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Matt Who?
• Matt Deegan• Matt Deegan
• Business Development
• Corporate Strategyp gy
• Youth & Technology
• Consulting Firm

S &• Digital Strategy & Implementation
• Digital Radio Platforms and Stations
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Clients: Absolute Radio, Arqiva, UTV, Planet Rock, NME Radio, Radio Advertising Bureau, UK 
Government, GTN, Radio Academy, Red FM, The Coast, Jazz FM, ITN, Jack FM



Why, over the years, has a great 
d l f di bdeal of radio been
commercially successful?y



Constrained Capacity
Hi h B i t E tHigh Barriers to Entry
Broad Mainstream Product
Only ‘Free’ Music Supplier
Premium Talent and ContentPremium Talent and Content
High Advertising Rates



F tFort 
Analogue





But....
•Scarce capacity.... no longer so scarce...Scarce capacity.... no longer so scarce...
•Multi-media competition for ears and money
•Audiences are not interested in waiting for theAudiences are not interested in waiting for the 
future of radio
•Audiences are just interested in listening to radioAudiences are just interested in listening to radio
•It’s ALWAYS been content driven, it’s never been 
platform driven.platform driven.



Another Boring UK Example...g p
1,000m hours of listening a week
• DAB represents 166m (16.6%) Sharep ( )
• DTV represents 45m (4.5%)
• Internet represents 32m (3.2%)

Share

p ( )

90% of all UK listeners listen to radio 
‘ Any Digital’ 45%

Reach
•‘ Any Digital’ – 45%
• DAB – 27%

DTV 15%• DTV – 15%
• Internet – 9.8%





Digital Business Models in the UKDigital Business Models in the UK
• Brand Extension vs New Service Introduction
• New Entrants – Large vs SmallNew Entrants Large vs Small
• Media Extension





•1993: National AM Radio Station
•1995: Added London FM Licence
•1999: Added National DAB Coverage
•Also broadcasts online, through digital television and mobile

•Main Service:
Reach: 1.3m/week
•Hours: 9 4m/week•Hours: 9.4m/week



1999: 30.0m
2011: 9.4m



Digital Only spin-offs now generate 6.4m hours
(DAB, some DTV, online and mobile)





Absolute’s Digital Success
•Driven by hours survival
•Well-formatted, understandable stations
•Strong multi-platform distribution
•Well promoted on existing stations•Well-promoted on existing stations



•Independently Owned

•Coverage:•Coverage: 
•National DAB
•Digital Television
•Online•Online 
•Mobile

•AudienceAudience
•827,000 listeners
•5,647,000 hours



• Traditional advertising and sponsorship 
• CRM with VIPs
• Strong ticketing strategy• Strong ticketing strategy 
• Music advertising



Planet Rock’s Success
• Consistency – they’ve been around for 10 years
• Nationwide distribution
• Strong, popular format, un-used by other 
broadcasters ‘classic rock’broadcasters – classic rock
• Focus on listeners and retailing direct to them



•Independently Owned

•Coverage:•Coverage: 
•London DAB
•Online 

•Audience
•45,000 adults
•100,000 kids100,000 kids



• Non-Agency Focus
• Client Direct

N t di• New money to radio
• S&P
• Integrated campaigns
• Tiny cost base



Fun Kids Success
• Super-low cost base 
• All elements of the operation are non-traditional
• Targets sectors that spend little money on radio
• A kids brand that sells and serves across web• A kids brand that sells and serves across web, 
email and radio





Extensions...
• Are non-radio operators
• Use radio to reach audiences
• Do not care about the traditional operators
• Do not argue about platforms they get on with• Do not argue about platforms, they get on with 
reaching listeners.



Summary
• This is not the analogue world
• Just because you were awarded spectrum 50 
years ago will mean less and less.
• Use digital to re examine how your stations• Use digital to re-examine how your stations 
operate
• Do somethingDo something
• Build an audience, build a relationship, try some 
models..... Or......
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