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i Audible revolution

Online radio is booming thanks to iPods, cheap audio software and
weblogs, reports Ben Hammersley

Ben Hammersley With the benefit of hindsight, it all seems quite obvious. MP3 players, like
rhu 12 Feb 2004 02.50 Apple's iPod, in many pockets, audio production software cheap or free, and
T weblogging an established part of the internet; all the ingredients are there

f = for a new boom in amateur radio.

But what to call it? Audioblogging? Podcasting? GuerillaMedia?

"It's an experiment, really," says Christopher Lydon, the ex-New York Times
and National Public Radio journalist, and now a pioneer in the field.
"Everything is inexpensive. The tools are available. Everyone has been
saying anyone can be a publisher, anyone can be a broadcaster," he says,
"Let's see if that works."

Lydon's programmes, downloadable from his weblog, are interviews with
webloggers, internet pioneers, and more recently, politicians, as the
American presidential election campaigns gain speed.
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Percentage of daily news podcasts by format

Extended chat (14%)

Deep dive (43%)

Micro bulletin (20%) —— |

News round up (24%)

Source: Reuters Institute analysis of 102 daily news podcasts
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Number of podcast shows produced and proportion
that are news

Daily news (1%) (8,987) News podcasts (7%) (93,000)

All podcasts (1,379,957)

Source: Chartable —based on analysis of number of shows in the Apple directory that are news (July 2020)
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Podcast listeners by age - UK

Younger audiences are up to four times more likely to consume
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Base: UK: 2,011; 18-24=236, 25-34=287, 35-44=350, 45-54=353, 55+=785.
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Top growing podcast categories during the coronavirus (COVID-19) crisis in
Spain as of March 8, 2020
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Digital Audio
iIs Reeling in Radio

(Forecast) Reach of digital audio and traditional radio
advertising in the United States (in million users)
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Reasons why people do not consume podcasts in the Unites States and Europe in 2021

Reasons for not listening to podcasts in the U.S. and Europe 2021

Share of respondents

MEurope MUnited States
0% 5% 10% 15%

| do not have enough time

| do not really know what a podcast is 9%

Podcasts do not provide me anything | cannot already find elsewhere

I do not want to have to listen via a mobile phone/ headphones 12% 145%

| | 10%
| do not know how or where to find podcasts | 10%
There are so many podcasts | do not know whereto stort 8%995/0
8%
Podcasts are too long 129

0]
There are not any podcasts that cover topics| om interested in 6 89/
(0]

Note(s): Europe, United States; end of January to beginning of February, 2021 18 years and older; U.S.: 1,248; Europe: 30,234; among people who have not listened to a podcast in the last month
Further information regarding this statistic can be found on page 56.
Source(s): Reuters Institute for the Study of Journalism; YouGov; ID 1271874
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http://www.statista.com/statistics/1271874/reasons-for-no-podcast-consumption

Share of podcast listeners among internet users in Western Europe in 2021, by country

Podcast listeners in Western Europe 2021, by country

Share of respondents

Spain United Kingdom Italy Germany France

Note(s): Europe; August 2022; among internet users of any age who listen to a podcast via digital stream or direct download on any device at least once per
month
Further information regarding this statistic can be found on page 57.

Source(s): eMarketer: ID 1291333 .
Overview Statlsta 5


http://www.statista.com/statistics/1291333/podcast-listeners-europe-by-country

Audio penetration rate among internet users in Spain from 2018 to 2021, by format

Audio penetration rate among internet users in Spain 2018-2021, by format

B Streaming MPodcasts

Share of respondents

0%

2018 2019 2020 2021

Note(s): Spain; 2018 to 2021%; 14 years and older; among internet users

Further information regarding this statistic can be found on page 89. .
Source(s): AIMC (Spain); ID 1292132 southern europe - Statista ¥a


http://www.statista.com/statistics/1292132/audio-penetration-spain-internet-users

Usage of podcast advertising among SMBs in selected countries in Europe as of April 2021
Podcast advertising usage among SMBs in Europe 2021, by country

H Yes, Ive already done it B Yes, Icanimagine myself doingso No, rather not B | don't know

80%

60%

Share of respondents

40%

0%

France Netherlonds Germany Spain

Note(s): Europe; as of April 2021; 500 respondents; among CEOs, managers, and team leaders of small and medium businesses (SMBs)

Further information regarding this statistic can be found on page 93. o H |
Source(s): Sortlist; ID 1235616 Podcast advertising Statlsta /|



http://www.statista.com/statistics/1235616/podcast-advertising-usage-europe

Podcast i radio: flux i estoc

La radio, abans de la digitalitzacio (sibe ja

es produia en digital)

® una industria cultural de difusio
continua;

o representa la cultura de flux o logica
de produccio de flux;

o el seucontingut es (era) efimer;

» controla el flux organitzant-lo en una
graello;

» funciona amb un sistema indirecte de
financament (ja sigui publicitat i / o
subvencions publiques);

® €S una Iindustric que esta molt
requlada a nivell nacional.
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'En primer lloc, la caracteristica difusio continua de la radio sequeix existint, tant en versio
analogica com en digital (radio en directe a Internet) pero la digitalitzacio de la xarxa permet
tambe trencar-la, segmentar i dividir el seu producte de flux, obligant-lo a experimentar el
que és la produccio editorialitzada de mercaderies culturals. | tot plegat, en el context del
fenomen duniversalitzacio tecnologica que esta difuminant la linia de separacio entre
productors i consumidors, apropant-los i confonent-los en ocasions. Quan parlem de
leditorialitzacio del flux ens referim a un prototip, una obra, posada al mercat, en aquest cas
la xarxa, en forma de peca unica reproduible i difosa ad infinitum. Aixo te, obviament, unes
consequencies en el proces de produccio i l'estructura de l'oferta; una oferta que ara no cal
repartir al llarg duna graella progromatica, pero que segueix necessitant complexes
decisions basades en habits d'escolta, consum i comercialitzacio” (pagina 141).

https://www.cac.cat/sites/default/files/2019-01/Q43_Sellas-Bonet CA pdf

https://www.cac.cat/sites/default/files/migrate/study/IX Ajuts Audio Internet Sellas Bonet.pdf



"Tinguin mées o menys muscul financer, tots competeixen pel temps d'escolta de
loient. Una audiencia amb la qual s'esta construint un nou tipus de relacio. LEGM
encara se soste sobre dades massives, pero a Internet cal pensar mes en
termes de comunitats. De fet, les estrategies de xarxes socials i les propostes de
continguts que esmentavem van en aquesta linia: construccio de comunitats
doients a l'entorn de contingquts especifics que els interessen, amb un vincle que
en bona part es construeix mitjoncant les xarxes. Es tracta de captor i
acompanyar loient (abans, durant i despres) perque, més gque una audiencia
massiva, ara es tracta duna suma de diverses audiencies fragmentades’
(pagina 147).

https://www.cac.cat/sites/default/files/2019-01/Q43_Sellas-Bonet CA pdf
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Idea, practica o
objecte percebut

com a NOuU per un
individu o una altra
unitat d'adopcié'.

(Rogers, 2003: 36)




Grafic 6. Cadena de valor de la radio (l)

Radio in the audio continuum value chain, 1975:

Font: Communications Management Inc., 2012: 9.



Grafic 7. Cadena de valor de la radio (Il)

Radio in the audio continuum value chain, early 215t Century:

Font: Communications Management Inc., 2012: 10.



Nostdalgia




Main Reasons For Listening to AM/FM Radio

Easiest to listen to in car

It’s free

DJs/Hosts/Shows

Hear favorite songs/artists

Feel a connection w/ radio

In the habit of listening

Like to work with radio

Keeps me company

To be informed about the news
What's going on locally

To be informed in an emergency
Get in a better mood

Enjoy talk shows

Weather

Music curation

Escape pressures of everyday life
Traffic

Discover new music/new artists
Music surprises
Charitable/community events
Sports

To win prizes
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Among those who listen to AM/FM radio, % who say this is a main reason they listen
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Why AM/FM Radio? It’s the Emotional Benefits

Easiest to listen to in car

It’s free

DJs/Hosts/Shows

Hear favorite songs/artists

Feel a connection w/ radio

In the habit of listening

Like to work with radio

Keeps me company

To be informed about the news
What'’s going on locally

69%
62%
59%
55%

50%
48%
47%
42%
39%
38%
35%
34%
32%
29%
28%
27%
27%
27%

To be informed in an emergency
Get in a better mood

Enjoy talk shows

Weather

Music curation

Escape pressures of everyday life
Traffic

Discover new music/new artists
Music surprises
Charitable/community events
Sports

To win prizes

23%
21%
17%

14%

0% 20% 40% 60% 80% 100%
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“Why Radio?” Female Scores Are Consistently Higher

Easiest to listen to in car

It’s free

DJs/Hosts/Shows

Hear favorite songs/artists

Feel a connection w/ radio

In the habit of listening

Like to work with radio

Keeps me company

To be informed about the news
What'’s going on locally

To be informed in an emergency

0%

65%
72%
60%
64%
56%
61%
45%
63%
48%
52%
44%
- m Male
45% B Female
49%
35%
48%
42%
36%
36%
39%
30%
38%
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Per pensar—hi...




@ Per pensar-hi...

‘ Combinacio amateur + professionals.

‘ Si es vol gue sigui una industria, caldra construir-la.




@ Per pensar-hi...

‘ No cal matar cap mitja. Adaptacio / Convivéncia.

‘ Quin és en definitiva el negoci de la radio?




@ Per pensar-hi...

‘ Si ho ha emes la radio, ja no és podcast?

‘ Canvis en perfils professionals de gestio.




@ Per pensar-hi...

La tecnologia com a forma de rebellia i
trencament generacional (i tampoc no és res nou)




Podcast: algunes fonts

- Toni Sellas https://ja.cat/egeGm

- Plan H Medlia https://www.planhmedio.com/ca

- Chartable https://chartable.com/

- PodNews https://podnews.net

- Hosting Migrations https://podnews.net/article/hosts/changes
- ListenNotes https://www.listennotes.com/podcast-stats/

- HotPod News https://hotpodnews.com/

- PodNews https://podnews.net/

- Via Podcast http://viapodcast.fm/

- Sounds Profitable https://soundsprofitable.com/
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https://podnews.net/article/hosts/changes
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https://podnews.net/
http://viapodcast.fm/
https://soundsprofitable.com/
https://ja.cat/egeGm
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