
Web Radio: Possibilities, Opportunities, and Pitfalls

Rebecca Ann Lind, University of Illinois at Chicago
&

Norman J. Medoff, Northern Arizona University.

Introduction and Research Questions

We know that Bob Dylan’s refrain “The times, they are a-changing” applies to

broadcasters.  But with all the attention paid to the obvious technological and regulatory

developments affecting television, it is all too easy to miss the fact that the radio industry is

facing a potential revolution of its own.  Technological advances have made Web radio an

exciting new development in the industry.  What is it now?  What can it become?  

There are several benefits perceived by radio stations that employ Web radio sites.

First, Web audio files can be listened to at anytime regardless of when they were first

“aired.”  Users are not tied to a broadcast schedule where listeners have to tune in at the time

their program is being broadcast: they can listen to archived files whenever they choose.

Although some netcasts and cybercasts (Internet radio broadcasts) are live, radio programs

and newscasts can be stored on servers available to listeners anytime (this is known as audio-

on-demand: users demand, users get it).  Second, netcasts can be heard from anywhere in the

world regardless of the place of origin.  Third, online users can not only listen to radio, but

they can also see some aspects of it.  Song lyrics, rock bands in concert, and news can be

seen via text, graphics, or video, opening up a wide range of possibilities never before

available to traditionally delivered radio stations. Finally, multitasking allows Web radio

listeners to perform other computer tasks while using their computers to access Web sites. 
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Estimates of the number of Web users vary widely.  Recent estimates of online users

in the U.S. range from as low as 5.8 million (“O’Reilly Survey Sets,” 1995) to 51 million

users (over 25% of the U.S.) population (GVU’s Seventh WWW User Survey, 1997).  These

kinds of usage numbers demand that broadcasts look closely at this new method of

distribution.  It appears that the Web is rapidly approaching a benchmark usage level.

Markus (1990) suggests that before any medium can be considered a mass medium, a critical

mass of adopters must be reached.  This level has been put at 50 million users by some, and

it appears that the pace of Internet adoption almost guarantees 50 million users sometime in

the next two to three years, only eight years after its emergence as a consumer medium

(Neufeld, 1997; “Why Internet Advertising,” 1997).  

Programmers, sales managers, and marketing/promotion directors alike need to

understand the potential of Web radio broadcasting.  Yet the industry has precious little

scholarly empirical research to draw upon.  Anecdotal information is available in the trade

and magazine press, but that fails to provide the firm foundation offered by systematic

investigation.  Forward-thinking broadcasters have already begun exploring the possibilities

of Web radio, and the present exploratory and descriptive research is intended to pass the

benefits of lessons learned by these innovators to the radio industry as a whole.  

Thus, the present research is designed to provide information regarding the extent of

Web radio broadcasting in the US, briefly describe the range of content and types of graphic

devices currently used by Web radio broadcasters as well as the types of changes Web

broadcasters anticipate making, discuss the advantages and opportunities presented when

employing this new technology, and warn broadcasters of the lessons learned by those

already on the Web – what are the dangers and pitfalls that exist?
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Furthermore, because radio broadcasters provide their services in the public interest,

convenience, and necessity, we must also investigate the audience of Web radio.  How does

the audience utilize this new technology?  What are the uses and gratifications of radio

station Web sites for the audience?  What do people who visit radio station Web sites like to

see and hear there?  What would people who have never been to radio station Web sites like

to find? 

This research, then, has dual focal points: the Web radio broadcaster and the (actual

and potential) radio station Web site visitor.  As will be detailed below, the research used

multiple methodologies (interview, Web-based survey, and content analysis) and occurred in

five phases.  Our study is guided by the following research questions, the first five of which

focus on the broadcaster and allow us to define and describe Web radio:

RQ 1.  To what extent is Web radio used by radio broadcasters? 

RQ 2.  What is the range of content offered on radio stations’ Web sites?

RQ 3.  What changes in the content of Web sites do radio broadcasters plan to
implement?

RQ 4.  What benefits have broadcasters realized as a result of having a Web site?

RQ 5.  What problems have radio broadcasters encountered with their Web sites?

The three research questions focusing on the audience allow us to investigate people’s

Web site usage behavior, people’s motivations underlying Web radio consumption (or the

lack thereof), and the types of content people enjoy or would like to have available on radio

stations’ Web sites:
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RQ 6.  What is the Web radio audience’s listening behavior? 

RQ 7.  What are the motivations or uses and gratifications of Web radio listening as
reported by actual Web radio audiences, and why have potential Web radio audience
members not accessed radio station Web sites? 

RQ 8.  What types of content would potential Web radio audiences like to have access
to, and what types of content do actual Web radio audiences enjoy?

In this study, key terms were defined as follows:

Audiences and audience members are defined as individuals who visit radio station

Web sites.  We will refer to these individuals throughout this report as audiences, audience

members, listeners (even though they may not technically be listening to the station while

accessing the stations’ Web sites), visitors, and users.

Actual audiences and actual audience members are defined as individuals who have

actually visited radio station Web sites at least once.  We will again use words such as actual

audiences, audience members, listeners, visitors, and users when referring to these people.

Potential  audiences and potential  audience members are defined as individuals who

report they have not visited radio station Web sites.  As above, we will use words such as

potential audiences, audience members, listeners, visitors, and users when referring to these

individuals.

Radio broadcaster is defined as a commercial, over-the-air, U.S. radio station.  Our

study excludes television stations, non-commercial radio stations, Internet-only stations, all

non-U.S. stations, and individual/organizational program producers who provide content but

do not themselves broadcast over-the-air.
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Review of Literature

Because of its dual focus, our study is informed by two main streams of literature:

studies regarding Internet use and the use of Web radio and the uses and gratifications

perspective in mass media research.  

Internet and Web Radio Use

Audience measurement of Internet users who visit radio Web sites is a relatively new area of

study.  Live Internet audio began on September 5, 1995 when Progressive Networks

transmitted the Seattle Mariners and New York Yankees game online.  The University of

Kansas made history on December 3, 1994, when its student-run radio station went live on the

internet 24 hours per day.  Dallas station KLIF-AM entered the record books on September 9,

1995 as the first commercial radio station to netcast live continuous programming (AudioNet,

1997; Kaye & Medoff, 1999).

Early studies seem to indicate that some people use broadcast radio less and Web radio

more (American Internet User Survey, 1997, Kaye, 1998), although this is reported by a small

percentage of radio listeners.  If this trend continues, however, it could have a sizable impact

on the size of traditional radio’s audience.  

A recent study conducted by Arbitron and Edison Media Research found that both

Internet access and listening to radio and other audio programming has grown rapidly over the

past six months.  On-line radio/audio listenership penetration has doubled in six months.  In

July of 1998, 6% of survey respondents said that they have listened to radio on the Internet.

The most recent survey (reported in February, 1999) found that 13% of all Americans have
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listened to Web radio.  In addition, 23% of the respondents stated that they would be very

interested in purchasing music CDs and tapes from radio station Web sites, an obvious

advantage for an industry relying heavily on music as a key program element (“Internet radio

listening,” 1999).

There have been other studies conducted by university researchers that focus on

broadcasters’ use of the Internet.  A study by Bates and King (1996) explored how local

television broadcasters are using the Web.  Their findings show that television broadcasters did

not create very sophisticated sites, did not make full use of the Web’s capabilities, and used

their sites primarily to provide promotional material.  

The Uses and Gratifications Perspective

It seems obvious that the uses and gratifications perspective is a valid one with which to

study visitors’ use of radio station Web sites.  Its focus is on what people do with the media,

rather than on what the media do to people; it takes us out of the realm of thinking that the

audience is passive, and it provides a way to understand the functions of not only the media in

general but any particular medium.

One of the major assumptions of the uses and gratifications perspective is that of an

active audience, an audience that does not merely absorb and accept any and all messages

disseminated via the mass media.   According to Katz & Foulkes (1962), the uses and

gratifications "approach proceeds from the assumption that the social and psychological

attributes of individuals and groups shape their use of the mass media rather than vice versa.

This is the approach that asks the question, not  'What do the media do to people?' but rather

'What do people do with the media?'" (p.  378).  This is an important distinction, a distinction
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which has guided much mass communication research since it was first put forth by Katz in

1959.

Numerous scholars have echoed and sometimes elaborated upon Katz' "what people

do with the media" theme.  For example, McQuail (1984) wrote that uses and gratifications

"derives from a conviction that what is central for mass communication is not message-

making or sending and not even the messages themselves, but the choice, reception and

manner of response of the audience (p. 183).  Rubin (1986) wrote, "some basic tenets of uses

and gratifications . . . include the overriding belief that individuals differentially select and

use communication vehicles to gratify or satisfy felt needs.  Media and communication

channel use is motivated behavior that performs certain functions for the individual users.

People, not the media, are most influential in the relationship" (p. 281). 

In their oft-quoted article, Katz, Blumler & Gurevitch described a model of the uses

and gratifications approach as being concerned with (1) the social and psychological origins of

(2) needs, which generate (3) expectations of (4) the mass media or other sources, which lead

to (5) differential patterns of media exposure (or engagement in other activities), resulting in

(6) need gratifications and (7) other consequences, perhaps mostly unintended ones"  (1974, p.

20).  The authors stated that researchers may  use  any  one  of  the  seven components as

starting  points.  "…however  varied [researchers'] individual points of departure, they all strive

toward an assessment of media consumption in audience-related terms, rather than in

technological, aesthetic, ideological, or other more or less 'elitist' terms" (p. 21).

Others have attempted to integrate the uses and gratifications traditions with other

traditions, such as effects, expectancy-value, transactional, or agenda-setting research.  For

example, Galloway & Meek (1981) put forth an expectancy model of uses and gratifications
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which draws upon both the uses and gratifications and the expectancy traditions, and "includes

assumptions about interaction, interdependence, and reciprocal influence rather than

supremacy by either audience or media alone" (p. 446). Palmgreen & Rayburn's (1982) model

also is an expectancy-value model, but it  differentiates between gratifications sought and

gratifications obtained. 

McLeod & Becker (1974) wrote that a transactional model of uses and gratifications,

on the other hand, would be appropriate.  "A reasonable synthesis of the hypodermic and

limited effects models, in which the exposure characteristics of the message combine with the

orientations of the audience member in producing an effect, may be able to escape the

unwarranted simplicities of each of the parent models"  (p. 141).    Likewise, Wenner (1985)

wrote that a general transactional model describes broad systematic relationships guiding

media consumption and their effects for the individual and society.

McCombs & Weaver (1985) suggested merging gratifications and agenda-setting, and

Rosengren (1974) attempted to account for numerous social factors (both intra- and extra-

individual factors) in an extremely complex, rather unwieldy model he described as "a

somewhat more elaborate paradigm."  Clearly, there is much variety in the uses and

gratifications tradition!

Just as with the models, many typologies of media use are available. Typologies

of media use vary in sophistication and complexity, as well as in the exact dimensions

contained within each typology.  For example, some researchers prefer to categorize media

use on an activity dimension as "active" or "passive" (Levy, 1978), or on an overall usage

dimension, as "ritualized" or "instrumental"  (Rubin & Rubin, 1985; Rubin, 1984), or even

on a time dimension, as "immediate" or "delayed" gratifications (Schramm, 1949).  It is more
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common, however, to create functional typologies based on the work of Lasswell  and

Wright. 

 Stanford (1984) used Blumler's (1979) three-category system of functions which

includes "information, diversion, and personal guidance."  Katz, Gurevitch & Haas (1973)

created a five-part typology of audience needs, which may be related to functions: cognitive,

affective, personal integrative, social integrative, and escapist. Rubin’s (1981) more  complex

nine-category typology incorporates these  viewing motivations:  program content,

entertainment, relaxation, pass time/habit, information, escape, arousal, companionship, and

social interaction.

Each of the functions or dimensions in these typologies  generally are supported by

multiple ideas.  For example, survey items which would be considered to comprise parts of an

"information" function would include those such as "I watch television to learn about the world

around me," "I watch television to keep up with what local politicians are doing," "I watch

television to find out what happened while I was asleep last night," and others.

Because of the relative underlying homogeneity of these functional typologies, and the

basic similarity of individual items on questionnaires and surveys, we were able to borrow

heavily from the literature when constructing the survey used in the present research.

The question then becomes, "What might be the typology of the functions of radio

station Web site use?"  Murphy (1998) focused on Web site visitors to rock- and classic rock

formatted radio stations, and found six main types of reasons people visit such sites. The

category Murphy called “It feels good to know” included knowledge of the radio

personalities and the station, station activities and events, and information in general.

Aesthetic appeal focused on visitor enjoyment of the visual aspects and graphic design of the
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Web site.  Downloading appeal included listening to streamed audio or downloading other

available audio or video clips. Entertainment appeal reflected visitors’ interest in diversion or

having fun.  Information appeal met visitors’ needs for facts and information that interested

them, including programming information, music information, news, weather, and the like.

Finally, interaction appeal reflects people’s desires to send the station or DJs email, join other

listeners in chatrooms, or take part in contests 

Because we are considering Web radio more broadly than rock and classic rock

formats, we propose a different typology of gratifications of radio station use, one that

includes five functional categories. Entertainment gratifications relate to relaxation, diversion,

and having fun, and includes playing games and entering contests on line as well as

downloading audio and video content.   Information gratifications center on receiving content

that is of a factual nature, such as local, national, international, entertainment, celebrity, and

music-, sports- or weather-oriented news.  These gratifications are also met by highly localized

or specialized content such as school closings and traffic reports.  All of this information may

be housed directly on the station’s Web site, or it may be accessible via hyperlinks. Signal

reception and enhancement gratifications are concerned with hearing the radio station’s live

on-air signal through the visitor’s computer.  Stations that stream audio may find listeners on

the Web have tuned in to hear a local signal that otherwise would be of lesser quality or even

unavailable, to hear a station from a distant location, or just to enjoy the novelty of receiving a

signal through an alternate distribution system.  Escape gratifications are those which indicate

the visitor is attempting to become distracted or to alleviate boredom.  Interaction gratifications

are those involving communication between the visitor and the station, or between the visitor
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and other visitors.  These take the form of email messages, chatrooms, on-line requests, and the

like.

Method

The present research relied on interview and survey data, as well as content analysis.

Methods for each of the five phases of the research are described separately.

Phase 1 -- Station Interviews.

 In-depth interviews were conducted on-site with a total of 19 Web radio broadcasters

in Chicago, Los Angeles, Minneapolis, and Phoenix in June and July, 1998.  Interviews

lasted an average of 45 minutes, and utilized a semi-structured open-ended interview

schedule.  There were three main sections of the interview.  First, interviewees discussed

whether their stations were streaming audio, and the reasons why or why not, as well as the

changes they planned to make in their stations’ Web sites and what benefits they expected to

accrue as a result of such changes.  Next, the interview shifted to why the station decided to

launch a Web site, what benefits had been realized from the Web site, and what drawbacks or

problems they’d encountered from being on the Web.  The final section of the interview

covered Web partnerships, general advice for stations considering going on the Web, and

what other lessons they’ve learned from their experiences.  These interviews were used to

guide in the creation of the survey instrument distributed in Phase 2 of the research.
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Phase 2 – Station Survey. 

Based on the in-depth interviews conducted in Phase 1, a questionnaire was

developed to address the types of issues just presented.  It was placed on a Web site and was

designed to provide anonymous responses.  The researchers did not collect any information

about respondents other than that included in the survey.  If they wished, respondents could

email the researchers directly from the survey. The questionnaire asked stations whether they

streamed audio, why or why not, a bit about the history of and the station’s attitudes toward

the Web site, what changes were planned, whether (and how) the stations used their Web

sites to generate non-spot revenue, benefits and problems encountered from being on the

Web, Web partnerships, advice for stations getting ready to launch a Web site, and

descriptive information about the station.  Most questions were closed-ended, although most

allowed the selection of multiple responses and an “other” option the respondent could fill in

as she or he chose.  The survey was pre-tested and refined prior to the actual data collection

process.  Data were collected from October, 1998 through March, 1999.

We used email messages to invite stations to participate in our Web-based survey.

The message included a description of the survey, the URL where the survey could be found,

and a request for participation.  We asked that the email message be forwarded to the person

most closely associated with the station’s Web site.

The following process was used to select and invite stations to participate in the

survey. Several lists of radio stations on the internet were consulted for use as a universe.

The MIT List of Radio Broadcast Stations on the Internet (MIT, 1999)  was selected for its

completeness.  The list was categorized in several ways and the researchers selected the list

that was categorized by frequency. The stations were linked by call letters from the list to the
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stations’ home page, and we retrieved the stations’ email addresses by accessing all of the

stations’ Web pages.  

However, of the 6,000 stations listed, many were not U.S. broadcasters, or were non-

commercial stations, and therefore were not to be included in our study.  In addition, some of

the links from the MIT list did not lead to a station’s home page, but rather to a message

stating that no such page existed.  This occurred when the station had been sold, call letters

changed, or servers changed (thus giving the Web site a new address).  We also received this

message when stations had not maintained their Web site (by not paying their Internet

Service Provider bill or the Webmasters responsible for creating and maintaining their Web

sites), or when sites were under construction or re-construction.  Some other stations simply

did not provide email addresses on their Web sites, which precluded their being invited to

participate in the survey.  

After we constructed a list of all the email addresses we could find on the Web sites

of the U.S. commercial radio broadcasters, we discovered many duplicates, which further

limited the size of the actual sample we could construct from the 6000 stations on the MIT

list.  Specifically, many stations with Web sites shared sites with other stations -- often group

owned -- or one person was responsible for several stations and had his or her e-mail address

on all of those stations’ sites.  Thus, invitations for participation in the study were sent to a

total of 1479 radio stations.  These requests were sent on September 30, 1999, with follow up

reminders sent in October 1998 and January 1999. 
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Phase 3 – Student Web site Visitor and Non-Web site Visitor Surveys. 

Independently of and concurrent with Phase 2, we surveyed college students about

their use of Web radio.  In the Fall of 1998, teachers at 14 university- and college

communication and mass communication departments from around the U.S. were asked to

recruit their students to participate in a survey about Web radio.  We encouraged instructors

to offer extra credit for their students’ participation, but of course that was optional.  A

student sample was desirable because we were interested not only in the opinions of

individuals who had visited radio station Web sites, but also those who had not.  The Web-

based survey began with a central page from which students who had visited radio station

Web sites were directed to one survey and those who had not were directed to another.  Data

were collected from October through December, 1998.

The survey for students who had visited radio station Web sites began with a series of

uses and gratifications questions asking why participants visited radio station Web sites (to

get concert information, so I can learn about DJs, because it helps me pass the time, etc.) and

why participants liked to visit radio station Web sites (they have useful information, I can

listen to their broadcasts with my computer, I can enter contests, etc.).  Each of these

questions was of a Likert-type structure presenting respondents with four options ranging

from strongly disagree to strongly agree.  Following these uses and gratifications questions,

participants were asked about their usage of radio station Web sites (amount of time spent at

sites, time of day of use, preferred formats, and location from which the browsing occurred).

The survey concluded with a series of demographic questions (zip code, gender, race, etc.)

and an open-ended question asking whether there was anything else the respondent wanted to
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tell us about visiting radio station Web sites.  We did not include an age variable in these

questions because of the limited variance expected due to the use of a student sample.  

The survey for students who had not visited radio station Web sites began with a

series of open ended questions asking respondents what they would like to find on radio

station Web sites, what they would like to do on their visit to the Web sites, and why they

had not visited radio station Web sites.  They were then asked what types of station formats

they might like to visit on the Web, as well as the same series of demographic questions and

the final open-ended question included in the survey for Web site visitors.   

Responses to the three primary open-ended questions in the student non-visitor

sample were subjected to content analysis.  Using a data-driven, inductive approach, the two

primary researchers created content categories by examining the text of the responses and

noted commonly-appearing themes in the data.  Following the explication of the content

categories, the researchers worked together to code a subset of the responses before

individually coding the remainder.  Because the discovery of the content categories directly

responds to research questions, the categories are presented in the results section rather than

here.

Phase 4 – Listener/Visitor Survey. 

In January, 1999, we sent an email message to the same list of stations we had

originally contacted to participate in the Phase 2 survey.  This message served two purposes:

it reminded stations that had not yet participated in the survey that they could still do so, and

it requested that stations put links on their home pages so that their listeners could participate

in a survey about radio station Web sites.  The Web site visitor survey was identical to the
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survey presented to students who had visited radio station Web sites (described in Phase 3

above) except that the age variable was added to the list of other demographic questions.

Although the general call for stations to put links on their Web sites was made in

January, and it is then that data collection began in earnest, some stations had placed the link

to the survey on their Web sites earlier.  When we first invited stations to complete the

station survey (Phase 2), some broadcasters contacted us and asked if there was any other

way they could help.  We explained we were planning to ask stations to put links to a

listener/visitor survey in January, but that if they’d like to put up the link earlier we’d be

happy to start collecting data. Therefore, although the primary data collection period for the

listener/visitor survey was January through March, 1999, data were collected as early as

November 1998.

Phase 5 – Radio Station Web Site Coding. 

Using an adaptation of a coding system devised by Bates & King (1995), trained

coders conducted a content analysis of 791 radio station Web sites.  The system codes the

size of the site (number of pages), whether the station streams audio or has non-streamed

audio available, how many ads (and of what type, such as Banner, Logo, etc.) are on the site,

how many pictures and other graphic still images are on the site (and of what type, such as

personnel, community, musical artists, etc.), and how many videos are on the site (and of

what type, such as personnel, community, musical artists, etc.). The system also notes the

presence of certain other types of content, each of which is defined in Appendix A: Guides,

Promotional (program information, talent information, activities/announcements, contests,

concert information, station policies, and station information), Informational (news, weather,
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sports, columns, local information, entertainment news, and health news), and Forms (email,

chat rooms, surveys, guest books/mailing lists, and listener clubs).

The sample was taken from the MIT List of Radio Stations on the Internet (MIT,

1998). Initially we randomly sampled 1200 U.S. commercial stations from the list, but our

actual sample is much smaller than that because we ran into two difficulties.  First, many of

the selected stations could not be coded because we were unable to find them on the Web, or

their Web pages were still under construction, frozen due to non-payment to a service

provider, or for some other reason non-functional.  Second, although we provided thorough

training of the coders and oversaw them throughout the coding process, some of the

codeforms had missing data and were excluded from the analysis.  Thus our sample of 791

does not represent a true random sample of the stations in our sampling frame, but we are

comfortable in saying that the results of the content analysis provide a useful picture of the

way radio stations are using the Web today.

Results

Prior to addressing the results by Research Question, we will describe each of the

four achieved samples, including response rate as appropriate.  We present more detail about

the station sample than about any of the others, because to do so not only describes the

respondents but also provides information regarding the individuals primarily responsible for

creating and maintaining radio station Web sites.

Achieved Samples.   

For the STATION SAMPLE, 2076 email messages were sent to radio stations with Web

sites (based on the MIT list).  One hundred seven messages were returned because the station
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no longer existed, had changed its address, or the address was for some other reason non-

functional. This left a total of 1642 valid messages sent out.  Of the stations that received the

email request for participation, 419 visited our Web site and completed the survey, for a

response rate of 25.5%.  

Respondents to this survey represented various departments, although most were  in

programming (30.6%) or management (25.0%).  Eleven point five percent were in

promotion, 7.4% in internet/multimedia, 6.9% in engineering, 4.9% in sales, 4.2% in news,

2.5% in traffic, and 7.1% in “other.”  Our sample had a fairly high level of experience with

radio station Web sites.  Most respondents had been working on their stations’ Web sites

between one and two years (34.6%), with 10.9% doing so for more than three years, although

14.2% of respondents had been working on the site for less than six months.  Respondents

report being fairly satisfied with and exercising great control over their stations’ Web sites;

85.5% were very or somewhat satisfied with their stations’ Web sites, and 86.2% report

having “a lot of control” or “almost total control’ over the sites.  Yet most respondents report

that relatively few person-hours per week are devoted to working on the Web site.  Nearly

half the sample (46.4%) said that four or fewer hours are devoted to the Web site per week;

29.7% between 5-10 hours, 15.0% between 11-20 hours, 2.7% between 21-30, 2.7% between

31-40, 1.2% between 41-60, and 0.5% between 61-100 hours per week.

A range of market sizes was represented by the station respondents; 10.3% reported

being in markets 1-10, 8.5% in markets 11-25, 13.2% in markets 26-50, 15.2% in markets

51-100, 12.7% in markets 101-150, and 40.1% in markets 151-200+.  A large number of

respondents worked with more than one radio stations’ Web site; 65.9% of respondents were

with AM stations, while 88.9% were with FM stations.  Of the AM stations, 69.0% of
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respondents represented one station, 21.8% two stations, 3.4% three, and 5.7% four or more

stations. Of the FM stations, 54.2% of respondents represented one station, 18.6% two

stations, 12.5% three, and 14.7% four or more stations.  

A variety of formats were also evident in the sample, as evidenced by Table 1.  The

most common format of stations responding to the survey was country (32.7%), followed by

Adult Contemporary (28.1%) and News (20.6%).  The distribution of formats of our

responding stations compares favorably to the distribution of formats across the country.  The

Radio Analysis presented by BRS Radio Consultants (BRS, 1999) categorizes radio stations

on the Web by format; the BRS ranking is similar to that found in the present study.  In both,

Country stations are the top format, Adult Contemporary is second and News is third. 

Table 1:  Format of Responding Stations
Rank Freq Percent

1 Country 130 32.7
2 A/C 112 28.1
3 News 82 20.6
4 Oldies/Nostalgia 79 19.8
5 Other 74 18.6
6 Classic Rock 69 17.3
7 Sports 63 15.8
8 CHR 52 13.1
9 Alternative 37 9.3

10 AOR 35 8.8
11 Religion 30 7.5
12 Jazz 21 5.3
13 Ethnic 10 2.5
14 Urban 10 2.5
15 Classical 8 2.0
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The WEB SITE LISTENER/VISITOR SAMPLE consists of a total of 2068 responses.  This

survey was completed by individuals who participated in the survey after gaining access

through an icon placed on the Web site of one of the 311 radio stations providing a link to our

survey.  We acknowledge the limitations of a self-selected sample, yet we believe the

information such respondents provide is indeed valuable if not fully generalizable.

The sample is fairly well distributed according to age (20.2% age 18-24; 12.4% age

25-29; 14.6% age 30-34; 15.5% age 35-39; 24.3% age 40-49; 10.4% age 50-59; and 2.7%

age 60 or older).  Of respondents indicating they lived in the U.S., 10.7% are from the

Northeast, 30.3% from the Southeast, 12.0% from the Upper Midwest, 13.5% from the

Lower Midwest, 6.2% from the Northwest, and 27.2% from the Southwest. A total of 62

respondents indicated they lived outside the U.S.  Of these, the largest number came from

Canada (21), followed by Australia (7), the United Kingdom (6) and Sweden (3).  Other

countries represented in the sample ranged from Brazil to France to Germany to Hong Kong

to India to Japan to South Africa, but none was represented by more than two respondents.

The sample is heavily male (60.1%), White (91.6%), well-educated (77.8% with some

college, a college degree, or post-graduate work), and has an annual household income

greater than $35,000 (21.1% report earning between $35,000-$49,999; 25.4% earn between

$50,000 and $74,999; 19.9% report earning $75,000 or more).   Most of the sample is

married (55.7%) and has children (58.0%).  

                                                
1   We extend our sincere thanks to the following stations for providing a link to our survey, and to their
listeners who took the time to fill it out:  KATK FM, KHUM FM, KICK FM, KITI FM, KKBN FM, KKRT
FM, KKRV FM, KLGT FM, KLLL AM/FM, KMCD AM, KMMX FM, KRXY FM, KSON FM, KXUS FM,
KYW AM, WBSR FM, WCMS AM/FM, WCVO FM, WLNF FM, WMNB FM, WNAW AM, WPVQ FM,
WRAL FM, WRUF AM/FM, WSJS AM, WTMT AM, WXKB FM, and WXPZ FM.
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The STUDENT LISTENER/VISITOR SAMPLE contains 353 responses.  The sample is fairly

well divided by gender (53.6% female), though it overrepresents students from the Midwest

(58.2%) and the west (41.5%).  Respondents are primarily single (84.0%), with no children

(92.8%).  The sample is 60.7% White, 16.3% Asian/Pacific Islander, 9.7% Latino, 8.5%

African American, 3.0% Bi/Multi racial, and 1.8% Native American.

The NON-LISTENER SAMPLE, also taken from a student population, contains 934

responses.  The sample is predominantly female (71.0%), Midwestern (72.5%), single

(82.4%), without children (92.0%).  The sample is fairly well distributed racially, with 43.6%

White, 19.0% Asian/Pacific Islander, 18.4% Latino, 14.7% African American, 3.4% Bi/Multi

racial, and 0.9% Native American.

 

RQ 1.  To what extent is Web radio used by radio broadcasters?

In answering this research question, we consulted several lists of radio broadcasters

using the Web. A number of possible lists of sites were consulted for this study. Two

comprehensive lists appeared to have the most utility for this study, the list from BRS Radio

Consultants and the MIT list.  The larger list is the MIT List of Radio Stations on the Internet

(MIT, 1998).  This list, emanating from the Massachusetts Institute of Technology, lists Web

radio stations in a number of options, including band, frequency, call letters and format. The

BRS list sorts Web radio sites by state, market and format.  Both lists are updated regularly.

For example, on June 1, 1998, the MIT list contained over 4,000 radio stations.  At the time

the sample for the present research was taken (September 1998), the MIT list had grown to
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6,000 stations.  As of March 1, 1999, the listing was of 7,500 station using the Web2.  The

BRS list claims a total of 7,821 stations as of March 17, 1999.  Thus, on first glance it would

appear as though close to 8000 stations are on the Web.  However, upon sampling stations

from the list we found that the actual number of different stations was lower than the total

number of stations listed.  As noted above, many stations were not U.S. stations and many

were non-commercial.  The links to some stations did not work, other links led to Web sites

that represented more than one station (e.g., several stations owned by one broadcast group

sharing a single site). Many stations are part of AM/FM combinations and logically share a

single Web site.  Other stations had one operation with two or more call letters and

frequencies. 

Considering only U.S. radio broadcasters, and excluding non-commercial FM

stations, the lists would seem to show that approximately 4,000 stations have Web sites.  The

BRS list sets the number of commercial radio Web sites at 3901 as of March 17, 1999, and

the MIT list updated March 30, 1999 includes 3063 commercial FM stations and 1538 AM

stations, but the AM number includes college and other non-commercial stations.  

However, our experience in trying to access each of the 6000 stations on the MIT list

indicated that the number of stations with working Web sites is probably much lower than

that.  To measure how many stations contained on the MIT list actually have working Web

sites,  we performed an test of the links contained in the list.  We drew a skip interval sample

of the MIT list; every 25th station on the list was sampled (including non-commercial

stations and stations that share Web sites). Of the 229 stations attempted, 190 worked and 39

did not, for a failure rate of 17.0%.  This yields a projected total of 4742 working Web radio

                                                
2 We note that while new stations are added to these lists regularly, stations that do not maintain their sites or for
other reasons have non-operational Web sites do not seem to be as regularly deleted, nor do site addresses
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sites – yet we were only able to find the email addresses for 2076 commercial broadcasters,

of which 325 were duplicates (station site duplication or multiple site management by a

single Webmaster).  Thus, we project that the actual number of stations with working Web

sites is less than 4000.

If we consider that there are about 10,000 commercial radio stations operating in the

U.S. (4742 AM and 5689 FM),  we project that as few as 25% of these stations and at most

40% have operational Web sites.  The more our inability to access the sites was caused by

changes in site addresses rather than site closure (or even the failure to launch a site as

anticipated), the higher the percentage would be.  Thus, we find that although there are

indeed significant numbers of radio stations having a presence on the Internet, and that the

number of stations on the Web increases continually, the majority of stations has yet to

venture into cyberspace. 

RQ 2.  What is the range of content offered on radio stations’ Web sites?

Our content analysis of 791 radio stations’ Web sites Web sites reveals that such Web

sites vary widely in size.  They range from one page to 713 pages, and average just under 20

pages (19.19). Most (84.96% of sites) incorporate guides, indices, or navigation bars to

facilitate visitors’ movement throughout the site.  Stations present a wide range of audio,

visual, and informative content on their Web sites.  But even though radio is an audio

medium, these Web sites tend not to utilize audio content to any great extent.  As Table 2

shows,  fewer  than a quarter (22.76%) of radio stations with Web sites stream audio, and

only 81 of the 791 stations analyzed provide other forms of downloadable audio.  Most of the

downloadable audio options are songs or song segments  (offered by 4.68% of the stations

                                                                                                                                                      
appear to be as regularly updated.
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coded) or live performances (available on 3.92% of the Web sites).  Very few stations offer

video downloads, either – only 12 of the 791 coded Web sites utilized videos.  One of these

stations made 10 music video clips available to visitors, but that station was the exception

rather than the rule. (For the complete coding system, including all definitions, see Appendix

A.)

Yet while videos were uncommon on the Web sites in the sample for the present

research, still photographs were not.  Most (71.43%) of the Web sites presented photographs

to visitors, with an average of 14.10 photographs on the site.  The number of photographs on

the Web sites ranged from 0 to 315.  Most of the photographs were of station personnel (on

67.13% of the sites coded), followed by photographs of the community (on 17.95% of the

sites) and musical artists or other celebrities (on 15.8% of the sites.)

Nearly half (49.68%) of the stations’ Web sites contained advertisements. Most of the

ads were advertiser logos with links to the advertisers’ Web sites (on 30.97% of coded Web

sites), followed by banner ads with links (on 23.01% of all sites).  A number of stations (71,

or 8.89% of the sample) provide e-commerce opportunities for visitors, allowing purchase of

items from advertisers or directly from the station itself.  A few stations utilized their Web

sites to distribute rate cards for on-air (32 stations) or Web site (4 stations) advertising.  Of

sites containing advertising, the number of ads per Web site ranged from 1 to 101.

Stations used their Web sites to provide promotional and informational content, as

well as forms facilitating interaction with the station.  Promotional content most often

included information about programming (72.69% of the Web sites), talent (68.27% of sites),

and the station in general (58.03%).  Far fewer stations provide information about station

activities and events (35.40%) or contests (32.11%).  Informational content was located both
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on the stations’ Web sites and on remote sites accessed via hyperlink.  On-site informational

content most often included local information (23.39% of sites), weather (16.56%), sports

(16.43%), and news (17.07% of the coded Web sites).  Informational content accessible via

hyperlink most often included weather (29.86% of Web sites), sports (18.84%), news

(17.07%), and entertainment news (10.37% of stations’ Web sites).  Communication with the

station or other listeners was facilitated through the use of forms on many stations.  E-mail

was the dominant mode of communication, offered on 76.86% of the Web sites.  Far fewer

stations used a guestbook or other visitor sign in form (26.17%), chatrooms (14.54%),

surveys (12.64%), or listener clubs (10.49%).  Only a small number of stations used bulletin

boards (3.54%) or other (3.29%) means such as request forms, job search forms, or even

listener dating services, to encourage interaction with and between Web site visitors. 
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Table 2:  Content Elements on Radio Stations' Web Sites

Freq Percent Mean SD

Streamed Audio 180 22.76 n/a n/a
Non-Streamed Audio: 81 10.24 n/a n/a

Live performances 31 3.92 n/a n/a
Interviews 22 2.78 n/a n/a
Songs/Clips 37 4.68 n/a n/a
Other 14 1.77 n/a n/a

Ads:
Banner 42 5.31 2.21 2.45
Banner with Links 182 23.01 3.32 3.59
Logo 42 5.31 3.64 4.74
Logo with links 245 30.97 5.31 8.82
E-commerce 71 8.89 1.18 0.62
On-air rate card 32 4.05 1.00 0.00
Website rate card 4 0.51 1.00 0.00
Other 7 0.88 1.00 0.00

Types of photos on site:
Personnel 531 67.13 9.40 15.34
Facilities 62 7.84 2.84 3.34
Musical artists/celebs 125 15.80 9.38 18.37
Community 142 17.95 7.51 9.42
Combo personnel/artist 61 7.71 5.08 5.68
Other 51 6.45 4.90 9.99

Videos on site:
Personnel 6 0.76 2.67 2.88
Facilities 1 0.13 5.00 n/a
Musical artists/celebs 2 0.25 6.50 4.95
Community 1 0.13 1.00 n/a
Combo personnel/artist 0 0.00 0.00 n/a
Other 3 0.38 1.00 0.00

Size of website (# of pages) n/a n/a 19.19 39.66

Guide 672 84.96 n/a n/a

Stations with Each 
Content Element

Average # of that 
element on stations

continued…

(of sites with videos)

(of sites with photos)

(of sites with ads)
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Table 2:  Continued

Freq Percent

Promotional content on site:
Program information 575 72.69
Talent information 540 68.27
Activities 280 35.40
Contests 254 32.11
Concert information 188 23.77
Policies 79 9.99
Station information 459 58.03

Informational content on site:
News (on site) 126 15.93
News (linked to) 135 17.07
Weather (on site) 131 16.56
Weather (linked to) 165 20.86
Sports (on site) 130 16.43
Sports (linked to) 149 18.84
Columns (on site) 13 1.64
Columns (linked to) 13 1.64
Local info (on site) 185 23.39
Local info (linked to) 37 4.68
Entertain. news (on site) 35 4.42
Entertain. (linked to) 82 10.37
Health news (on site) 10 1.26
Health news (linked to) 13 1.64

Forms available on site:
E-mail 608 76.86
Chatrooms 115 14.54
Bulletin Boards 28 3.54
Surveys 100 12.64
Listener Clubs 83 10.49
Guest Book 207 26.17
Other 26 3.29

Stations with Each 
Content Element
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As previously noted, our content analysis revealed that only 22.76% of

stations with Web sites streamed audio.  However, we also asked radio stations

responding to our survey whether they streamed audio, and the number was much

higher:  36.9% report streaming at the time of the survey, with an additional 16.5%

saying they plan to stream audio within the next six months.   Other stations have

never streamed audio (43.2%) or used to stream but stopped (3.4%).  Additional

survey questions focused on why stations did or did not stream audio.

When asked why the station was streaming audio, a wide variety of responses

was received.  Table 3 shows that the top two responses dealt with increasing or

improving signal reception.  The desire to reach an out-of-town audience was

mentioned by 40.8% of the respondents.  The desire to reach office buildings in town

was mentioned by 31.1%.  (During the interview phase of the research, interviewees

representing AM stations in large markets often discussed reception problems in

downtown areas or areas with tall buildings.  Streaming audio allows office workers

in these buildings to hear the station without interference.)

When stations that did not stream audio were asked why they did not do so,

they cited reasons such as the expense (33.5%), licensing issues (19.7%), and the

perception that streaming audio would not improve the bottom line (12.9%).

Responses to this question are shown in Table 4. Some stations that were interviewed

stated very plainly that listeners outside their coverage area did not fill out audience

diaries and would not help ratings, therefore were not of particular interest or value to

the station.
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Table 3:  Why Stations Stream Audio
Rank Freq Percent

1 Reach out of town audience 168 40.8
2 Reach office buildings in town 128 31.1
3 Audience demand 111 26.9
4 Greater sales opportunities 102 24.8
5 Station staff wanted it 97 23.5
6 Better local coverage 91 22.1
7 Management wanted it 89 21.6
8 Other stations were streaming 69 16.8
9 Offer different/additional content 40 9.7

10 Other 32 7.8
11 Advertisers requested 20 4.9
12 Web partners requested 19 4.6
13 Don't Know 4 1.0

Table 4:  Why Stations Don't Stream Audio
Rank Freq Percent

1 Expense 138 33.5
2 Licensing issues 81 19.7
3 Doesn’t help bottom line 53 12.9
4 Technical drawbacks 49 11.9
5 Sound quality 43 10.4
6 No demand 37 9.0
7 No additional value 26 6.3
8 Other 24 5.8
9 Don't know 19 4.6

10 Corporate policy 14 3.4

RQ 3.  What changes in the content of Web sites do radio broadcasters plan to
implement?

Table 5 shows that Web site changes are planned by many stations.  Of the stations

responding to this survey, only 32 (7.9%) planned no changes at all.  Of those that did plan

changes, nearly 70% said they would add information about the community and events. 
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Additional programming also was planned by almost 70% of the stations.  More than 60%

were going to add more links to other sites, while about 44% of respondents intended to

make more frequent updates to their sites. 

Table 5:  Planned Changes to Websites
Rank Freq Percent

(No changes planned) 32 7.9
Of those planning changes:

1 More info on community & events 260 69.9
2 Additional programming 256 68.8
3 More links to other sites 226 60.8
4 More frequent updates 163 43.8
5 Add archived material 109 29.3
6 Stream audio 102 27.4
7 Other 79 21.2

RQ 4.  What benefits have broadcasters realized as a result of having a Web site?

Stations were asked to give reasons as to why they launched station Web sites, as

Table 6 shows.  This question generated a large number of responses by many of the stations,

indicating that the sites were often launched for several reasons.  The most common reason

for launching the site was to encourage and facilitate audience interaction with the station

and station talent (67.7%).  Another response that received mentions by over half the

respondents was that the station was “hip” or on the cutting edge of what’s going on (58.1%).

Several responses were mentioned by nearly half of the stations:  Sales opportunities

(44.8%), because other stations are doing it (43.8%) and to extend or improve coverage

(43.8%).  Over one third of the stations mentioned that their audience requested a station

Web site (34.0%).  Almost 20% (19.5%) launched sites because of corporate or management
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request, while 14.3% launched a site based on the request of clients or potential Web

partners.

Rank Freq Percent
1 Audience interaction with station/talent 275 67.7
2 We're 'hip;' have to be cutting edge 236 58.1
3 Sales opportunities 182 44.8
4 Other stations doing it 178 43.8
5 Extend/improve coverage 178 43.8
6 Audience request 138 34.0
7 Corporate/management request 79 19.5
8 Other 61 15.0
9 Clients/web partner request 58 14.3

Table 6:  Why Stations Launched Websites

Given the time and resources necessary to plan, implement, and maintain a radio

station Web site, it is important to investigate the benefits that accrue to an broadcaster as a

result of having the site.  More than was the case in other survey questions, a limited range of

response options was chosen.  Three benefits in particular were reported as being noticed by

more than 75% of our sample.  The two most frequently-chosen responses, improve station

image and provide more audience communication with the station, were chosen by more than

85% of the sample (86.1% and 85.6%, respectively). The response, “more station

communication with audience” was chosen by 76% of the sample.

Just as it had been mentioned by several stations during the initial in-depth

interviews, the ability of a Web site to increase audience and coverage area was chosen by

40.6% of respondents.  Another benefit of having a Web site, that of adding commercial or

sales benefits, was chosen by 25.5% of the sample.  Table 7 provides the frequency with

which the options were selected.
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Table 7:  Benefits of Websites
Rank Freq Percent

1 Improve station image 348 86.1
2 More aud. communication with station 346 85.6
3 More station communication with aud. 307 76.0
4 Increase audience/coverage area 164 40.6
5 New advertisers/increased sales 103 25.5
6 Other 47 11.6

Stations were asked about the generation of revenue from their Web site.  The most

common response was the sale of banner ads, which received mentions from 43.3% of the

respondents. The next most common responses were promotions (30.6%), links to other sites

(29.3%) and logos of products, services or other business (27.4%).  Per inquiry – type sales

were mentioned by 11.1% of the respondents.  Of the 32 respondents who mentioned “other”

forms of generating non-spot revenue, 11 referred to e-commerce such as an on-line mall or

the sale of station merchandise or music CDs.

Rank Freq Percent
1 Banner ads 136 43.3
2 Promotions 96 30.6
3 Links to advertiser websites 92 29.3
4 Logo ads 86 27.4
5 Per-inquiry type 35 11.1
6 Other 32 10.2

Table 8:  How Stations Generate Non-Spot Revenue on 
their Websites

Stations that do not generate non-spot revenue from their Web sites were asked why

they did not.  The most common responses seemed to indicate a lack of readiness.  The most
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common response was that the station simply never tried to sell non-spot ads (33.2%).  The

second most common response was that the station sales staff was not ready or was unwilling

to sell for the Web site (29.1%).  Respondents also mentioned that the station did not have

the personnel to develop, create and/or upload advertising material for the Web site (20.6%).

Other reasons cited by stations implied that station policy prevented this type of sales

activity.  Some stations simply did not want ads on their site (9.3%), while others stated the

Web site ad sales would interfere with on-air sales.  Some stations mentioned that their

clients didn’t want ads on the Web site (5.7%).

Rank Freq Percent
1 Never tried to sell 82 33.2
2 Sales staff not ready/willing 72 29.1
3 No staff to create/upload ads 51 20.6
4 Other 40 16.2
5 Don't want ads on site 23 9.3
6 Interferes with sales of on-air ads 21 8.5
7 Clients don't want web ads 14 5.7

Table 9:  Why Stations Don't Generate Non-Spot Revenue 
on their Websites

 RQ 5.  What problems have radio broadcasters encountered with their Web sites?

Broadcasters have encountered a wide array of problems with their Web sites, as

shown in Table 10.  The most commonly-mentioned problem concerned the amount of time

required and the difficulty encountered in updating the Web sites’ content (62.8%).

Technical problems with hardware, software, or the server received the second-highest

number of mentions (39.4% of respondents).  A lack of commitment by station personnel
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(30.3%) and the large amount of time required to respond to audience feedback (26.2%) were

also often-mentioned problems.

Table 10:  Problems with Websites
Rank Freq Percent

1 Time/difficulty in updating content 228 62.8
2 Technical (hardware, software, server) 143 39.4
3 Station personnel lack commitment 110 30.3
4 Time to respond to aud feedback 95 26.2
5 Expense 70 19.3
6 Lack of management commitment 69 19.0
7 Sales staff/client unrealistic expectations 52 14.3
8 Other 40 11.0

Sometimes problems with station Web sites are caused by the staff’s lack of

knowledge about the Web in general.  Most respondents felt that their station staff was

somewhat informed about the Web (62.2%).  Less than 20 percent (19.8%) felt that station

staff was very informed.  Six percent felt that their staff was neither informed nor

uninformed, while a total of 12% felt that their station staff was either somewhat uninformed

(9.0%) or very uninformed (3.0%).

When asked what the respondents felt that their station staff should know more about,

the  most common response was that they should know more about the possibilities created

by being on the Web (82.3%).  Almost two thirds of the respondents cited the importance and

value of the Web (64.0%).  Design issues were named over 40% of the time.  Technical,

hardware and software problems, and cost factors each received about thirty percent

responses (32.8%, 29.1%, 29.1% respectively).  It appears that the above can also be

combined into two categories.  One reflects the desire for a staff that understands the concept
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of the Web and its potential.  The second category concerns the desire for a staff with greater

factual understanding of things such as technical, hardware, software, and cost factors. 

Table 11:  Station Staff Should Know More About:
Rank Freq Percent

1 Possibilities of web 311 82.3
2 Importance/value of web 242 64.0
3 Design issues 154 40.7
4 Technical constraints 124 32.8
5 Hardware/software issues 110 29.1
6 Cost factors 110 29.1
7 Other 20 5.3

In addition to discussing problems and benefits of being on the Web, respondents

were asked to give advice to stations that are creating Web sites in the future.  Reaction to

this question was very direct and unified.  An overwhelming majority of the respondents

(93.1%) would advise stations going on the Web to update the site often to keep it fresh.

Two thirds felt that getting the station to support the Web site (66.3%) and getting talent

involved (55.9%) was also important.  Others chose responses including reminding future

Web radio station site managers to plan the site around stated goals (53.0%) or to allow

sufficient time to respond to audience feedback in a timely manner (34.5%).  This latter item

was common theme in our in-depth interviews with people responsible for radio station Web

sites; they often indicated that responding to the audience’s email messages was very

important but took a very long time.
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Rank Freq Percent
1 Update often/keep it fresh 378 93.1
2 Get station behind web 269 66.3
3 Keep download times reasonable 268 66.0
4 Keep it simple 227 55.9
5 Get talent involved 227 55.9
6 Have goals 215 53.0
7 Allow time to respond to audience 140 34.5
8 Other 46 11.3

Table 12:  Advice for Stations Going on Web

Three additional research questions focused on audience Web site-visiting behavior,

their motivations for visiting Web sites, and what they would like to find on a radio station

Web site.  These questions were investigated for both general audiences and college

audiences.  One question, regarding what formats people would like to visit, was also posed

to non-listeners.

RQ 6.  What is the Web radio audience’s listening behavior?

This question was investigated by asking a set of questions designed to describe four

different aspects of listening behavior.  We asked student and general audience respondents

when they visited Web radio sites,  from where the access originated, how much time is

spent at stations’ Web sites, and to what type of station Web site they visited.  Tables 13-16

provide the responses to these questions.  A discussion of why people visit radio stations’

Web sites is presented in response to research question 7.
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When do people visit radio station Web sites?  

Unlike traditional broadcast radio, Web radio listeners seem to favor tuning in later in

the day, as shown in Table 13.  Both general and student listeners visited Web radio sites

often in the late afternoon/early evening (41.0% and 40.7%, respectively).  Both groups also

accessed station Web sites in the late evening (39.8% of the general audience and 45.6% of

the student audience).  Nighttime visits were reported by almost one third (31.7%) of all

general Web radio listeners, but did not show up as a time when students visited the Web.

This may be due to several things.  First, the general audience may have time after midnight

when they can use a phone line without causing household strife.  Also, the ISPs used by the

general audience may have less traffic after midnight, thus allowing easier access at that

time.  Student listeners may be cut off from Internet access because the computers they use

for access are on campus and may be in labs that close at night.  Also, many college

dormitories across the country are being wired to allow Internet access through a direct

network connection (e.g., Ethernet) that allows students better access during daytime hours.

Also, dorm dwellers often have roommates who may be kept awake if Web radio sites are

accessed after midnight.

Rank Freq % Rank Freq %
Early morning 5 527 27.1 4 30 10.5
Mid morning 6 470 24.2 5 29 10.2
Mid afternoon 4 532 27.0 3 93 32.6
Late afternoon/early evening 1 808 41.0 2 116 40.7
Late evening 2 774 39.8 1 130 45.6
Nighttime 3 617 31.7 6 0 0.0

Student ListenersGeneral Listeners

Table 13:  When People Visit Stations' Websites
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From what location do people visit radio station Web sites?

As Table 14 shows, general listeners accessed the Web and visited Web radio

primarily from home (82.7%), although more than one-third (33.6%) did so from work.

Student listeners also accessed radio station Web sites from home (65.9%), but not to the

same extent as general listeners.  Just over half of the student listeners (50.1%) accessed the

Web from school.  Accessing from work was much more common for the general audience

than for the student audience (33.6% versus 12.2%).

Rank Freq % Rank Freq %
Home 1 1596 82.7 1 222 65.9
Work 2 649 33.6 3 41 12.2
School 3 124 6.4 2 169 50.1
Library 4 47 2.4 4 37 11.0
Other 5 28 1.5 5 7 2.1
Cybercafe or similar 6 10 0.5 6 4 1.2

Student ListenersGeneral Listeners

Table 14:  Where People Access Stations' Websites

How long per day do visitors spend at radio station Web sites?  

At this point it appears as though the Web radio visitors do not spend a great deal of

time at their favorite sites, as Table 15 shows.  Nearly 40% of general listeners and 70% of

student listeners spent less than 15 minutes per day at radio station Web sites.  Twenty-nine

percent of general listeners and 24.0% of students spent 15-30 minutes per day at the sites.

Only 16.5% of the general audience and 2.4% of the student audience spent more than an

hour per day at Web radio Web sites.
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Rank Freq % Rank Freq %
Less than 15 Min 1 740 39.6 1 230 68.9
15-30 min 2 542 29.0 3 80 24.0
31-60 min 3 280 15.0 2 16 4.8
1-2 hours 4 174 9.3 4 4 1.2
2-5 hours 5 87 4.7 6 1 0.3
More than 5 hours 6 46 2.5 5 3 0.9

Student ListenersGeneral Listeners

Table 15:  Time Spent at Stations' Websites

What types of stations were visited by Web site listeners?  

Table 16 shows the formats of radio stations visited by respondents.  For the general

audience (our non-student sample), country station sites were visited most often (50.3%),

followed by Classic Rock (29.9%) and Adult Contemporary (28.6%).  News (26.0%) and

Talk (25.4%) formats followed AC closely in popularity.  The student audience clearly

preferred Alternative (55.6%), CHR (34.6%), and Classic Rock (30.2%) formats.  Note that

Table 16 presents the responses of not only general audience Web site visitors, but also

responses of non-visitors (as focused on for this research question), to be discussed when

addressing research question 8.
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Table 16:  What Formats Actual and Potential Listeners Like to Visit

Freq Percent Freq Percent Freq Percent
A/C 554 28.6 59 17.5 267 28.6
Alternative 415 21.4 188 55.6 422 45.2
AOR 232 12.0 67 19.8 127 13.6
CHR 455 23.5 117 34.6 431 46.1
Classic Rock 580 29.9 102 30.2 259 27.7
Classical 184 9.5 25 7.4 175 18.7
Country 975 50.3 31 9.2 144 15.4
Ethnic 51 2.6 33 9.8 239 25.6
Jazz 239 12.3 47 13.9 236 25.3
News 505 26.0 72 21.3 282 30.2
Oldies/Nostalgia 413 21.3 40 11.8 238 25.5
Public/community 216 11.1 22 6.5 120 12.8
Religion 133 6.9 20 5.9 112 12.0
Sports 300 15.5 62 18.3 244 26.1
Talk 493 25.4 68 20.1 208 22.3
Urban 61 3.1 43 12.7 165 17.7
Other 167 8.6 40 11.8 176 18.8

Actual Listeners, 
General

Actual Listeners, 
Students

Non Listeners, 
Students

RQ 7.  What are the motivations or uses and gratifications of Web radio listening as
reported by actual Web radio audiences, and why have potential Web radio audience
members not accessed radio station Web sites? 

Web site visitors were asked why they visited Web Radio sites.  The responses of

both the general audience and the student audience are shown in Table 17.  For each of the

eighteen possible reasons, respondents were asked to respond on a Likert scale of 1 to 4,

where 1 was Strongly Disagree, 2 was disagree, 3 was Agree and 4 was Strongly Agree.  The

general audience agreed most with the statements that they visited Web sites “to learn what’s

going on”  (Mean = 3.15) and “because they are entertaining” (Mean = 3.10).  They were

much less inclined to visit radio station Web sites because “it gives me something to talk

about” (Mean = 2.12) or  “to learn about advertised products” (Mean = 2.11).  Student
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visitors to radio station Web sites tended to visit for somewhat different reasons than did

members of the general audience.  Whereas “so I can listen to the station” was ranked the

third most likely reason to visit radio station Web sites by members of the general audience,

students ranked that item 10th (out of 18).  Students ranked “to get concert information” 2nd,

but the general audience ranked it 9th.  And students didn’t rank “to learn about advertised

products” in last place, as did the general audience – they ranked it 16th.

Rank Mean SD Rank Mean SD
To learn what's going on 1 3.15 0.74 3 2.95 0.76
Because they are entertaining 2 3.10 0.72 1 3.02 0.78
So I can listen to the station 3 3.06 0.99 10 2.50 0.94
Because I can visit stations in other cities or 
countries 4 2.97 0.97 7 2.62 1.00
To get information about community events 5 2.86 0.86 5 2.66 0.85
Because I have fun playing with them 6 2.80 0.90 4 2.68 0.82
So I can voice my opinion to the station 7 2.60 0.93 9 2.57 0.84
So I can take part in contests 8 2.56 0.98 6 2.64 0.91
To get concert information 9 2.50 0.95 2 2.98 0.85
Because it helps me pass the time 10 2.49 0.89 11 2.43 0.86
So I can learn about the DJs 11 2.49 0.94 8 2.61 0.88
So I can send DJs email 12 2.39 0.94 12 2.33 0.88
Because it helps take my mind off things 13 2.36 0.92 14 2.32 0.89
Because it keeps me from getting bored 14 2.31 0.93 13 2.33 0.87
Because it keeps me company 15 2.30 0.92 17 2.06 0.85
So I get better reception 16 2.26 0.98 18 1.99 0.83

Because it gives me something to talk about 17 2.12 0.86 15 2.15 0.83
To learn about advertised products 18 2.11 0.89 16 2.08 0.86

Student Listeners

Table 17:  Why People Visit Stations' Websites

General Listeners

Besides being asked why they visit station Web sites, and using an identical Likert

Scale, respondents were asked why they like to visit Web Radio sites.  Table 18 shows the
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responses of the general and student listeners.  General visitor respondents tended to visit the

sites because the sites contained useful information (Mean = 3.01) and because they could

listen to the station on their computer (Mean = 2.96).  The least amount of agreement was

shown with storing audio content to play later (Mean = 2.33) and downloading audio clips

(Mean = 2.21).  Again, the student audience differs from the general audience.  The top

ranked reason was “I can learn more about artists and the songs they play” (Mean = 2.97),

which was ranked 5th by members of the general audience.  Students liked listening to the

broadcasts on their computers less than did general listeners (ranked 5th rather than 2nd).

Students also liked entering contests (ranked 4th rather than 9th) more than did the general

audience.

Rank Mean SD Rank Mean SD
They have useful information 1 3.01 0.69 2 2.92 0.68
I can listen to their broadcasts with my 
computer 2 2.96 0.90 5 2.62 0.86
They  have links to other websites I like 3 2.79 0.77 3 2.87 0.71
They are updated often enough for me 4 2.73 0.76 6 2.62 0.73
I can learn more about artists & songs they 
play 5 2.67 0.90 1 2.97 0.76
They have information about the people 6 2.67 0.88 7 2.60 0.87
It makes me feel good about the station 7 2.67 0.85 10 2.51 0.84
It makes me feel like I know the station and 
the people who work there 8 2.60 0.90 12 2.44 0.87
I can enter contests 9 2.59 0.94 4 2.65 0.88
I can request songs 10 2.50 0.91 9 2.54 0.87
They have live concerts or other special 
audio events 11 2.48 0.90 8 2.58 0.79
They load quickly on my computer 12 2.42 0.82 14 2.29 0.82
I can store/save audio content to play later 13 2.33 0.85 11 2.46 0.86
I can download audio clips 14 2.21 0.98 13 2.38 1.09

Student ListenersGeneral Listeners

Table 18:  Why People Like to Visit Stations' Websites
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While understanding the motivations and gratifications received by people who visit

station Web sites is important, we also should understand why people do not visit Web sites.

Thus, in our study, people who hadn’t visited radio station Web sites (a student sample) were

asked why they hadn’t done so.  The open ended responses were subjected to content

analysis, the results of which appear in Table 19.  The most-commonly occurring reason why

people report they don’t go to these sites is that they simply have never thought about it or

didn’t know the sites existed (34.8%).  More than one-quarter of the sample seem to have

rejected visiting radio station Web sites because they are not interested in them or don’t think

it would be worthwhile to do so (28.1%).  Nearly one-quarter of respondents (23.1%) say

they don’t have time to visit the Web sites, while 8.9% say they don’t know how. 

Table 19:  Why Non-Users Have Not Visited Stations' Websites
Rank Freq Percent

1 Never thought about it/didn't know 325 34.8
2 Not interested/worthwhile 263 28.1
3 No time 216 23.1
4 No access, no computer 100 10.7
5 Don't know how 83 8.9
6 Don't listen to much radion 38 4.1
7 Go to different website instead 19 2.0
8 Technical probs/hard to use 12 1.3
9 Don't like Internet 11 1.2

RQ 8.  What types of content would potential Web radio audiences like to have access
to, and what types of content do actual Web radio audiences enjoy?

When asked what they would like to find on a radio station Web site, potential Web

radio audiences (our sample of student non-listeners) generated responses that were
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organized into twenty different categories (see Table 20).  The most common response given

was that respondents would like to find information about music (including lyrics), artists,

and celebrities (30.9%). The second most common response was that people would like to

find information about events and contests sponsored by the station (23.7%).  Respondents

also wanted schedule, program, or format information (23.1%).  Information (pictures,

biographies, etc.) about disc jockeys and program hosts was also desired by many

respondents (22.1%), as was concert information (20.0%).  

It is interesting to note that although non-listeners said they wanted to get music and

artist information, they didn’t indicate a very strong desire to hear the station at the Web site.

In fact, the desire to hear the station was mentioned only 125 times, or by 13.4% of

respondents.  This may be due to non-listeners not being aware of the audio streaming

capabilities of some sites.  

Two aspects of  radio station Web sites seemed to be somewhat unimportant to non-

listeners.  The ability to communicate with the station by providing feedback (3.7%), making

requests (2.6%), or participating in chatrooms (1.4%) were all mentioned by very few

respondents.  Similarly, the ability to download video (0.6%) and to see a live camera shot

from the studio (0.2) also received few mentions.
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Rank Freq Percent
1 Music/artist/celeb info, lyrics 289 30.9
2 Station events & contests 221 23.7
3 Schedule/program & format info 216 23.1
4 DJ pix/bio 206 22.1
5 Concert info 187 20.0
6 Playlist, charts, names of songs/artists 146 15.6
7 Hear the station 125 13.4
8 General station info 108 11.6
9 Download audio/clips 90 9.6

10 Local news and info 84 9.0
11 Ability to provide feedback 35 3.7
12 National/International news 35 3.7
13 Career/employment info 32 3.4
14 Buying opportunities 25 2.7
15 Ability to make requests 24 2.6
16 Chatrooms (listeners; DJs) 13 1.4
17 Hear distant signals 12 1.3
18 General entertainment 9 1.0
19 Download video 6 0.6
20 Live camera from studio 2 0.2

Table 20:  What Non-Users Would Like to Find on Stations' 
Websites

When asked what they would like to do at radio station Web sites, (see Table 21),

non-listeners indicated that they would like to get information about music (including lyrics),

artists, or celebrities (22.1%).  The second most common response was that they would like

to control what they hear – to download audio or program what they hear (19.5%).  Some

respondents even wanted be on the radio themselves (2.7%). 
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Rank Freq Percent
1 Music/artist/celeb info, lyrics 206 22.1
2 Download audio, self-program 182 19.5
3 General station info 142 15.2
4 Chatrooms (listeners; DJs) 101 10.8
5 Hear the station 97 10.4
6 Station events & contests 94 10.1
7 Concert info 77 8.2
8 Ability to provide feedback 77 8.2
9 Ability to make requests 61 6.5

10 DJ pix/bio 58 6.2
11 Play games 42 4.5
12 Schedule/program & format info 41 4.4
13 Local news and info 28 3.0
14 Be on air/learn about process 25 2.7
15 Playlist, charts, song/artist names 22 2.4
16 Buying opportunities 20 2.1
17 Live camera from studio 12 1.3
18 National/International news 12 1.3
19 Career/employment info 11 1.2
20 Download video 10 1.1
21 Hear distant signals 5 0.5
22 Join listener club 5 0.5

Table 21:  What Non-Users Would Like to Do on Stations' 
Websites

Actual Web radio audiences are represented by both our general listener sample

(people who accessed the survey via a link on a radio station’s Web site) and our student

listener sample.  The types of content they enjoy was operationalized in two ways:  asking

respondents the formats of the stations whose Web sites they enjoyed visiting, and selecting

pertinent responses from the content-oriented uses and gratifications questions described

above.  For the latter, a value of 1 implies that type of content was not at all enjoyed, while a

value of 4 implies that type of content was enjoyed a great deal.
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The general listener sample seemed to enjoy a number of content elements,

particularly information about community events (mean=2.86), links to other Web sites

(mean=2.79), and information about songs and artists (mean=2.67).  General listeners also

seemed to appreciate Web site content that allows them to be an active participant, such as

being able to listen to the station’s broadcasts with their computers (mean=2.96), voice their

opinions to the station (mean=2.60), and take part in contests (mean=2.56).  

These listeners most liked to visit Web sites from country stations (50.3%), classic

rock stations (29.9%), and adult contemporary stations (28.6%).  Table 16, presented earlier,

contains the frequency and percent of respondents who said they liked (or might like, in the

case of the non-listeners) to visit the Web sites of  radio stations with certain formats.  The

table presents the responses of the general listener, the student listener, and the student non-

listener samples.

The student listener sample also mentioned an array of content elements that were

enjoyed when visiting radio station Web sites.  Elements that were the most enjoyed were

information about concerts (mean=2.98), information about artists and songs (mean=2.97),

links to other Web sites (mean=2.87), and information about community events (mean=2.66).

The sample also liked content elements that were related to interactive behavior:  taking part

in contests (mean=2.64), voicing an opinion to the station (mean=2.57), and sending the DJs

email (mean=2.33). As Table 16 shows, the student listeners most liked to visit Web sites

from alternative music stations (55.6%), contemporary hit radio stations (34.6%), and classic

rock stations (31.2%). 
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Discussion

This descriptive study was designed to investigate the possibilities, opportunities and

pitfalls of the use of the Web by radio broadcasters.  Broadcasters using Web radio were

asked to discuss how they are utilizing Web radio, the perceived benefits of  Web radio, and

the perceived drawbacks of Web radio.  Because the research had two focal points, the

broadcaster using the Web and the Web radio user/listener, we also asked audiences about

their Web site visiting behavior and uses and gratifications.  

How are stations utilizing the Web?

The comprehensive lists of broadcast radio stations on the Web are somewhat

misleading.  While one list touts having nearly 8,000 radio stations on the Web,  many of

these are international or non-commercial stations.  In addition,  many of the stations on the

list have sites in the process of being built or re-built, which are therefore inaccessible.  Other

sites are inaccessible because stations have failed to maintain their partnership with Internet

Service Providers or Web designers.  Many stations have cooperative agreements with other

stations or Web designers and share one Web site.  At present it would be prudent to estimate

the actual number of commercial broadcast radio stations that have individual Web radio

sites at somewhere between 2500 and 4000,  or about 25-40% of all commercial radio

stations.  

There is wide variability in the size of Web radio sites. Some have one simple page,

while others have hundreds.  Most stations have guides, indices or some type of navigational

bar to ease site use.  Nearly half of the sites contained advertising of some sort.  Most stations
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used their sites to provide additional promotional content about programming, talent, or the

station in general.  Over three quarters of the stations provided an opportunity for site visitors

to e-mail the station.  This presents an interesting question for further research.  Why did

almost one fourth of the stations not provide an e-mail address for site visitors?  Is this an

oversight, or are these stations actively rejecting this form of direct contact with the audience

(perhaps due to the time required to respond)?

The question of whether to stream audio is clearly  unresolved, as is evident in our

findings.  The content analysis of 791 Web sites showed that less than one quarter of all Web

radio sites were streaming audio.  Our station survey shows that over one third of all stations

are streaming audio.  This discrepancy could be due to several reasons.  First, the content

analysis would reveal streaming only when it was available on the site and ready for use.

Because certain programs are prohibited by their producers from being streamed, we might

have under-reported the percentage of stations that stream.  Second, station personnel who

replied to our survey would have answered yes to the streaming question if any of the station

sites that they manage were streaming or in the process of building a streaming capability,

which might have inflated the reported number of stations that stream audio.  Finally, it is

possible that our respondents represent stations that are more committed to their Web sites

than those who chose not to respond.  These stations might have been  more willing than

others to make the financial commitment to streaming. 

Stations that were streaming indicated that an out-of town audience was desirable as

well as a desire to reach the audience in large office buildings.  Stations that did not stream

wanted to avoid the expense incurred and possible licensing issues. They also indicated that

streaming was not perceived as something that would increase the station’s bottom line.  
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Most stations indicated an intention to make changes to sites in the near future.  These

changes include adding community and event information, additional programming and more

links to other sites.  Many stations also expressed the intention to update their sites more

regularly.  

Stations launched their Web sites for many reasons.  Most commonly mentioned were

the intention of facilitating audience interaction with station talent.  Many stations also

expressed the desire to be on the cutting edge of what’s happening in radio.  Almost half of

the stations expressed an interest in increased sales opportunities, keeping up with other

stations, and improving coverage.  Another common reason was that their audience requested

a station Web site.  

Stations easily identified several key benefits that accrued to the station as a result of

the Web site.  The top three reasons were mentioned by over three quarters of the

respondents: improve station image, improve audience communication with the station and

station communication with the audience.  Obviously, stations believe that Web radio is a

way of strengthening brand image and loyalty. Additional revenue or new advertisers was not

strongly shown as a benefit, but was mentioned.  This may indicate that stations are not

putting forth the effort to market their Web site.  

Stations did, however generate non-spot revenue.  Banner ads were most common

followed by promotions and links to advertisers’ Web sites.  Stations indicated a lack of

readiness as the main reason for not generating more revenue from their sites.  This meant

both that stations simply never tried and that their sales staff was not ready to do so.  In some

cases, station policy prevented Web site revenue generation.  This seems to indicate that
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some stations believe that their Web site might compete with their over-the-air signal for

revenue.

Problems have been encountered by Web radio stations.  The most common problem

was the time and difficulty in updating the content of the site.  This is perhaps a very

important issue.  Stations are not making the necessary resource commitment to their Web

sites.  More person hours need to be dedicated to the task or simply more personnel are

needed to maintain a Web radio site.  Respondents felt that station staff needed to more about

the possibilities of the use of the Web and the importance of a presence on the Web.

Respondents to the station survey were willing to offer advice to those stations that

were about to go on the Web.  The overwhelming piece of advice to the potential newcomers

was to make sure that the content of the Web site was updated often enough to keep the site

fresh.  This piece of advice is corroborated by the recent Arbitron (1999) finding that

although Web radio site visitation has increased, Web radio content is not compelling enough

to drive frequent visits.  Two other suggestions by respondents indicate the need to keep the

site simple (and perhaps easier to maintain) and also keep download times reasonable.

Perhaps the experience of many Web radio surfers is that many of the sites they visit are slow

to download and not worth visiting more than once because the content does not change or is

ordinary.  Many respondents also mentioned that the station and the station talent should

really be behind the effort to establish a Web radio site.

How are audiences using radio station Web sites?

The data show that audiences go to Web radio sites to learn what’s going on and to be

entertained.  General listeners also wanted to listen to the station and to visit stations in other
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cities and countries.  Student listeners wanted concert information and to be able to have fun

playing at the site.  Both listener groups indicated that neither better reception nor learning

about advertised products was a common reason for visiting a Web radio site.  At this point

of the development of Web radio sites it appears that the sites are perceived as being sources

of information rather than sources for interaction with the station and its personnel.  The

ability to actually hear the station was agreed with by many listeners, but it should be noted

that the technology for doing so is still a bit primitive and not nearly as easy as tuning to the

station on a radio.  It may be that listening to the station will become much more prevalent

and important in the future when modem speeds increase, the ease of connection improves

and the Web radio sites become easy to locate.

Generally it appears that Web radio site use grows as the day goes on. Web site

visitors visit Web sites later in the day than the corresponding broadcast listening, where

morning drive dominates.   General listeners tend to visit sites not only late afternoon/early

evening  and late evening, but nighttime (after midnight) as well.  Student listeners accessed

sites very often in late afternoon/early evening and late evening, but not during nighttime.

This may be because general listeners access the Web after work from their homes.  Traffic

on the ISPs (Internet Service Providers) lightens up after midnight.  Also, phone lines are tied

up with Web access, so access during nighttime when other family members don’t need the

phone line may avoid a clash over use of phone lines.  Student listeners less commonly

access the Web from home than do general listeners, and their school access may be

unavailable late after midnight when computer labs often close.  Also, a trend across the

country is that campuses are wiring the dormitories with network connections (e.g., Ethernet
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connections).  This obviates the use of the phone line in a dorm room and facilitates all day

easy access to the Web. 

Visitors to a Web radio site do not spend much time at the site.  Seventy percent of

the general listeners spend thirty minutes or less at a site, while over 90% of student listeners

spent thirty minutes or less at a Web radio site.  Time spent at a Web station is not

particularly lengthy.  Obviously, Web radio stations need to capture their audiences attention

quickly.

General listeners preferred to visit Web radio sites with country formats, while

college listeners preferred sites with Alternative formats.  General listeners followed the

format that is most available on the Web, while the college listeners chose stations that

represented only about 10% of the total Web radio sites available.  This may correlate with

the finding that Internet usage is highest among people who list Alternative Rock as their

favorite type of station (Arbitron, 1999).

Recommendations

This report concludes by presenting the following ten recommendations to

broadcasters, in the hopes that radio stations will indeed be able to utilize the Web to its

fullest extent – to minimize the pitfalls while maximizing the opportunities and possibilities.

• It’s The Content, Stupid.

Because audience members rank information-retrieval so highly in their evaluations

of why they go to radio station Web sites, broadcasters clearly must pay significant

attention to this facet of their Web sites. Our content analysis revealed surprisingly little
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informational content on many stations’ sites.  Local information was the most common

type of information housed on radio stations’ sites, yet fewer than one quarter of the 791

sites coded contained such information.  News, sports, and weather all appear on a

relatively small percentage of sites.  

Audience members also want information about music and musical artists, but they’re

not getting it.  Although concert information was available on nearly 24% of sites, only

about 10% of sites had hyperlinks to any form of entertainment news, while only about

4% housed such information on site.

Stations said they planned to include more information about the community and

events on their Web sites, and this study would strongly encourage them to do so, and

quickly.

• It’s The Same Old Song…NOT!

The Internet presents a different world; the possibilities it offers a broadcaster with

vision and foresight are vast.  The fact that “how radio stations should use the Web” has

not been agreed upon (hence the manual for how to do it does not exist) is an opportunity,

not a drawback.  What would you LIKE to do?  This is a new medium, and its most

effective utilizers will be those who approach it with a new way of thinking, rather than

relying on an existing mind-set.  Its most effective utilizers will be those who have a

vision and can communicate that vision (as well as a basic understanding of the Web and

its potential) to the station management and staff, including talent and sales personnel.

Stations should not be daunted by the challenges of the Web.  As many of the

broadcasters we interviewed as well as those who responded to our survey said, stations
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just going on the Web should start out small and simple.  It’s easy enough to add to the

site as time goes by.

We have found that Web radio sites seem to shy away from aggressively pursuing

income.  Stations do not seem ready to sell their sites or simply have not considered their

Web site as a possible revenue stream generator.  Investing in a good Web site can yield

good paybacks in audience loyalty (brand strength) and e-commerce.  This study shows

that stations should invest in creating a good Web site and maintaining it properly with

exciting information that is kept fresh (perhaps daily) and enhances the ability to

maintain a close relationship with the audience.   

While banners and links to advertisers are common, these are passive versions of e-

commerce.  Aggressive e-commerce seems to be all but missing.  Stations should

capitalize on the explosive growth of Internet use and e-commerce.  Music stations

should take advantage of the strong interest that their listeners show in music and lyrics

as well as concert information.  CDs could be marketed directly by the station or through

a linked vendor. Stations could become outlets for concert tickets, and could market their

own merchandise or other licensed merchandise on their Web sites.  These are natural

steps toward building a close relationship with the audience; such products are often

desired by the audience yet they are difficult to deliver via over-the-air broadcasting.  

• If You Build It, Will They Come?

It’s no surprise that the answers to a question such as this are, “Not if you don’t give

them a reason” and “Not if they don’t know it’s there.”  When people who had never

visited a radio station Web site were asked why, the two dominant responses indicate that
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radio stations need to do a better job on both of those fronts.  If broadcasters fail to

provide pertinent content and an entertaining experience on their Web sites, and fail to

promote the Web sites, listeners will stay away in droves.  More than one-third of the

people who hadn’t been to radio station Web sites said it was because they’d never

thought about it, or that they didn’t know such things existed. Intriguingly, 24 (2.6%) of

non-listener respondents wrote that they planned to go check out some station Web sites,

now that they know the sites exist. Close to one-third thought they wouldn’t be interested

in the Web sites, or that to visit them wouldn’t be worthwhile.  An additional large

percentage of respondents said they just didn’t have time to visit these sites. 

If people are indeed going to make the time and effort to check out radio stations’

Web sites, broadcasters must first make the Web site experience worthwhile (by

providing desirable content) and second must entice their listeners to visit their sites by

utilizing creative and effective promotional techniques.

• Give Me One Good Reason To Stay Here….

Enticing people to a station’s Web site is only half the battle.  The truth is, if people

are staying on the site less than 15 minutes (as does 68.9% of the student listeners and

39.6% of the general listeners) or less than 30 minutes (24.0% of student listeners and

29.0% of general listeners), the other half of the battle is being lost. 

The importance of content is again highlighted.  Radio stations cannot expect to keep

their Web site visitors from drifting away almost immediately if they fail offer the type of

content their listeners want, in sufficient quantities to hold their attention for more than a

half hour.
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• Can We Talk?

Most of the time, the answer to this question is, “Yes.”  Radio stations with Web sites

are doing, on the whole, a very good job at facilitating communication between the

station and the audience.  And fully 85.6% of the responding stations indicated that one

benefit of their Web sites was “more audience communication with the station,” while

76.0% indicated “more station communication with the audience” was a benefit they’d

realized from their Web sites.  Further, 67.7% of respondents said that facilitating

“audience interaction with station/talent” was one reason they launched their Web sites in

the first place.

Yet our content analysis revealed that only about 77% of radio station Web sites

included email links or email addresses.  Why do nearly one-fourth of the stations NOT

offer this form of communication with the audience?  The drawbacks of encouraging

email from the audience seem to have been clearly articulated by the stations responding

to our survey – more than one-quarter said that the amount of time it takes to respond to

audience feedback has been a problem for them with their Web sites.  

Further, listeners don’t seem to perceive the ability to send email to the DJs to be

pivotal; this item was ranked 12th out of 18 reasons for visiting radio stations’ Web sites

by both students and general listeners.  The item “So I can voice my opinion to the

station” was more important, ranking 7th with general listeners and 9th with student

listeners. People who hadn’t visited station Web sites ranked providing feedback 11th out

of 20 items.



Lind & Medoff,  Web Radio... 59

Broadcasters need to think about the possibilities (and challenges) presented as these

new lines of communication open up:  what do you want to accomplish with them, and

how will you go about achieving that goal?

• It's My Turn….

Many audience members seem to crave an active experience when they visit radio

stations’ Web sites.  As previously noted, many (but by no means all) visitors want to

communicate with the station or the DJs.  Student listeners said they went to these Web

sites to participate in contests  (ranked 2nd out of 18 items) and to have fun playing with

them (ranked 4th).  The general listening audience ranked these items 8th and 6th,

respectively, out of the 18 items.  Listeners, both general and student, find the links to

other Web sites useful (this item ranked 3rd on the list of reasons why people like to visit).

Students also like to request songs via the Web site.

People who have not been to radio station Web sites echoed some of these items, but

in addition came up with some creative responses when answering the open-ended

question about what they would like to find on stations’ Web sites.  These included

downloading audio, particularly song clips; playing games; learning about jobs at the

station and how people can become trained for those jobs; participating in chatrooms;

shopping for music, concert tickets, station merchandise and the like; choosing what

songs would be played and when; and actually being on the air/internet themselves to

conduct interviews or play music.

Broadcasters should realize the extent to which at least a good-sized segment of the

audience would relish taking a more active role than merely  “browsing” stations’ Web
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sites.  As is the case with all promotions, the challenge of how to entertain those who

wish to be entertained in that fashion without alienating those who do not must be

acknowledged.  The good news here is that the capabilities of the Web probably make

that particular challenge a non-issue.

• Do You Know Where You're Going To?

While most of the radio station Web sites content analyzed for this study incorporated

guides, indices, or navigation tools to facilitate the visitor’s virtual travels through the

site, slightly over 15% did not.  Without proper guidance and means by which to find

one’s way around the site, the visit can quickly become an exercise in frustration, and the

frustrated visitor is unlikely to return.  While our questions to listeners did not ask how

effectively-organized and easy-to-use they found the Web sites they’d visited,  a small

number of non-listeners (1.3%) indicated in open-ended responses that they didn’t go to

radio station Web sites even though they’d tried because they encountered technical

problems, incorrect addresses, difficulty in navigating the site, etc.

Stations must make their Web sites user-friendly.  They must be logically- and

rationally-organized.  They certainly should have navigation-related items strategically

located throughout the site.  It is not enough to have great content and killer graphics; if

people can’t navigate the site easily, they won’t navigate it at all.

• Help Me Make It Through The Night.

The predominant use of radio station Web sites occurs in the later dayparts, unlike the

use of the stations’ broadcast signals.  While this is good news to broadcasters, who don’t
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(yet) need to worry about the erosion of the key morning drive audience, stations could

approach this pattern of listenership as a valuable opportunity.  Radio stations can

program their Web sites to take advantage of this finding, providing content that is

nontraditional and enticing to the night-owls in the audience.  Stations could even have a

“KXXX at night” segment of their site, which could be developed as extensively as the

desire and the available resources allow.

Broadcasters should try to take advantage of everything they can learn about their

audiences, including their Web site visitors, to maximize their earning potential.  If

people are visiting the sites in the later parts of the day, it only makes sense to program at

least part of the Web site to meet their needs.

• Everybody’s Doing It, So Why Don’t We?

Quite a few stations in our sample indicated that at least one of the reasons they

launched a Web site was because “other stations were doing it” (43.8%).  While this was

not the only reason presented by most stations, we take this opportunity to stress the

importance of having a vision and striving for it. To ignore the competition would indeed

be foolish, but just as with the on-air signal, programming the Web site should take a

proactive rather than a reactive posture.  

Similarly, we argue that Web managers should have clearly-defined goals prior to

launching a Web site.  We were surprised to find that only 53.0% of station respondents

to our survey indicated that they would advise stations considering going on the Web to

have goals.  This item was near the bottom of the list in terms of advice. While 53% is

indeed a  majority, we believe the industry would be better served if all stations carefully
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considered the goals for their Web sites, and nurtured a vision for the site and how it

might complement and create a synergy with the on-air signal.  

Ultimately, if you don’t have goals, how will you know how well you’re doing?  And

if you don’t articulate what you’d like to accomplish as a result of having a Web site,

how will you ever accomplish it?

• Use It Or Lose It.

It appears that broadcasters are using their Web sites to disseminate information,

provide an opportunity for interaction between the station and the audience and the

audience and the station – but not as much as they could.  These uses (and their extent)

are perhaps dictated by the technology that is readily available to both the broadcasters

and the audience, as well as by economic factors.  We found that nearly half of our

responding stations devoted four or fewer hours to the Web site per week.  Clearly the

Web cannot be fully utilized under such circumstances.  The low number of sites that are

streaming may be a reflection of the primitiveness of the technology rather than

broadcasters’ willingness to stream audio from their sites.  Cost also is a factor, as are

licensing issues.  Additionally, relative limited use of the technology could be a result of

relative newcomers doing just what broadcasters advise stations thinking about going on

the Web:  start out small and keep it simple.

Although still pictures are available on most sites (though a surprising number of sites

do not contain pictures), video clips are uncommon.  This seems to be quite an

opportunity for radio broadcasters to utilize a medium (video) that is not available to

them by their radio station license.  But the people who maintained their stations’ Web
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sites said that keeping the site simple and making sure that it downloads quickly are

important pieces of advice for stations going on the Web.  Again, the technology of the

Web itself and the computers that access it may discourage Web site managers from

using bandwidth for video.  That so few stations devote significant personnel resources to

the Web site may also be a factor.

As we have noted throughout this section, content matters.  And stations’ Web sites

are neither providing as much content as they could (whether on-site or accessed via

hyperlink) nor  incorporating as many audio visual elements as they could.  Thus, a

general conclusion of this study is that broadcasters are underutilizing the Web and their

Web sites.  Since studies are beginning to show that people who are using the Internet

more are using traditional media less (Arbitron, 1999), broadcasters should seriously look

to the Web to capture audience attention – and once captured, to hold it by providing

sufficient relevant and interesting material.  To do this will require goals, a vision, and a

commitment of resources.

This study was intended to describe broadcasters’ use of Web radio sites and

audience behavior at and attitudes toward those sites.  Usage patterns are changing rapidly

and audience behavior and attitudes may change just as rapidly as the technology becomes

more accessible to a larger segment of the population.  The technological changes that are

occurring on the Internet are “moving directly towards broadcasters.”  In other words, the

function that broadcasters fulfill in their over-the-air broadcasting -- providing entertainment

http://etrg.findsvp.com/Internet/findf.html
http://www.radio-directory.com/stationsk.html
http://www.radio-directory.com/stationsk.html
http://www.radio-directory.com/analysis.html
http://www.radio-directory.com/analysis.html
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and information --  is rapidly becoming feasible from the Internet.  Techniques for streaming

both audio and/or video improve constantly.  Broadcasters should make sure that the Internet

supplements their stations but does not supplant them.  The Internet offers radio stations a

way of strengthening brand loyalty while giving the opportunity to provide services that are

not easily provided through broadcasting.
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APPENDIX A:  Radio Station Web site Coding Instructions

1.  Station:   Only US commercial broadcast radio stations are of interest

2.  URL:  omit http://  but write the rest

3.  Date coded.  Write the date you coded the site.  Also put your initials in the Coded By
space.

4.  Station Format.  Write in the number corresponding to one of the following formats:

01  Adult contemporary (light rock) 09  Jazz 
02  Album-oriented rock 10  News 
03  Alternative 11  Oldies/nostalgia
04  Classic rock 12  Religion
05  Classical 13 Sports
06  Contemporary hits (top 40) 14  Talk
07  Country 15  Urban
08  Ethnic 16  Other:  write a description in blank 

space beneath the code.

5.  Number of pages at site.  Count the number of pages at the station’s Web site.  Watch
the URLs; don’t count anything that is linked but is actually at another site. 

6.  Types of  content:  For these, you'll just be "checking off" (not counting ) what is there.

Guide:  A directory to the available pages at the site (or other linked sites)

Promotional:  Info designed to promote the station, programs, people, community
service efforts, etc.  Subcategories include:

• Program Info:  Information about any of the music/programs the station
airs

• Talent:  Information about DJs and other on-air personalities
• Activities/Announcements:  Information about the station and its activities,

including public appearances and community involvement.  If it's a co-
sponsored concert (e.g., something specifically like "Q101 presents
Matchbox 20"), include it here; otherwise it goes below with "concert
info".

• Contests:  Allows audience members/site visitors to enter/participate in
on-air or Web-only contests, or find out more detail about on-air contests.

• Concert Info:  Information about upcoming concerts/tours, where to get
tickets, etc. (Except for co-sponsored concerts, which go in "Activities".)

• Policies:  Information about station values, licensing, hiring policies, etc.
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• Station Info:  Information about the station’s management, history,
technical specifications, phone numbers, jobs at the station, etc.  If the site
includes email addresses but NOT links to email, count it as station info.

• Streamed Audio:  Live webcasting of the station’s on-air signal.
• Non-Streamed Audio:  Audio content that is available but not live-on-the-

air.  

Informational:  Content that is informative but  NOT promoting the station. (If it's
about the station, it goes in "promotional.") This is usually news, community
announcements, etc. Differentiate between links to other sources (e.g., the Weather
Channel, CNN, MTV) and content produced by the station -- watch the URLs!!
Subcategories include:

• News:  Information produced by the station’s news department, usually
about local events, people, etc.  May be archive material.

• Weather:  Information produced by the station about the weather. 
• Sports:  Information produced by the station about sporting events.
• Columns:  Information written by station personnel but not actually

“news” – may be more feature- or opinion-oriented.
• Local Info:  Information provided by the station about the community and

community events, included as a community service.  May include PSAs,
upcoming events, government or community group meetings, employment
opportunities in the community (not at station; that goes in promotional),
etc.

• Entertainment News:  Information about bands, artists, movie stars, etc.
• Health News:  Information about health and wellness issues.

Forms:  Content that allows people to input information or interact with the station or
other listeners/Web site visitors. Subcategories include:

• Email:  Links or Forms allowing visitors to send the station email
• Chat Rooms:  Allows real-time interaction among visitors/listeners
• Bulletin Boards:  Allows “non-real-time” interaction among

visitors/listeners
• Surveys:  Allows visitors/listeners the chance to participate in station

surveys
• Guest Book/Mailing List:  Allows visitors to input address information so

the station can contact them.  May allow additional space for comments.
The most these people will get from the station is mailings, whether email
or snail mail. If it goes beyond general mailings, code it as a listener club.

• Listener Club:  Allows visitors to join a club which might entitle them to
goodies such as a "listener card" to get discounts at participating
merchants, concerts, etc.  There may be activities to which club members
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are invited.  The difference between the mailing list and the listener club is
going beyond mailings.

7.  Ads:  What advertising content is on the site?  Count the following:

• Banner Ads:  Ads that run the width of the page
• Banner Ads with Links:  Ads that run the width of the page but ALSO include a

link to the advertiser's Web site
• Logo Ads:  Ads that are just company logos/names
• Logo Ads with Links:  Ads that are just company logos/names but ALSO include a

link to the advertiser's Web site
• Other Ad Types:  Describe briefly
• E-Commerce Availability:  The ability to purchase goods or materials on-line,

whether from the station or another vendor.  Count the number of vendors, not the
number of links to specific products. (10 CDs from same vendor counts as 1.)

• On-Air Rate Card:  A list of the prices of on-air advertising at the station (i.e.,
"radio commercials"), whether special promotional packages or standard rates.

• Web site Rate Card:  A list of the prices of advertising on the station's Web site,
whether special promotional packages or standard rates.

8.  Photos:  What pictures/still images are there?  Count them.  Note that some sites will
feature "collage"-type graphics which include in one image multiple different pictures.  In
such cases, count each picture separately.  For example, if there's a collage in which the
morning drive team is in one place, and Mariah Carey is in another, and Bush in another, and
there's a picture of the station's state of the art production facilities, all on top of a picture of
the city's major landmark, count that as 1 personnel, 2 artists, 1 facilities, and one
community.

• Personnel:  Station staff, DJs, etc.
• Facilities:  The station, building, studio, etc.
• Community:  The station’s hometown
• Musical Artists:  Bands, etc.
• Combination Personnel & Musical Artists:  DJs with bands, etc.
• Other:  Describe briefly

9.  Videos:  What type are there?  Count them.

• Personnel:  Station staff, DJs, etc.
• Facilities:  The station, building, studio, etc.
• Community:  The station’s hometown
• Musical Artists:  Bands, etc.
• Combination Personnel & Musical Artists:  DJs with bands, etc.
• Other:  Describe briefly
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9.  Other observations:  You may find something about the site particularly interesting or
noteworthy.  Feel free to make a note of this in the space provided.  This is purely optional,
but can be quite valuable in terms of providing examples of things that are particularly good,
bad, weird, etc. for us to include in our report.

NOTES:

After training, you will get a packet with a list of stations that have been sampled; those are
the stations you're assigned to code.  (FYI, we used skip interval sampling with a random
start.)

You'll be trained, and code a Web site, and go over that during the training.  Following that,
you'll be assigned two Web sites to code and go over with us for measuring "coder
reliability."  You will be assigned Web sites, two at a time, until you are reliable (meaning,
we both code the Web site elements in the same manner when using the system).  When
you're reliable, you'll be able to code on your own.  

Once a week, please turn in your completed codeforms.  

Every three weeks during coding, we'll be doing "reliability spot checks" to ensure that there
hasn't been any "coder shift" (meaning we're losing reliability, and not coding things the
same anymore).  You'll meet with us and we'll select a Web site you've coded at random, and
we'll just make sure we still agree on the coding of the elements.

Please don't write on the codeforms except where we've made space to do so.  If you want to
use tally marks, it's best to do so on scrap paper.

Please be careful what type of pen you use -- some "bleed" through the page and make life
very difficult when using double-sided forms.  

Please write on both sides of a form before going to the next form. If you make a mistake and
want to start over, put a big "X" through the side you want us to ignore and use the other side
of the sheet.

If it's a "rebroadcast only" station, don't code it.  A clue might be that the URL isn't the
station's call letters (e.g., WKQX-FM.com) or nickname (e.g., Q101.com).  Go to the next
station on the list; it won't be highlighted, but code it anyway.  Make a note on the list that
the selected station was a rebroadcast only.

If you get a bad address, go to the next station on the list; it won't be highlighted, but code it
anyway.  Make a note on the list that the selected station was a bad address.

If you get a non-commercial broadcaster, go to the next station on the list; it won't be
highlighted, but code it anyway.  Make a note on the list that the selected station was non-
commercial.
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If you get a non-broadcast station (i.e., internet only), go to the next station on the list; it
won't be highlighted, but code it anyway.  Make a note on the list that the selected station
was internet only.

Some stations share a larger site with "sister stations" (owned by same group).  Be careful to
code only the station that is sampled.  Watch the URLs! 

If you have any questions at all, please call us or email us.  We're here to help you learn and
apply the coding system easily and effectively.

And of course, thanks for all your help!

Address of the MIT List, our sampling frame:
http://wmbr.mit.edu/stations/list.html
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