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Country Leads Into 2011

Country was America’s number one format during

the past year.

Two thousand, six hundred and twenty-six U.S.
radio stations program country music full-time, and
country remained the nation's top-rated format as of
fall 2009, with a 13.4 12+ share. And it’s not only
number one nationally, but in most dayparts and
among most age groups.

Country gained in national audience share for the
second straight year and reached more than 64 million
consumers each week, second only to AC.

Country ranked number one in the growth of col-
lege-education attainment and in increased affluence
($50,000-plus in household income) between spring
'02 and fall "09, was the undisputed leader in many
states, and was broadcast on more terrestrial radio sta-
tions than any other format — including nearly twice
as many FMs.

Some storm clouds did appear on the horizon when
Arbitron released the 2010 edition of “Hispanic Radio
Today,” showing country with a 5.3 share in diary-
based national averages but only a 2.3 in PPM panel
stats. And PPM appears to be treating country stations
that are alone in their markets a lot more kindly than
in PPM metros with two country stations.

But very attractive Hispanic demos await the coun-
try leader who can attract Latinos in those markets.
Fifty-three percent of country’s 12-plus audience is
femal and 48 percent is male; 19.9 percent is 25-34,
18.5 percent is 45-54, and 17.9 percent is 35-44.

The total (ethnic + non-ethnic) audience for coun-
try is 53 percent/47 percent female/male, but the
audience skews older, with the largest cell being 45-54
(20 percent), followed by 35-44 (16 percent) and 25-
34 (15 percent).

Two percent of country’s audience is black and just
7 percent is Hispanic, so it would seem that a chal-
lenge for the format in the near future will be to grow
younger by appealing to a more diverse audience
without losing the traditional, upper-demo core.

Fortunately, country’s superstar artist base has been
shifting for the last few years, with little polarity, low
levels of dislike and burn, and extremely high positive
passion across all segments of the target audience as
exciting new performers like Miranda Lambert, Lady
Antebellum, Zac Brown Band, Billy Currington, Luke
Bryan, Josh Turner, Blake Shelton, Carrie Underwood,
and Jerrod Niemann produce exciting songs that are
testing at the same levels as longtime music and con-
cert-ticket sellers as Alan Jackson, Toby Keith, Brad
Paisley, Tim McGraw, Reba McEntire, and Kenny
Chesney.

Arbitron's “Radio Today 2010” makes it official:
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The output of this new class of country acts is
rapidly displacing the previous high-water mark in the
history of the format, the “Class of 1989," as the cur-
rent favorites of narrow segments, both male and
female, from 18-34 to 45-54.

Country’s audience favorites, as ranked in a
December 2010 A&O online gold and recurrent test,
by average net positive:

Josh Turner/Your Man 80.6 percent

Trace Adkins/You're Gonna Miss This 75 percent

Toby Keith/You Shouldn't Kiss Me Like This 74.4

percent

Alan Jackson/Remember When 74.3 percent.

Brad Paisley featuring Alison Kraus/When | Get

Where I'm Going 73.7 percent

Billy Currington/Good Directions 72.7 percent

Brad Paisley/He Didn't Have To Be 72.3 percent

Joe Nichols/Gimme That Girl 72.2 percent

Billy Currington/People Are Crazy 71.2 percent

Jo Dee Messina/Lesson In Leavin' 71 percent

Each year, Albright & O’Malley measures prefer-
ences and attitudes of our client stations’ listeners as a
part of an annual “Roadmap” perceptual study. In
2010, we surveyed 8,867 people at stations from all
sections and market sizes throughout the United States
and Canada.

Respondents who reported listening daily for more
than two hours and for between one and two hours
has been holding steady for the last several years, but
there has been some erosion in daily usage by folks
who listened for under one hour daily. Satisfaction lev-
els, after slipping slightly last year, recovered in the lat-
est report. Those who were less satisfied singled out
song repetition and high commercial loads as their
reasons for feeling that way (see graph below).

Radio: Satisfaction Level (Trend)
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These country listeners now consider themselves as
being about average in adopting digital technologies
(see graph next page).
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Almost six in 10 respondents report having listened to a local
country station online in the last six months, and the amount of
time they spend listening is growing: One third listen for an
hour or less online per week, 25.9 percent listen one to three
hours per week, 11.1 percent say they listen for three to five
hours weekly, 6.6 percent listen for six-10 hours, and 11.1 per-
cent listen online for more than 10 hours each week. Twelve
percent say they never listen to local country radio online.

Three out of four respondents use a computer to hear local
country stations online, while about 10 percent listen on iPods
and MP3 players, 6 percent on cellphones and smartphones, and
20 percent on other devices. So it's become increasingly impor-
tant to a significant portion of our audience that country radio
stations be available online on all platforms — and that online
listening increases the amount of time these folks spend with
their favorite country radio stations.

Listeners also have specific expectations of a country station's
website: Sixty-three percent say they want to buy concert tickets
early, 59 percent look for country music news, 54 percent want
discount coupons, 46 percent want info on things to do in
town, and 45 percent cite CD reviews and songs to download.

The "Roadmap" survey also found that FM radio remains the
primary source of new music discovery for today’s country
music radio audience (see graph below).INK
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Jaye Albright is a consulting partner at Albright & 0'Malley. E-mail: jaye@albrightandomalley.com

www.radioink.com

PART OF OUR FO O
.- -. A . A '. »
PO A PROVIDES SO
RO OR A NS H
e a 00 O ard to pro g cond o 0 e
e PP a a e aro O aig a
e PP e pigge adlo e ea proje O d Q
< ca . O adDO O peopie ea e adlo e propie
e O e e do g, D e do a a O
e’re gaining a lot of valuable information tha a
slicable to dia arkets 2 PP e TREAE
a pe g aaopieap a O PP a e a O
o help yo e diary, and statio at realize ave
advantage — for a e. But soon those don’t adopt PP
endlv ta e ompetitive disadvantage
e othe ord is digital. Every company realizes that radio
o do pbette ob of ge g digital do O C O a big
d e a adlo O adlo aqgqgre e O g o
g DIg are o OCa ad e g do a are ca g dd
a edila O alg a O e e PP e O O a
ally eve ation has a ghe e (better rea a
pre O O g O e a e e po e OdQ ealo O e e
o other platfo
A a alq a O pa e a O ore a a ep e A
digital strategy also des social media, database ma
g, texting, and mobile app e have to realize that o a
pe e a e pla O a O e e a a e
d e e O e e O a O e prere ed
B [
RIQ O e e a ed ore O q aa eo g O a edila
a abPo a ge e. R e O adop O O a Jelele e
d other pla ay vary by demograp b atio
e eaa e e e ologie O ao a g pa a Q
or the be adopted by the majority of yo ene 0
O O e e ea e O O O e o0 e a
e e adaop
a O a e O De prepared Oa e e e g e O
Doe O app do ore a ea e atio audio
o) ave estate on pe onal de e Be e to take
antage of tha out ab g the privilege
Are O q O aaitapa prope e e are O pigge
Are O a ga ela O D e e O are O
D g out birthday e-mails and mo ewslette
at are the bigge akes you ca e ocia
T NI . T .
e a e P e pe a O dDO O e a O era
people dia entities, and co er brand
O d e e dailg dl d e O ge ore e e e 0 O O
. ead of canniba T
at are the possibilities fo g location-based service
at o ategic partnerships do you need to develop to
e rob ology, open new revenue possibilitie d pro

February 7, 2011 | RADIO INK | 23



