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How	commercial	radio
is	using	DAB	to	GROW	their	

business



Our	special	relationship





Changing	
times



New
competition



New	ways
of	listening



New	connectivity
in	cars



New	challenges
for	youth	listening



Expansion	of
digital	radio



• Greater	choice	
• Innovation		
• More	listening	
• Even	playing	field	

DAB
making	radio	future	fit



UK	doing
the	DAB



Commercial	reservations	
about	DAB	• Costs	

- Network	build		
- Dual	Transmission		

• Competition	
• Monetisation		



Commercial	support			
for	DAB	• Good for	radio	sector	

• Good for	listeners	
• Good for	listening
• Good for	competition			
• Good for	existing	players	



Balance	of	power

Commercial	
Radio



An	even	playing
field



National	stations	
legacy	FM	position	



National	stations	
DAB



We	are	family
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Absolute	Radio Classic	Rock Xtreme

Absolute	Radio	Network	– Total	Listening	Hours	(15+)







Justin	Timberlake



The Best of Soul 
and Motown











What’s	changed
since	2012



Radio	listening
has	been	sustained

• Radio	listening	hours	have	increased	
+2.3%	

• Digital	radio	listeners	listen	more	
• Young	people	listen	less	
• People	25+	listen	more	



61%
of	adults

49%
of	listening



74% of	digital	listening
is on	a	DAB	radio	



Most	radio	devices
are	digital

(Source:	MIDAS	Autumn	2017)

AM/FM	Radio
DAB	Radio
Any	TV
Desktop/Laptop
Smartphone
Other

SHARE	OF	DEVICES%



Radio	has	a
greater	share of	audio

(Source:	MIDAS	Autumn	2017)

Listen	Again
OMS
Podcasts
Live	Radio
Digital	Tracks
CD’s
Cassettes/Vinyl

SHARE	OF	AUDIO	%	



2012	 2017
BBC																									 34.7	m																	34.9	m
Commercial											 33.1	m																	35.6	m

Commercial	radio has	
more	listeners	than	BBC



Existing	commercial	players
are	the	big	winners

Market	share

2012 2017	 Change

16% 21% +29%

11% 15% +36%

Hours	listening

2012 2017	 Change

161m 214m +33%

111m 154m +39%

Digital	share

2012 2017	 Change

36% 48% +33%

32% 60% +88%



New	National	
radio advertisers	



Commercial	radio	is	
increasing	revenue	

Growth
2016												2017H1						2017Q2

Internet				+	12.9									+	13.8											+	13.0
Radio +	5.4											+	5.2														+	11.1
Cinema					+	8.4											+	21.0												+	14.4

Decline
2016								2017H1					2017Q2

TV																										- 0.2										- 4.4 - 2.5
Magazines											- 6.8											- 15.2										- 16.3
National	press					- 0.4										- 8.5 - 10.7														
Local	press											- 13.2								- 15.3										- 14.7
Direct	mail												- 10.1								- 0.4											- 0.8



Shift	to	digital	is
good	news	for	

commercial	radio



Thank	you	



Back	to
Brexit


