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17 services on AM and FM Over 40 on DAB+ 

Potential for new services 

Sydney analogue services Sydney digital services 
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UK Australia Germany 

Electronic music 

Classical Decade Country 

Unsigned bands Classic Rock 

New services - music 
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Specialist speech services – e.g. sports or archive 

Sport 

• Germany:  live football 

• UK: digital-only sports 
channel – e.g. tennis, 
Formula One 

Drama & comedy 

• UK: archive from the 
BBC 

Science 

• Germany: higher 
education for younger 
audiences 

http://www.sport1.de/
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Energy on FM 

Hamburg 

Berlin 

Nuremberg 

Stuttgart Munich 

Rhein-Main 

Potential to extend geographic reach 

Energy on DAB+ 
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XFM – UK coverage 

• XFM on FM  

- London & Manchester  

- 14m population 

• XFM on DAB  

- many regions 

- 40m population 

• Listening up 22% 

Extra coverage delivers increased audiences 

FM and DAB 

DAB only 
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Analogue and digital Digital-only services 

Extend the brand portfolio 



9 

Weekly listening hours, m 

11.3 9.5 11.2 12.6 12.3

1.7 6.4
7.613.0

15.8
18.8

22.8
25.3

13.010.2

Q4 09 Q4 10 Q4 11 Q4 12 Q4 13

Absolute Radio (core service) Absolute digital-only services

Source:  RAJAR 

+95% 

 Absolute’s listening hours - up 95% 



10 

5.8
6.7 6.7

9.2

9.2

Q1 10 Q3 10 Q1 11 Q3 11
Source:  RAJAR 

+37% 

Rebranding as “Radio 4 Extra” added 37% listening 
Weekly listening hours, m 

• Radio 7 (DAB), sister station to Radio 4 (FM) 
• Rebranded as 4 Extra in 2011 
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Sponsorship opportunities – youth audiences 

http://www.novanation.com.au/competition_next-gen_1818
http://sharealogo.com/liquor/smirnoff-vector-logo-download-2/attachment/smirnoff_ai/
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Branded stations take sponsorship to new level 

• Branded channels – aimed at  
housewives target audience 
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Pop up stations – for range of events  

http://www.smoothchristmasradio.com/
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Sponsorship opportunities – music tour & digital radio station 
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Sponsorship opportunities – music tour & digital radio station 
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Colour screen devices create new opportunities 

Revo Pixis 
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Colour images for additional information 
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• Radio competes with press 
and TV for visual advertising  

- pack and product shots, 
logos 

- special offers 

- store locations, opening  
hours 

Examples of visual advertising delivered via DAB+ 

Advertisers using colour screens 
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Hybrid radios with Bluetooth connectivity – from €59   

John Lewis Spectrum Duo 
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• Hear new song on radio 

• Hit Tag button  

- for info  

- add to playlist  

- share with friends 

New song 

http://www.worlddab.org/
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• Hear ad on radio / see 
visual display 

• Tag to interact 

- access more 
information 

- register interest 

Advertising 

http://www.worlddab.org/
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Conclusions 

New 
audiences 

• Develop portfolio:  existing brands – and extending geographic 
coverage 

New 
revenues 

• Pop-up stations 

• Station sponsorship 

Hybrid 
models 

• Long term opportunity to combine audio, visuals and return path 
functionality 
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Thank you  
 
 
 
 
 

     

    For further information, please contact: 
    www.worlddab.org 
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Share of listening by platform, % 

Note:  (1) includes analogue services broadcast on digital-only outside their analogue licence area 
Source:  RAJAR,  PH analysis   

98%
83%

66%

19%

15%14%
3%2%

UK AM / FM UK DAB UK online

AM / FM services (simulcasts) Incumbent digital-only
New entrants and others

1 

Radio groups can retain share on digital radio 

http://www.worlddab.org/
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