
Web Radio has made it easier for the consumer to interact with the
program provider. SD D A SA
Web Radio has made it possible for the consumer to access programming
that was not previoudy availabletothem. SD D A SA
To date Web Radio has not had an adverse effect on the number of
consumers ligening to traditiond radio. SD D A SA
In five years, Web Radio will be amgor competitor(audience share) to
traditiondl radio. SD D A SA
Infive years, DAB (digital audio broadcasting) will have more of an
impact on the radio listening experience than will Web Radio. SD D
A SA
In five years, satdlite radio will have more of an impact on the radio
listening experience than will Web Radio. SD D A SA
In five years, wirdess web radio will have more of an impact on the radio
listening experience than will Web Radio. SD D A SA
Web Radio is currently an income-generating vehicle for your business
organization. SD D A SA
Within five years Web Radio will be an income-generating vehicle for
your busnessorganization. SD D A SA
Web Radio’s main source of income will be derived from the sale of 30
and 60 second spot announcements aired within the programming. SD D
A SA
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25.

26.

27.

28.

29.

30.

31
32.

33.

35.

36.
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Web Radio will be advertiser supported but its main source of income will
not be from spot ads but rather from on screen advertisements and direct
response advertisng. SD D A SA

Web Radio will have no impact on the advertiser- supported model of radio
consumption. SD D A SA
In five years the tota income generated by Web Radio will have increased
by morethan25%. SD D A SA
In five years the total income generated by Web Radio will have increased
by morethan 50%. SD D A SA
In five years the total income generated by Web Radio will have increased
by morethan 100%. SD D A SA
To befinancidly successful Web Radio will have to generate income

using the same business modd that traditiond radio saionsuse. SD D
A SA

| can describe what the “typical” Web Radio station’' s business mode will
look likeinfiveyears. SD D A SA
Web Radio isabrand extension for my organization. SD D A SA
Web Radio isawhole new product offering for my organization. SD D
A SA

My gation’s Webdte only offers audio that is dso available from over-
the-air transmissons. SD D A SA

My gation’s Website offers streaming audio thet is not available from
over-the-air transmissons. SD D A SA

Web only radio stations can successfully compete againg traditiona/web
operationsfor audienceshare. SD D A SA

Web only radio stations can successfully compete againgt traditional/web

operations for advertisngrevenues. SD D A SA



APPENDIX B
ROUND ONE LETTER AND INSTRUMENT
To:
From: Dale Van Cantfort

Re: Web Radio Research

Thank you for your assistance in conducting a research study on Web Radio. Asa
member of the Georgia Association of Broadcasters you have dready indicated an
interest and perhaps specid knowledge in the area of Web Radio. Thisresearchisin
connection with my Ph.D. dissertation and is not officidly related to any GAB function.
However, results of this study will be made available to al participants as well asto the
Georgia Association of Broadcasters. This study will dlow you to see how a group of
your peersin the industry fed about Web Radio and itsimpact on our industry.

Essentidly the purpose of the survey isto create a structure for a group communication
process. The end result of this survey isacollection of best estimates regarding some st
of phenomena. Thisresult is achieved by asking an expert group to make an initial set of
judgments or estimations. Therefore, your cooperation is essentid for thisstudy to bea
successful one. After surveying the group of experts the data are tabulated and sent back
to the group members. After examining the distribution of group responses, an
opportunity is provided to re-estimate initid estimations. The procedure is repeated until
some stability has been achieved. Typicdly, two or three rounds are sufficient.

The purpose of this study is three-fold; to develop estimates about why people chose to
listen to Web Radio, how Web Radio isinfluencing the radio listening experience and
how Web Radio isimpacting the advertiser- supported model of radio consumption. Our
initid interview should take no more than one hour to conduct. By our mutua agreement
that interview will beconductedat ~~ on__ 2001.

Thank you for agreeing to participate. | ook forward to talking with you about this
exciting topic.
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INTERVIEWER'S GUIDE

Directions: This questionnaire is divided into four sections. The first section asks for

some basic demographic information and dlows for you to provide a self-rating on your
knowledge of broadcast operations. In the last three sections you will be asked a generd,
open-ended question about Web Radio. After responding to each open-ended question
you will have a set of satements read to you. | will then ask you whether you strongly
disagree, disagree, agree or strongly agree with each statement. Based on your responseg, |
will ask you to provide further explanations as to why you agree or disagree.

Let me emphasize that there are no wrong or right answers to these questions. Our
purpose isto gain a better understanding of Web Radio, its listenership and its business
mode, particularly as you see it developing over the next five years.

Our interview will be taped so that | can best reflect your viewsin my research. No
remarks will be identified with any one particular participant. Only group averages and
frequency of digtribution will be made available. May we begin?
Demographic/Sef-Rating:

Number of yearsin Broadcasting?

What is your current position?

How long has your gtation been Webcasting?

How long have you persondly been involved with Webcasting?
Gender

Age bracket: under 30  30-39 40-49 50-59 60 or over

On ascde of 1-5, with 1 being not knowledgesable and 5 being very knowledgeable, how
would you rate yoursdf on the fallowing:

Radio Programming

Radio Sdes

DAB (Digital Audio Broadcasting) _

SatelliteRadio

Web Radio

WirdessWeb Radio

How to make money today Webcasting onthe Internet



Now we will move on to the firgt of the three general, open-ended questions about
Web Radio. After discussing each of the next three questions, | will ask you to respond to
severd gatements. Remember there are no right or wrong answers. | am looking for your
best estimates and opinions. Following your response to each statement | will ask you for
afurther explanation. May we proceed? (Before reading the statements remind the
participant to choose from the following four options: strongly disagree, disagree, agree
or strongly agree.)

Question 1. Why are consumers listening to Web Radio? (Prompt and
re-prompt ... thank you, now let’s go through a set of specific satementsto which I will
ask you whether or not you strongly disagree, disagree, agree or strongly agree with the
gatement ... again please remember there are no right or wrong answers, | am looking
for your best estimate or opinion.)

1. Consumers are listening to Web Radio because they cannot find the
programming they like to listen to on traditiond radio dations. SD D
A SA

2. Consumers are listening to Web Radio because there are little or no
commercid interruptionsin the programming. SD D A SA

3. Consumers are listening to Web Radio because it provides better quaity
sound than do many of the traditional radio gations. SD D A SA

4, Consumers are ligtening to Web Radio as a companion activity while
making other uses of theInternet. SD D A SA

5. Consumers who listen to Web radio are modtly listening to
retransmissions of traditiond radio stations. SD D A SA

6. In five years Web Radio’ stotd audience will have grown by more than
25%. SD D A SA

7. In five years Web Radio’ s tota audience will have grown by more than

50%. SD D A SA
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In five years Web Radio’ stotd audience will have grown by more than
100%. SD D A SA

| can describe today’s “typicd” Web Radio listener. SD D A SA

| can describe what the “typica” Web Radio listener will belikein five
years. SD D A SA

Now we will move on to question two (be sure to repeet ingtructions from question one).

Question 2: How is Web Radio influencing the radio ligening experience? (Prompt and

re-prompt

1.

... repedt ingtructions from set #1).

Web Radio has made it easier for consumersto listen to radio programming
whileatwork. SD D A SA

Web Radio has made it easier for consumersto listen to radio programming
whileathome. SD D A SA

Web Radio has made it easier for consumersto listen to radio programming
whileinthecar. SD D A SA

Web Radio has made it easier for the consumer to interact with the program
provider. SD D A SA

Web Radio has made it possible for the consumer to access programming that
was not previoudy availabletothem. SD D A SA

To date Web Radio has not had an adverse effect on the number of
consumers ligening to traditiond radio. SD D A SA

In five years, Web Radio will be amagor competitor(audience share) to
traditional radio. SD D A SA

Infive years, DAB (digital audio broadcasting) will have more of an impact
on the radio listening experience than will Web Radio. SD D A SA

In five years, satellite radio will have more of an impact on the radio lisening
experiencethan will Web Radio. SD D A SA
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10. In five years, wirdless web radio will have more of an impact on the radio

listening experience than will Web Radio. SD D A SA

Now lets move on to question three (remember to repeet ingtructions from question one).
Question 3: 1sWeb Radio having an impact on the advertiser-supported model of radio
consumption? Why or why not? What kind of impact is it having? (Prompt and re-prompt
... repeat ingructions from set #1 before reading the statements below)

1. Web Radio is currently an income-generating vehicle for your business
organization. SD D A SA

2. Within five years Web Radio will be an income-generating vehicle for your business
organization. SD D A SA

3. Web Radio’s main source of income will be derived from the sale of 30 and 60
second spot announcements aired within the programming. SD D A SA

4. Web Radio will be advertiser supported but its main source of income will not be
from spot ads but rather from on screen advertisements and direct response
advertisng. SD D A SA

5. Web Radio will have no impact on the advertiser- supported modd of radio
consumption. SD D A SA

6. Infiveyearsthetotd income generated by Web Radio will have increased by more
than25%. SD D A SA

7. Infiveyearsthetota income generated by Web Radio will have increased by more
than50%. SD D A SA

8. Infiveyearsthetota income generated by Web Radio will have increased by more
than 100%. SD D A SA

9. Tobefinancidly successful Web Radio will have to generate income using the same
business modd that traditiona radio stationsuse. SD D A SA



10. | can describe what the “typicd” Web Radio station’s business model will look likein
fiveyears. SD D A SA

11. Web Radio isabrand extenson for my organization. SD D A SA

12. Web Radio isawhole new product offering for my organizetion. SD D A SA

13. My dation’s Website only offers audio that is dso available from over-the-ar
transmissons. SD D A SA

14. My dation’s Website offers streaming audio that is not available from over-the-air
transmissons. SD D A SA

15. Web only radio gtations can successfully compete againgt traditional /web operations
for audienceshae. SD D A SA

16. Web only radio gtations can successfully compete againgt traditional /web operations
for advertisngrevenues. SD D A SA

Wrap-up:
We are just about through. But before we conclude, is there anything €lse you
would like to add in regards to Web Radio and its future impact on radio broadcasting?
Thank you again for your time and participation. In the near future you will
receive asummary of the results and be given an opportunity to revise your positions
after examining the digtribution of group responses. Would you prefer that | e-mail you
the results or send them by postal service?
Get address:

Name e-mal

Street city/zip
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APPENDIX C

ROUND TWO E-MAIL AND INSTRUMENT

Dear )

| want to thank you for your participation in round one of the Web
Radio study. Your initid comments and ingghts were extremely
beneficia. As promised, listed below are the group averages (mean) and
the most frequently occurring response (mode) to each of the 36
statements that you responded to in round one. It is now very important
that you respond to the enclosed survey.

The god of this study isto generate a consstent, or at least stable,

set of group-based judgments regarding Web Radio to accomplish this, a
second round of judgmentsis required. The objective of the first

urvey was to obtain the initid perceptions from the group. This

second survey provides you the opportunity to make a second set of
judgments based on the knowledge of how a group of your peers have
reacted in the first survey below is an instrument that does two

things: (1) summarizes datafrom the first survey; and (2) asks you to
make a second set of judgmentsin light of these data.

After completing this second and fina round of the survey, please
forward the results on to me a dvc@arches.uga.edu. Just likein the
firg round, | will provide you with the find set of group judgments
at the end of my research project.

| am sncerdy grateful for your help in this sudy. Thank you for
contributing your time and expert knowledge. Please call or e-mall meif
you have any further questions.

Best regards,

DdeVan Cantfort
Doctord student, UGA
706-208-1529
dvc@arches.uga.edu




Round I1:

Listed below are the 36 statements you responded to in round one. In
parentheses at the end of each statement are two numbers. The firgt
number represents the average response to that statement from the group
of 20 pand members. The second number represents the most frequently
occurring response to that statement from the 20 panel members. For
example, the average response for question one was 3.2 and the most
frequently occurring response was 3(agree). Strongly disagree(1),
disagree(2), agree(3), and strongly agree(4) are the four choices from
which you can sdect.

In order to respond to this second round you will need

to "click” on "reply" then enter your response(either a1, 2, 3,

or 4) on theline at the end of each statement. After responding to dl
36 statements and the openended questions at the end of this survey,
just "click" on "send" and your responses will be sent back to me.
Again, thank you for your time and expertise. Now, please proceed by
clicking on "reply" and entering your responses to the following
Satements.

1. Consumers are listening to Web Radio because they cannot find the
programming they like to listen to on traditiond radio Setions.
(323 _

2. Consumers are listening to Web Radio because there are little or no
commercid interruptions in the programming. (2.2,3)

3. Consumers are listening to Web Radio because it provides better
quality sound than do many of the traditiond radio stations. (2.5, 2)

4. Consumers are listening to Web Radio as a companion activity while
making other uses of the Internet. (3.7,4)

5. Consumers who listen to Web Radio are mostly listening to
retransmissions of traditiond radio stations. (3.25,3)

6. In five years, Web Radio's tota audience will have grown by more
than 25%. (3.7,4)

7. Infive years, Web Radio's totd audience will have grown by more
than 50%. (3.5,4)

8. Infive years, Web Radio's totd audience will have grown by more
than 100%. (3.3,4) _
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9. | can describe today's "typicd” Web Radio listener. (2.95,3)

10. | can describe what the typical Web Radio listener will belikein
fiveyears. (23,2)

11. Web Radio has made it easier for consumersto listen to radio
programming whilea work. (39,4)

12. Web Radio has made it easier for consumersto listen to radio
programming whileat home. (3.3,3)

13. Web Radio has made it easer for consumersto listen to radio
programming whileinthecar. (14,1)

14. Web Radio has made it easier for the consumer to interact with the
program provider. (3.3,3)

15. Web Radio has made it possible for the consumer to access
programming that was not previoudy availableto them. (3.75,4)

16. To date, web Radio has not had an adverse effect on the number of
consumers listening to traditiond radio. (2.95,3)

17. Infive years, Web Radio will be amagor competitor (for audience
share) to traditiona radio. (2.65,3)

18. Infive years, DAB (digital audio broadcasting) will have more of
an impact on the radio listening experience than will Web Radio. (1.92,

2)__

19. In five years, satellite radio will have more of an impact on the
radio listening experience than will Web Radio. (24,2)

20. In five years, wireless web radio will have more of an impact on
the radio listening experience than will Web Radio. (2.25,2)

21. Web Radio is currently an income-generating vehicle for your
business organization. (34,3)

22. Within five years, Web Radio will be an income-generdting vehicle
for your busnessorganization. (34,3)

23. Web Radio's main source of income will be derived from the sale of
30 and 60 second spot announcements aired within the programming.
(215,2)
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24. Web Radio will be advertiser-supported but its main source of
incomewill not be from spot ads but rather from on screen
advertisements and direct response advertising. (3.05,3)

25.Web Radio will have no impact on the advertiser- supported model of
radio consumption. (1.55,1)

26. Infive years, the tota income generated by Web Radio will have
increased by morethan 25%. (3.5,3)

27. Infive years, the tota income generated by Web Radio will have
increased by more than 50%. (34, 3)

28. Infive years, the total income generated by Web Radio will have
increased by morethan 100%. (3.3,4)

29. To befinancidly successful, Web Radio will have to generate
income using the same business modd that traditiona radio stations
use. (2.15,2)

30. | can describe what the "typicd"” Web Radio gation's busness
modd will look likeinfiveyears. (1.95,2)

31. Web Radio isabrand extenson for my organization. (3.4,4)

32. Web Radio isawhole new product offering for my organization.
(21,2) __

33. My dation's webgte only offers audio that is dso available from
over-the-air trangmissions. (255,2)

34. My gdtion's webgite offers streaming audio that is not available
from over-the-air tranamissions. (2.85,4)

35. Web only radio stations can successfully compete against
traditional/web operations for audience share. (2.35,3)

36. Web only radio stations can successfully compete against
traditional/web operations for advertisng revenues. (2.3,2)

Having seen how your peers responded to the above statements and having
now entered your second set of responses to those statements, please

take a moment to respond to the three open-ended questions that you
were presented with in the first survey. Those questions are listed

below. Please enter your comments in the space provided.



1. Why are consumers choosing to listen to Web Radio?

2. How is Web Radio influencing the radio lisening experience?

3. IsWeb Radio having an impact on the advertiser-supported model of
radio consumption? If so, how and if not, why not?

Thank you so very much for your time and efforts. If you have finished
responding to al 36 statements and the opertended questions, please
save a copy of your completed survey in case | need to contact you
about your responses, then "click™ on "send” to return your responses
tome
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