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COLUMN

ORLDWIDE,
how many
people have
accesstoelec-
tricity?
A)20%
B)50%
C)80%

® How many one-year old children
have been vaccinated against some
disease globally?

A)20% B)50% C) 80%

®In 1996, tigers, giant pandas and

black rhinos were all listed as endan-
gered. How many of these species are
more critically endangered today?

A) All of them B) One of them

C) None ofthem

If you picked the third option for all
the three questions, which are from a
delightful book I justread called Factfudl-
ness, give yourself a pat on the back. You
have successfully subverted what this
book is about - that most of our world
view is flawed. We think we are doomed
as a planet when in reality, the facts tell a
completely different story.

So, 'mnotpreachingto the choirwhen
I'say, factsareimportant. Todrawabroad
parallel, the radio industryisalso plagued
with its fair share of misconceptions. I

was at a social gathering recently where
my dinner companions were engaged
in a rather passionate discourse about
the state of media in the country. With
achime here and a chime there, I heard
several theories and concepts, sometrue,
some not. While I let the custodians of
the other mediums speak for their sec-
tors, I feel compelled to bust some myths
associated with the radio industry be-
cause left unquestioned and unrefuted,
myths become the truth over time. And
as we've learnt from our little quiz, that

would be absolutely criminal!

So, let’sbegin.

Myth: Radio’s reach has decreased
overtheyears

Reality: This is probably the easiest to
refute because there are multiple stud-
ies which prove otherwise. According to
a statement by the 1&B ministry from
January 2019, currently India’s FM radio
network covers 52 per cent of the popula-
tion and will soon be expanded to 65 per
cent of the country.

That’s more than the entire population
of the US! As per Neilson’s 2018 report
titled Power of Radio, Tadio has emerged
as the second most accessed media plat-
form, outpacing social networking and
onlybehind television with listeners tun-

By Apurva Purohit

ing in five days a week’ Today 30 private
players operate 386 radio stations in the
country.

Radio reaches corners of the country
where even newspapersdon’t, paving the
way for hyperlocal content, truly bring-
ing about last-mile connectivity. Even in
the US, radio’s mass appeal and reach has
been consistent over theyears. According
to Neilson, radio continues to reach more
Americans than any other platform with
92 per cent of US adults listening to the
medium every week.

Myth: Radio’s audience is disen-
gaged

Reality: According to Neilson's Power of
Radio report, radio is the second most
involving medium in metros with 50 per
cent of the listeners accessing it daily. In
non-metros, radio is the most involving
medium with the highest involvement
among the 35- plus-years age group. Ra-
dio is also considered a trusted source
of information ‘as it gives best real time
updates, credible and well researched in-
formation which is reliable and spreads
public awareness for a cause’ Radio is
known as‘acompanion of leisure time'for
most listeners, with ~3 out of 4 of them
choosing radio as their first choice dur-
ing travelling. Also, choice of the radio
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station is habit driven with most listeners
tuning in to the station(s) that they usu-
allylisten to. Most audiences check only a
handful of channels to arrive at the most
interesting one which means ‘experimen-
tation with new channels is very low’. In
addition toits USP of on-demand, mood-
mapped music, radio has also been syn-
onymous with RJs who are increasingly
harvesting their popularity through social
media channels, becoming influencers
who are shaping and driving public nar-
rative and awareness on issues. This is
helping the medium influence mindsets
and society atlarge with even more power
and is probably the biggest reason why
radiois still the first choice for most public
service announcements (PSAs), and all

mass targeted campaigns.

Myth: Radio is not a preferred choice
for advertisers

Reality: With the above USPs, it is no
wonder that radio consistently rakes in
the moolah. A chunk of its money comes
from ad revenues. Here's why — psycholo-
gists say consumers need to be exposed
to an advertising message at least three
times before it begins to resonate with
them. When businesses review their ad-
vertising budget taking this factor into
account, radio becomes one of the few
mediums to choose from that offers an af-
fordable, repeat-ad plan. Itshould hardly
come as a surprise then that, just in the
year 2018, there were over 10,467 adver-
tisers on Indian radio comprising 13,710
brands; of which, 4,262 advertisers only
advertised on radio, but not on TV or
print. In fact, according to the aforemen-
tioned Neilson report, radio is the most
effective medium of advertising among
the 26-45 years age group. If printis con-
sidered a primary medium of advertise-
ment for the real estate sector, radio gives
17 per cent incremental awareness over
print. In addition, owing to its extensive
reach and hyperlocal nature, any sort of
targeted local advertising always choses
radio as the primary option. Lastly, ra-
dio as amedium complements television

INDIA’S FM RADIO NETWORK COVERS
52 PER CENT OF THE POPULATION AND
WILL SOON BE EXPANDED TO 65 PER
CENT OF THE COUNTRY. THAT’'S MORE
THAN THE POPULATION OF THE US!

where it improves the efficiency of a TV
plan because of the cost effective reach
it adds; and is also complementary to
new age digital plans where radio can be
used as an awareness building medium
to direct traffic towards PVs and clicks
ondigital.

Myth: Audio OTT players are eating
into radio’s business

Reality: Audio OTT is currently in its
nascent stages of growth and has along
way to go before it can be a potential
threat to an established medium like ra-
dio. From a content point-of-view, radio’s
three key drivers — micro local approach,
RJ connects with the listeners, and mood
mapped music, aren’t transferrable to any
other platform. The only common factor
between radio and audio OTT players is
music. However, a listener on any music
streaming platform would have a pre-de-
fined playlist, whereas it is the random-
ness of music on radio which is the key

differentiator that drivesalistenertotune
into the medium. According to a report
published by Deloitte and Indian music
industry body IMI about the Audio OTT
Economy in India earlier this year, there
are only 150 million ‘audio OTT  usersin
India. From a revenue standpoint, au-
dio subscriptions for audio OTT players
stand ata comparatively modest figure of
Rs 0.8 billion, with the percentage of paid
subscribers to total consumers beingless
than one per cent.

Does it come as a surprise then that
even our current Prime Minister should
choose radio for his hugely success-
ful, weekly nationwide address ‘Man ki
Baat’? I mean, by now the writing on the
wall should be clear - radio has withstood
the test of time and is not going any-
where. Anybody who thinks otherwise
is undoubtedly on a mismatched wave-
length! I
e R TR SO

Theauthoris President, Jagran Group
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