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The Inside Story: With revenue upswing, some broadcasters ramp up research. After years of pulling back or eliminating
market and music research as part of cost-cutting measures, several radio companies ara now reinvesting in research, albeit
ina more cost-effective mannar. Improving revenue is driving the return, couplad with concerns that stations have fallen out of
step with listenar praferences. As more markets convert to PPM, there iz a greater urgency to align music and programming
with audiance tastes — especially for stations that haven't done an auditorium test or parceptual in years. "We've stepped
things up as of tha firzt of the year” Saga executive VP/group PD Steve Goldstein says. Researchars say their business is up,
though far from pre-recession levels. "The wind is re-antering the audience research sails”” Mark Bamsey Meadia president
Mark Ramsey says. “Aftar a year on the sidelines, | think many broadcasters are recognizing that the distance betweasan

what they don't know and what thay nead to know to win is getting intolerably big.” Aftar a challenging 2009, president/CO0O
Warren Kurtzman says Coleman Insights is experiencing "an cutstanding rebound” in 201 0. "Obviously a lot of this has fo do
with the improving financial performance of most radio groups, but | think it also reflacts how we commitied to expanding our
capabilities rather than retrenching during the Great Racession.” In a February court filing regarding ASCAP music licansing
feas, Emmis Radio prasident Rick Cummings provided a window on the magnituda of recent research cutbacks. "Wa have
conducted almost no music library testing overthe past two years, and have completaly eliminated ‘callout’ research on cumrant
music other than for two stations in New York and one station in Los Angelas,” Cummings said. However, ressarch remained
a top priority throughout the recassion for othar groups. “We never cut back on research — even last year,” Cox Media Group
EVP Bob Meil says. “Ona of the great advantages of baing back to a private company is
we can take a longer view” ESPN, maanwhila, not cnly supported but alzo expandad its
research and analytics depariment during the recant economic turbulence.

Stations become savvier about conducting budget-consclous research. With ressarch
budgets systematically slashed over the past several years, broadcasters have tumed to
less axpensive — and lass frequant — alternatives. The most profound change has bean
the migration to online resaarch instruments. In a cost-cutting move, Claar Channel-owned
Critical Mass Madia last year moved 1o web-based respondant panals and ocutsourced
sample recruitment. Almost all auditorium music testing by CMM for Clear Channel clients
has moved online. CMM ressarch analyst Lainie Fertick says the company continuas to mirror Arbitron methodology using
a hybrid of phone-basad recruitmant augmented by postcards to reach cell phona-only listenars. “The main difference is tha
instrumant itsalf,” Fartick says. “Instead of a human baing on the phone reading queastions to you, thay appear on the web.”
The combination of compensation and convenience has resulted in increased participation, Fertick says. "We see a lot of
activity at lunchtima when people can [lake the test] on their computer at work. Wea're also better able to control the universes
we're trying to represent.” But it takas time for stations to realize cost savings from building research participant rostars.
“Once stations have built up thair rescarch databases so that they can do 100% wab testing, they can save from 25%-509,"
Fertick says. "For anyone who has a research database [separate from a loyal listener database], suddenly lots of things
have become more efficient if they need to tap into their dalabase for any type of inquiry” Last quarter, Fertick says around
25% of CMM client stations wara conducting all thair research online. Thera are other ways stations have become savvier at
conducting research on a emaller budget. By tapping a local vendor for recruitmeant and station employeas as moderators,
the role of the research company in a music test or perceptual can be reduced to processing the test data. "We are able to
control costs by administering a lot of the pieces ourselves,” Saga exacutive VP Steve Goldstein says. For many stations,
listener advisory boards have replaced costly focus groups. “it iz an incredibly valuabla way to spond 80 minutes with P4
listemears;” Goldstein says. “Thay will tell you a lot. ™

Mew research products range from syndicated perceptuals to focus blogs. Shoestring research budgets have spawned
a new manu of products from vendors catering to stations that can no longer afford a pricey percaptual study. Early this
month, Calgary, Alberta-based Dance Naked Media (DNM) began marketing Radic DOPLR, a
new subscription-based parceptual research service available on a barter basis. Each subscribing
station recaives monthly tracking and trending data for their entire market, along with the option to
field propriotary questions where only they have access to the responses. "it's a cost-offactive way
for stations to make perceptual rescarch a priority again,” says DMNM president Howard Kroeger,
the Canadian programmer who concaived the adult hits Bob format in 2002, a precursor to Jack.
Tha sarvica launchas thizs month in Los Angelas, with additional markets expectaed in the coming
maonths. While Critical Mass Madia originally intendad its Fast Quality Research (FQR) sarvice as a down and dirty way for
stations got fast answeors 1o a single inquiry, some disnts now use it as a replacamant for traditional percaptuals. Instaad




of shelling cut $40,000 for a 30-minute survey of 400 respondents, clients pay $10,000 for an eight-minute survey of 200
respondants that can be fielded on the phone or on the wab. “lf's standing in place of other traditional parceptual rasearch
for smaller stations that weran't otherwise getting research monay” CMM research analyst Lainie Fertick says. The web
migration has also given birth to the focus blog, the online aquivalent of a focus group that empanels up to 30 peopla for
threa days instead of a few hours. In addition to a lower cost, advantages to focus blogs includs eliminating bias caused by
outspoken participants who sometimes sway others' opinions. "Everyone hasto give their own response to a question before
they interact with others” Fartick says. Ressarchars can also azsign homeawork to panelists, such as listaning to the station
and then rating what they haard.

Caution and caveats for online-only research. Although online music surveys of station weab =site visitors are ubiquitous,
they come with inherent shortcomings and pitfalls, researchars say. "The silver bullet of sticking a survey on your wab site
isn't tha silver bullet that broadcasters thought it might ba,” Paragon Media Strategies CEO Mike Hanry says. “The quality of
the sample is paramount,” he says, arguing that limiting a sursey to core P12 is more of a marketing ploy to halp foster the
impression that the station cares about what listenars think than a legitimate research project. “It's faux research that would
be very dangerous to consider as fact, he says. ESPN VP of audio research & special projects Dr. Torm Evans, who co-chairs
the Adwvertizing Research Foundation's Quality Task Force and has worked closely with major online ressarchears, agrees.
“You can have a large sample, which some onling research companies boast, but if the sample is not represantative of the
population you want to maasura, then the results can ba unreliabla” Evans says. “If you invest in less expensive rasearch,
then you get less raliable information.” Saga, which stopped conducting weekly callout as part of cost cutting, uses online
music testing but is careful about intarprating the data. “l look most closaly at the songs that are on the top and atthe bottom
of the results,” executive VP Steve Goldstein says. "There iz a risk in that P1s, while valuable, tend to move songs up quicker
inthe research.” That risk may be exacerbated with PPM ratings, whera stations with large cumes and mass appeal formats
oftan perform better than those with small audiencas that listen for long pericds of time. “If you're looking to attract cume, that's
a recips for dizastar” Goldstein says. Share your feedback an this Inzida Story on resgarch with paul @insideradio.com.



