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Approach to Ratings AnalysisApproach to Ratings Analysis

        Sales        Sales
Best Foot ForwardBest Foot Forward

storiesstories
marketingmarketing
defensedefense

     Programming     Programming
UsageUsage

audience flowaudience flow
preferencepreference
occasions occasions 
quarter hour sharingquarter hour sharing



© 2001, Research Director, Inc.

Ratings AnalysisRatings Analysis

Trend

Rank

Composition
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How do you get better RESULTSHow do you get better RESULTS
for your advertisers ?for your advertisers ?

REALLYREALLY  
know your know your 
audienceaudience
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Benefits to Your AdvertisersBenefits to Your Advertisers

better copybetter copy
right reachright reach
best timesbest times
optimum optimum 
frequencyfrequency
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Learn more about your audienceLearn more about your audience

Study the Study the 
ratings from a ratings from a 
programmer's programmer's 
perspective.perspective.
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Audience FlowAudience Flow

The listening pattern of the radio The listening pattern of the radio 
station observed quarter-hour by station observed quarter-hour by 
quarter-hour through a daypart:quarter-hour through a daypart:

by listening locationby listening location
by Preference levelby Preference level Check 

your 
workbook
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There is an in-car audience all day There is an in-car audience all day 

Source: PD PROFILE 
® Monday- Friday 5A - 12M, selected target audience, in-car quarter-hour mentions.

lunch

Commute time
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Audience Flow Mon-Fri 5A-12MAudience Flow Mon-Fri 5A-12M
by Listening Locationby Listening Location

Original data © Arbitron Ratings
Source: PD PROFILE ® 
440,000 Diarykeeper Study
October, 1998 
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Weekday Audience FlowWeekday Audience Flow - - AQH by AQH by 
Quarter-Hour & Location of Listening, P 12-34Quarter-Hour & Location of Listening, P 12-34

5A 6A 7A 8A 9A 10
A

11
A

12
N 1P 2P 3P 4P 5P 6P 7P 8P 9P 10
P

11
P

M
id

At Home
In Car

At Work
Some Other Place

CHR



© 2001, Research Director, Inc.

Weekday Audience FlowWeekday Audience Flow - - AQH by AQH by 
Quarter-Hour & Location of Listening, P 12-34Quarter-Hour & Location of Listening, P 12-34
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Weekday Audience FlowWeekday Audience Flow - - AQH by AQH by 
Quarter-Hour & Location of Listening, P 25-54Quarter-Hour & Location of Listening, P 25-54
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News Station

Weekday Audience Flow - AQH by Quarter HourWeekday Audience Flow - AQH by Quarter Hour
Location of Listening - Persons 35-64Location of Listening - Persons 35-64
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1. This audience flow was 

for a competing station 
that lost BIG time in PM 

Drive

Weekday Audience Flow - AQH by Quarter HourWeekday Audience Flow - AQH by Quarter Hour
Location of Listening - Persons 35-64Location of Listening - Persons 35-64

2. Your station 
could be the 
white line.
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Weekday Audience Flow Weekday Audience Flow AQH by Quarter-Hour AQH by Quarter-Hour 
by by PreferencePreference Level, P 12+ Level, P 12+
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Audience Flow - Sales ImplicationsAudience Flow - Sales Implications

Positioning ad copy by time 
Scheduling 
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The "loyal" listener The "loyal" listener 

"loyal" "loyal" 
"favorite station" "favorite station" 

value judgement value judgement 
no listening threshhold no listening threshhold 

"core audience" "core audience" 
exclusiveexclusive
preferencepreference
heavy userheavy user
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PreferencePreference

the station the diarykeeper listens to the station the diarykeeper listens to moremore  
than any otherthan any other
Preference levelsPreference levels

P1 - First PreferenceP1 - First Preference
P2 - Second PreferenceP2 - Second Preference
P3 - Third PreferenceP3 - Third Preference
P4+ - Fourth+ PreferenceP4+ - Fourth+ Preference

VOTE
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71% of 71% of 
Qhrs / P1Qhrs / P1
36% of 36% of 
Diaries / P1Diaries / P1

71

18

6 4

36

26

16
22

P1 P2 P3 P4+

Diaries Qhrs

Preference ProfilePreference Profile
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Exclusive ListenersExclusive Listeners

8% of8% of
diarykeepersdiarykeepers
are are exclusiveexclusive
listeners andlisteners and
account foraccount for
17% of17% of
quarter-hoursquarter-hours

Diaries Quarter-hours

8% 17%
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Heavy ListeningHeavy Listening

8 %
Diaries

38 %
Qhrs

100 +100 +
Quarter-hoursQuarter-hours
of listening perof listening per
week to aweek to a
single stationsingle station
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Loyal Audience - Sales ImplicationsLoyal Audience - Sales Implications

Can reach this audience 
no where  else
Can reach a segment of 
the audience most 
efficiently
Can build frequency 
quickly
credibility
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age, sex, 
ethnicity

geography

location of 
listening

Target Audience - CompositionTarget Audience - Composition
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12 15 20 25 30 35 40 45 50 55 60 65 70 75

Age

Fourth+ Preference

Second/Third Preference

First Preference

Quarter-Hours by Preference Level

Core

Quarter-Hours by Preference LevelQuarter-Hours by Preference Level
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Composition - GenderComposition - Gender

male
34%

female
66%
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Composition - EthnicityComposition - Ethnicity

African-American
71.0%

Hispanic
14.0%

Other
15.0%
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GeographyGeography

StandardStandard
Metro Metro 
TSA TSA 
DMADMA

Custom Custom 
selected countiesselected counties
Hot ZIPSHot ZIPS
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Hot ZipsHot Zips

The Zipcodes that The Zipcodes that 
produce the most produce the most 
quarter-hoursquarter-hours of  of 
listeninglistening
16.5% of station 16.5% of station 
Zips usually account Zips usually account 
for 50% of Qhrsfor 50% of Qhrs
Hot workplace ZipsHot workplace Zips
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Workplace ZipsWorkplace Zips

In what Zips does In what Zips does 
the audience work?the audience work?

This does not mean This does not mean 
where they listenwhere they listen

Proximity to Proximity to 
workplace may workplace may 
derive business derive business 
prospectsprospects

MeetingMeetingMeetingMeeting
inininin

ProgressProgressProgressProgress
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Listening Location:  Listening Location:  
% Diaries vs. % Quarter-Hours  % Diaries vs. % Quarter-Hours  

31 31 36

2

47

72

23
6

At Home In Car At Work Other

Diaries Qhrs
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Targeting the Audience - Targeting the Audience - 
Sales ImplicationsSales Implications

reach the advertiser's 
audience
proximity - closer to outlet
build copy that appeals 
age/gender/ethnicity, etc.
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Competition [real and imagined]Competition [real and imagined]

cume 
duplication

quarter-hour 
sharing

% of your 
station's cume 
that also listens 

to another station

% of 
quarter-hours 
of listening to 
radio that are 

spent with 
your station 

v. others
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DiariesDiaries
54% A54% A
41% B41% B
26% C26% C
25% D25% D
17% E17% E

A

23%

B
15%

C

8%

D

8%

E

5%

Other
40%

Cume Dupe v AQH SharingCume Dupe v AQH Sharing



© 2001, Research Director, Inc.

Competition - Competition - 
Sales ImplicationsSales Implications

cume dupe does not equal 
sharing of audience
who is the real competitor
building of schedules
sharing may be good for 
you and the advertiser
you become the research 
resource
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Reach & FrequencyReach & Frequency

Reach = Reach = 
# of people who heard # of people who heard 
a schedule a schedule 

Frequency = Frequency = 
# of times the average # of times the average 
listener hears the listener hears the 
schedule  schedule  
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Reach x Frequency = GRP'sReach x Frequency = GRP's

25 Reach 
x 4.0 Frequency  

= 100 GRPs

50 R
each 

x 2.0 F
requency  

=
 100 G

R
P

s
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First Preference v P2 & P3 R & F First Preference v P2 & P3 R & F 

P1 P2/P3
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Why does this happen?Why does this happen?
In the example In the example 

35% of cume is P1 and 35% of cume is P1 and 
79% of quarter-hours79% of quarter-hours
37% of cume is P2/P3 37% of cume is P2/P3 
and 16% of and 16% of 
quarter-hoursquarter-hours

Frequency builds Frequency builds 
quicker among those quicker among those 
who listen longerwho listen longer
Study the First Study the First 
Preference audience to Preference audience to 
get better results for get better results for 
your advertisersyour advertisers

P 1
35%

P 2
25%

P 3
12%

P 4+
28%

Cume

P 1
79%

P 2
13%

P 3
4%

P 4+
4%

AQH
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ProgrammingSales

Ratings AnalysisRatings Analysis

Advertiser Audience
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