
 

Worldwide Radio Summit reveals technology, human
trends

Jacaranda FM's GM, Kevin Fine, was among the hundreds of broadcasters and music executives from around the world at
the 2017 Worldwide Radio Summit in Hollywood, California. He returned with new information on radio and its trends.
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He was invited to speak with peers on the complicated relationship between science and art. The panel included key
industry leaders including Kurt Johnson, senior VP of Programming at Townsquare Media; Michael Martin, senior VP of
Programming and Music Initiatives at CBS Radio; Mike McVay, senior VP of Content and Programming at Cumulus Media
and Valerie Geller, president of Geller Media International.

“It’s very clear that radio is more than just alive and well – it continues to feature prominently as the biggest influencer on
the media landscape. Radio airplay is still the biggest difference between a Top 39 spot and a number one hit. With the rise
of digital technology – especially those aimed at mobile users – radio stations that are willing to adapt to the needs of a
more demanding audio and visual market are presented with deeper content and a much wider reach,” says Fine.

Survey shows radio is most consumed medium in US

During the summit, a survey involving over 51,000 respondents was presented. The findings revealed that, even with a
substantial increase in phone addiction, radio is still the most consumed medium in the US. The survey also found that
people tune in, because it is a free medium that allows them to discover music and hear their favourite songs, and tune out
with too many commercial breaks and repetitive music. Furthermore, 30% of all listeners tune in and stay loyal to stations
who engage with them on social media.
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“These are trends that we’ve seen in South Africa as well. Listeners are more likely to tune in to a station that knows what is
on their mind, meets them where they are, engages them on things that matter to them and offers them a diverse selection
of content, along with more of the music they love to listen to.”

One of Fine’s key points from the summit is that commercial radio stations have not explored the value of podcasts, the next
biggest thing after streams. Just 1% of all podcast listening in the US originates from commercial radio stations.

“In a world where technology gives you a concierge in your pocket and a car that can drive itself, radio cannot see
technology as a competitor. It needs to leverage technology – not in some sort of bid to survive, but in seeing an
opportunity to thrive.

“The BBC and Radio 1, in particular, have set noteworthy examples by addressing the demands of modern audiences.

Panel discussion

“When it comes to radio, art and science are not opposites, nor can one exist without the other – there will always be an
element of art in science and vice versa. Technology is not replacing the human element. Science and technology merely
provide us with richer, wider reaching platforms and channels for our hearts and minds to be heard. The human to human
connection remains a key value proposition of radio, and one which cannot be ignored even with the rise of podcasts and
music streams.”

“In an era of technology and information overload, where many people want nothing more than just to ‘escape from it all’,
the key for broadcasters is to remember that it is all about connection.

“Our responsibility as broadcasters – beyond all the tech platforms - is to be human. We have been the greatest purveyors
of audio for nearly 100 years and now we are providing visual content too. However, that connectivity with a presenter and
radio in general is critical. Neither a stream, nor a podcast can show that it cares about you, identify with and sympathise,
or empathise, on a piece of news, or the way a song makes you feel,” Fine concludes.
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