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Abstract
This article seeks to expound on the concept of radio advertising through a
multi-dimensional approach in the bid to equip the reader with the most current
literature on the theme. As such, the author deploys a comprehensive literature
study to expound on the global history of the concept. Next, the article provides
the specifications of radio advertising citing the types of radio advertisement.
That said, the author also considers providing a background of the pros and
cons associated with the theme of radio advertising in relation to other forms of
advertisement media in the bid to foster informed decision making. Most
importantly, the article carefully expounds on the global market share of
advertising since the 1980s to today highlighting the trends and patterns of the
same. Next, the author also considers providing a substantial literature review
of the market share of radio advertising in the US and EU countries before
further closing the report by providing insight on the future of radio advertising
as well as its critics.
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Introduction
Radio advertising denotes the utility of paid commercials on air in the
bid to promote events, products, or services. That said, the platform utilizes a
concept similar to that of television but lacks visual impressions. Radio
advertising deploys sounds, music, and words (Jefkins, 2016).Nonetheless, it is
imperative to acknowledge that the growth of the platform has been somewhat
sluggish especially in the recent years where other advertising media like
internet, mobile, and television among others seem to be the giant players in the
market (Douglas, 2013). Nonetheless, the contemplation is not an insinuation
that one should overlook the vitality of radios in advertising. This article seeks
to equip the reader with an overview of radio advertising by expounding on its
history, specifications, pros, and cons in comparison with other media, market
share, as well as its future.
Theoretical Background
Radio advertising is still a crucial source of entertainment and valuable
information around the world especially in the developing countries that have
high regards for the radio as a source of entertainment. As much as other
contemporary platforms like the internet are gaining a strong command in the
advertising field, radios are still vital advertisement medium due to many
reasons. For one, the portability of the medium makes it a convenient avenue to
reach a broad base of customers.
That said, radio also provides substantial demographic coverage due to
its capacity to appeal to diverse audience segments through different programs
like music, news, education, and entertainment (Beard, 2016). From another
point of view, substantial global villages have no access to electricity hence
making the radio an authoritative source of entertainment and information.
Therefore, radio is very influential in rural markets. Lastly, the widespread
acquisition of smartphones as well as the internet has made it possible to have a
wider audience hence spearheading the thriving of the radio advertising sector.
The Global History of Radio Advertising
Radio denoted the core source of family entertainment during its early
ages. Households would sit together and listen to their favorite programs that
would further translate to the day's discussion. As a result, businesses identified
the potential in radio and consequently decided to utilize the same for
commercial advertising. Therefore, for as long as the radio has been in
existence, corporate ventures have recognized it as an ideal avenue to tap into a
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wider audience for their goods and services (Beard, 2016). Therefore, radios
have been a perfect communication avenue where the corporate ventures have
consequently utilized it to create awareness for their services and products.
In the dawning of the 20th century, the manufacturers of radio
equipment as well as retailers had control of most radio stations and
consequently deployed them to enhance radio sales instead of making a profit.
On the other hand, radio stations were highly regarded as an investment that
would cajole households into procuring radios. From 1912 to 1920, radio
stations began to depict gradual revolutions where they ramped up their
offerings. As a result, continuous broadcasting became the order of the day.
The owners of the stations started acquiring licenses while at the same
time scanning for approaches to make the platform self-sufficient. It is at this
point that radio advertising came to be. That said, the first globally recognized
radio Ad was in 1922 where AT&T initiated the same of toll broadcasting
chances. They contended that corporate ventures could utilize the opportunities
to finance or underwrite a broadcast as a result of having their companies or
brand mentioned on air.
Later on, in the same year, WEAF, the renowned New York radio
station became the first channel to have run an officially sponsored advert. The
endeavor cost Queensboro $50 to have their commercial aired for 50 minutes in
the bid to foster the sale of apartments. That said, as economic fundamentals
spearheaded the development of the radio in the American territories since its
arrival in the 1920s, the system was on the other hand, heavily regulated for the
United Kingdom. Since its introduction, the radio initiative was ad-free
(Pease& Dennis, 2018). However, the Austere Calvanist, John Reith became
the first BBC director general to create the advertising tone by emphasizing that
broadcasting ought to be a public service responsible for the education of
masses. It is somewhat ironical that besides being the year that BBC was
pioneered, 1922 further oversaw the inauguration of the first paid radio advert.
At that particular time, the predicaments of the radio advert were
identical to those of the emerging internet so many years later. Both the radio
and the internet were technological miracles, but they were underutilized, as
nobody seemed to have an idea on how to make them generate revenue. That
said, the UK radio commercial was somewhat sluggish, and its birth was further
prolonged than that of the US. What is more intriguing is that radio ads were
familiar to Britons. Stations such as Radio Normandie and Radio Luxembourg
beamed ads as far back as the 1930s. The adverts were somewhat famous that
the citizens and corporations had the belief that radio ads would be introduced
in 1936. Such is because the BBC charter was to be renewed. However, in
collaboration with the News Publisher Association, BBC killed off the dream.
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Concurrently, it is somewhat surprising to discover that the first British
radio commercial was aired on 8 October 1973 at 6:08 AM (Pease& Dennis,
2018). Accordingly, Lintas for Bird's Eye fish fingers pioneered the one-minute
ad as soon as LBC came to life. It is imperative to acknowledge that the station
entailed the nation's first commercial radio station. Lastly, the forms of radio
advertisement garnered popularity and consequently spearheaded radio stations
into the radio's golden age.

Specifications of Radio Advertising
Just as it is the case with TV advertisements, various corporate entities
indulge in radio advertising investments. By so doing, the procure spots,
otherwise known as commercials in the radio sector to promote their services or
products. The endeavor involves the compensation of the radio stations by the
advertisers, who in turn, are granted the opportunity to have their advert on air
for a specific duration (Campbell, Martin & Fabos, 2018). The listening
audience of a particular station can then hear the advert. That said, numerous
types of commercials can be deployed for the advertising endeavor. The choice
of the advertisement method depends on the company as well as the nature of
the advert. They include the following;
The Live Read
Such is a typical form of radio advertising where the presenter voices a
live on-air advert. In other words, the announcer or DJ on air during the
scheduled time for the ad reads live the advertisement. The particular initiative
utilizes the popularity of the specific station that is playing the ad. A significant
proportion of the on-air talent is renowned in their regions of operation and is a
crucial player of lending expertise to its community.
That said, having familiar and popular personnel read out an ad comes
in handy at instigating advertisement while at the same time depicting a sense
of uniqueness from the pre-recorded batch that also plays in the station. Entities
that utilize the same cling onto the anticipation that the ad will influence the
listeners a bit to pay attention to the particular advert since their favorite
personality is reading it. However, it is imperative not to overlook some of its
potential hazards. If the presenter fails to execute an exemplary job, the
company or individual sponsoring the ad has to live with it since it is a live
initiative that does not involve do-overs (Martín-Santana, Reinares-Lara &
Muela-Molina, 2015).
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The Jingle Ad
Unlike the former, the jingle ad utilizes music or jingles to pass its
message. In line with this argument, it is imperative to acknowledge that there
lays a strong connection between music and memory. Therefore, one of the
most suitable ways to create a unique ad is to come up with a memorable jingle
to accompany it (Martín-Santana, Reinares-Lara & Muela-Molina, 2015). A
properly produced jingle introduces a sense of professionalism into the brand
while at the same time fostering its recognition by the audience. Indeed, the
music aspect in the jingle can induce a vibrant picture of the business in the
mind of the listener.
As a result, the jingle continually runs in the heads of the audience, and they
recall the commercial. Indeed, it is irrefutable that memory has a positive
correlation to music where the audience always finds itself humming to a given
jingle randomly. That said, when used creatively, jingle ads are among the most
successful ways that a brand can communicate its presence to the audience.
Personified Commercials
On the other hand, companies may also decide to add characters to their
radio advertising initiative. Such is an ideal way to create a dramatizing effect
of a message while at the same time making the instance memorable. By not
providing a visual impression, the audience is left to picture a picture on their
minds on the identity of the brand (Kwon, King, Nyilasy & Reid, 2018).
Therefore, one consideration that the users of this platform should put into
place is uniqueness. The story should be unique since the more one can relate
the character, the more that the audience seeks to discover the next occurrence
and are thus prompted to follow along with the radio.
The Sponsored Ad
The form of the commercial is one adjacent to the renowned content
segment like horoscopes, weather, or traffic. In line with this argument,
sponsored ads are the way to go for advertisers seeking to deploy a more subtle
approach for their marketing initiatives (Hackley C & Hackley R,2017). In line
with this argument, the advertising party may decide to sponsor various types of
regular programming such as traffic updates, weather reports, and news among
others.
The most exciting aspect about the form of advertisement is that it
guarantees the advertiser of a first spot in the commercial breaks such that they
can reach a broad base of customers before they even contemplate of changing
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stations or shutting down the radio after the sponsored event. That said, the
content under sponsorship is usually, and the advertiser captures a wide
audience. However, the charges for the form of advertisement are very high.
However, from a positive outlook, the advertiser stands to gain the benefit of
frequent mentions such as “news brought to you by XXX Company.” Such
situations help in cultivating a positive brand image.

Testimonials
Notably, one cannot afford to ignore the vitality of testimonials in
creating a positive brand image for the advertiser. That said, the platform is also
an ideal way of communicating a business' presence to the audience. The
unique aspect of the particular form of promotion is that it deploys an
individual whose task is to give a real account of how the business in question
improves the lives of consumers.
The vitality of such an approach to building a positive brand image is
irrefutable. Some of the aspects that make it interesting include the fact that it is
real, believable, and relatable to real life experience (Hamilton, 2017). The
concept of trusting other human beings is coded into the human brain, and thus
the audience believes more in other individuals than the advert itself. By so
doing, companies or business people allow the users to speak for the products
individually and consequently indulge in the selling through the given
testimony.
Advantages of Radio Advertising in Comparison with other Media
Indeed, radio advertising may seem like an outdated and old-fashioned
way of promoting business activities. Such is primarily due to the advent of
newer types of media like the internet consequently prompting a drastic
decrease in the radio audience. Nonetheless, such is a biased perspective of
looking into the subject matter. Indeed, the fact that the audience has reduced is
indubitable. However, the radio's reduced audience is still significant. For
instance, a commercial aired in Australia can reach over 16 million people
where 49% of them listen to the radio at home whereas a smaller proportion of
32% listens in the car (Segrave, 2015). Thus, there are still compelling
advantages of utilizing the channel as listed below.
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Selective Targeting
An advert aired through the radio reaches the target audience easily.
Such is because radio stations are already targeted to particular market
segments and demographics. That said, the local brands will stand to benefit
from the fact that the audience of the utilized radio station is local (Harsch,
2018). In other words, the local station is attractive for individuals who seek to
remain updated on local events such as personalities, events, and news.
The fact that the stations comprehend their target audience unlike other
media such as newspapers enables them to facilitate the advertisers to modify
and localize their contexts. Thus, an advertiser can lock into his or her potential
customers by selecting the most suitable radio station to deploy for the
commercial endeavor. Besides, they can also achieve the goal by increasing the
frequency of the ad. In other words, since the radio stations operate with a
given market segment in consideration, the advertiser can then target specific
people, genders, or ages.
Increased Frequency
As earlier mentioned, advertising functions through frequency and
reaching out to the audience repeatedly. In line with this argument, the fact that
radio advertising is the perfect medium for the endeavor is irrefutable
(Domazet, Đokić & Milovanov, 2017). Through the repeated exposure of an ad
to the audience, then the specific message can be understood and retained. In
other words, the platform comes in handy in the creation of awareness.
Radio stations have their loyal listeners defined and by emphasizing on
the same message, it becomes possible to impact more people frequently. In
contrast, when an ad is repeated excessively on the TV, it becomes monotonous
and annoying, especially if not presented in the most appropriate manner. Such
can lead to the inception of unintended negative consequences.
Memorable and Intimate
One of the most exciting aspects of radio advertising is the memory
impact it bestows in the audience. As earlier mentioned, the form of
advertising, especially jingle ads has a long lasting memory (Kwon, King,
Nyilasy & Reid, 2018). In comparison to the written media, sound is more
efficient and highly stored in memory (Domazet, Đokić & Milovanov, 2017).
Thus, it can be more effective than blogs and newspapers because it can instill
emotion while at the same time granting the listeners an opportunity to come up
with their image of the service or product in question.
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From another point of view, the emotions instilled by radio ads make it
intimate. The listeners get to develop a positive relationship with their preferred
radio stations while at the same time nurturing typical bonds with the
presenters. A vast audience listens to the radio when indulging in other
activities such as cooking, traveling, working, and going to sleep. On the other
hand, other visual forms of media such as TV and newspapers do not allow for
multitasking. As a result, radios create a sense of intimacy with their favorite
stations consequently nurturing an environment of trust. Thus, when an ad is
aired in the station, it creates more impact than the alternative forms of
advertisement by persuading the audience to procure the commodity.
Time Efficiency
Some of the drawbacks that render other forms of advertising inferior to
the radio is time wastage. Accordingly, the lead durations with television and
print ads can be indeed prolonged more specifically due to factors such as
planning. As a result, the compilation and preparation of the advertisement may
even take a year before it is ready for presentation. On the contrary, the
production of a radio spot may take place between 14 and 21 days
(Jugenheimer, Sheehan & Kelley, 2015). What is even more interesting is that
the form of advertisement can adapt and react promptly to changes in the
market conditions.
Measurable Outcomes
Notably, one of the most distinguishing aspects of radio advertising is
that it facilitates the quick and accurate assessment of results. On the contrary,
other forms of media such as print do not support this functionality effectively.
Determining outcomes in the event of print media such as newspaper or
magazines is almost impossible (Harsch, 2018). On the other hand, deploying
TV for advertisements takes up months for the advertiser to have actual
measurable outcomes. In comparison, radio results can be analyzed daily. As a
result, if the ad renders ineffective, then the advertiser can have it changed after
a week or two.
Concurrently, most advertisers tend to appreciate the swiftness and
accuracy of radio advertising. That said, it is straightforward to determine an
underperforming ad as compared to the other prototypes of advertisement.
Besides, the results can be evident in a few days, and the quick depiction of
outcomes makes it possible for the advertisers to change their spots and
consequently integrate a new message without any hassles.
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Cost Efficiency
The form of advertising comes in handy in mitigating excessive
expenditure on promotional initiatives. That said, radio advertising calls for
lesser costs as compared to other platforms like TV. Besides, print advertising
can hike to as high as hundreds of thousands whereas radios require
significantly smaller investments.
Both TV and print advertising call for massive investment for diverse
aspects such as models, actors, studio time, as well as video and photographing
equipment among others (O’Sullivan, 2015). Radio ads only call for a single
voice or two hence alleviating the excessive production costs. In fact, most of
the stations provide free production to their advertisers and further reaches the
same intended audience. The overall implication is message communication
and less expenditure.
The Disadvantages of Radio Advertising in Comparison with other Media
The Absence of Visuals
It is beyond reasonable doubts that the human mind depicts a better
remembrance for what it sees as compared to what is heard. That said,
overheard content in quick succession is not registered in the brain properly.
Thus, the contention is that TV advertising may have better retention capacity
than radio (Hamilton, 2017). Whatever little content registered in the mind
through radio advertising cannot be wholly recollected later. As a result, there
are high chances that the audience will barely remember an entire advert on the
radio.
Even in the scenario of total remembrance, the listener may not be in a
position to depict complete comprehension of the message. Such is because one
cannot see the particular item that it discusses. It is common for humans to
believe in only what they see thus rendering the method of advertisement
problematic.
Irrationality
From a logical point of view, the irrational perspective of radio
advertisement hails from the claim that it does not have a guarantee that
somebody will hear it (O’Sullivan, 2015). For instance, an advertiser may
arrange to have his or her ad aired after song 2. As per the moment, the number
of people listening to song 1 is 20. As soon as song 2 commences, the listeners
find it unattractive and 10 of them change the channel. As such, the marketer
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loses ten potential customers. From another point of view, the highest
percentage of the audience does not listen to ads at all. They switch to another
station as soon as one interesting program is over. Therefore, irrationality is one
of the major blows that render radio advertising ineffective and unsuitable for
use. It is in such a scenario that advertisers opt for alternative forms of
advertisement such as the print media or social media.
Lacks Permanence
Besides, the form of advertising is also associated with a temporal state.
In other words, one cannot keep the advert for future reference as compared to
other alternatives such as magazines and websites. The reader can tear off an
exciting part of the former or even save links and images of adverts when using
the latter (Andrews & Shimp, 2017). Such materials can be observed later
hence creating a sense of permanence. On the contrary, the radio is live, and
once an event or an ad has been read out, it cannot be redone. In other words,
the listener has to remember it or even wait for the next time that the ad
reappears.
Such is a significant blow since radio advertising is thus outdone by TV
advertising in this particular aspect. In the advent of the new technology,
especially DVR, it is possible to rewind content and view it again when the
consumer deems it appealing. On the contrary, the radio utilizes ephemeral ads
which cannot be rewound and one has only to hope that it will be read out
again.
Distraction
Using the radio is advantageous due to its portability where listeners can
carry it along as they move about. In fact, mobile phones are also equipped with
FM radios where one can easily listen to radio broadcasts at any time at any
place. However, the portability aspect that comes with the radio can be regarded
as a double-edged sword capable of inducing not only desirable outcomes but
also negative implications to radio advertising.
For one, people can drive while listening to the radio. Besides, one can
also indulge in other activities while at the same time listening to the
broadcasts. The contemplation, in this perspective, is that no driver is going to
stop at the middle of the road to pay attention to radio broadcasts or
advertisements. On the other hand, those who are working may be deeply
engrossed in their tasks that they forget to pay attention to whatever is going on
on the radio. Therefore, these drawbacks undermine radio advertising.
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Lack of Affordability
This particular contemplation does not seek to criticize the previously
mentioned aspect that radio advertising is not costly. However, it is imperative
to look at the matter with an inner eye in the bid to observe even the tiniest
details. That said, one cannot afford to ignore the fact that radio advertising is
not affordable over a short period. As such, the cost-effectiveness comes in
when one seeks to utilize the platform over a long duration.
That said, for one to register an advertisement that will stick into the
minds of the targeted audience, he or she must be in a position to create
numerous adverts that have to be repeated severally for them to stick in the
mind of consumers (Andrews & Shimp, 2017). As such, any marketer who
advertises only once on the radio may not make any extra profit. Again, the
number of acquired clients may even not equate to the cost incurred in creating
the ad.
Market Share of Radio Advertising
Anyone making a close follow up of the media cannot fail to note a
significant change in the media landscape for the past few decades. Besides the
rapid technological advancement as well as changing patterns in the
consumption practices, one of the most significant variances is the upheaval in
the advertising scope. The radio was already self-sufficient in the 1980s where
it had a two-decade lead on other forms of media.
However, with the advancement of technology, other younger mediums
sprouted consequently leading to a substantial decrease in radio's market share.
As much as its growth in the previous years was steady, it was still low and
suffered significant losses in the middle era of the last decade due to the
internet as well as the recession that undermined broadcasting services.
Just as it was the case with other media forms, radio accrued substantial
benefits through long-term economic progression in the advent of 1980-1990 as
well as the new century. In this case, radio advertisement revenue hiked from
1980s $3.7 billion to $19.7 billion in 2004 (Wojdynski & Golan, 2016).
However, after this period, the advent of the online platform brought about
devastating implications for radio adverts. Again, the manifestation of the
recession prompted decreased advertisement spending where it followed a
pattern of $21.3, 19.5, to 16 billion through 2007, 2008, and 2009 respectively
(Rosengren, 2019). Concurrently, the value further hiked to $17.3 billion in the
advent of 2010.
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That said, one cannot afford to ignore the fact that it is the combined
implications of the competition faced from the online platform in conjunction
with the implication of the economic depression that account for the primary
driving forces that have undermined the performance of the medium. In line
with the contemplations of Andrews & Shimp (2017), the global market for
advertising had a value of $3.2 billion in 2017. Besides, it was also said to be
depicting a 2.2% CAGR growth rate since 2010 (Wojdynski & Golan, 2016).
Notably, radio advertisement entails one of the most affordable means
of advertising when used effectively. Such is because radio advertising involves
the exclusive broadcasting of audio content. Therefore, unlike other modes such
as TV, the producer does not need to come up with an eye-appealing content to
draw the attention of the audience. As a result, the overall costs involved in
executing the endeavor is significantly low. Thus the affordability makes up the
rationale as to why radio advertising still holds a significant share in the
advertising industry.
Concurrently, Hilmes (2012) implies that there are prospects for hitting
a target of $37.4 billion value for the advertising market by 2023. During the
consideration of the platform's efficiency and attractiveness to advertisers, one
cannot afford to ignore the fact that the popularity of the medium is dynamic
and varies from one nation to the other in terms of revenue and reach. Radio
advertising has an extremely high-end income in Canada and the US.
The most likely reason for the high revenue is that the two countries are
associated with commuting car culture where individuals listen to the radio
while driving. The culture fetches an annual income of $67 per capita for the
entire industry. On the other hand, Germany and Canada have a significantly
lower yearly value of $47 per listener. As the trend continues, Sweden and
Australia depict an even weaker performance with below $40 per capita.
Concurrently, the UK and France have a similar value where they both
make approximately $25 per capita every year. What is more intriguing is that
there lacks any correlation between audience reach and revenue generated in
these countries. Notably, the global market value of radio advertising is
approximately $20 billion annually. Thus, the driving factors vary from one
state to the other. Some of the critical aspects in the US may not work in Asia,
Europe, or Africa.
The Market Share of Radio Advertising in the US and EU Countries
The platform connotes one of the most influential forums in the US
where it makes a weekly reach of approximately 90% of adults. What is more
intriguing is that the country has over 11,000 radio stations where all of them
compete for a common market. According to Hilmes (2012), WOTP is the
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largest radio station of its prototype operating in the American soils. The entity
accrues a revenue of approximately $68 million annually. One of the significant
milestones that have bolstered the thriving of radio advertising in the US is the
utilization of online radio.
Accordingly, online radio is playing a pivotal purpose in advancing and
enlarging the radio advertising market in both the US and the EU markets.
There was a significant market share for radio advertisement in both regions in
1980 where they depicted a progressive growth rate until the advent of the 21 st
century. During this period, the internet thrived and began impeding the
operations of radio advertisement. However, the platform has recently
recovered as American radio stations generated $15 billion in revenue in 2017
(Pease& Dennis, 2018). That said, $819 million of this amount was derived
from online radio activities.
American public radio stations also depict a positive trend where they
recorded revenue of $830 million in 2016 as compared to 2009’s $624 million.
A study executed in 2018 further uncovered that Americans have a daily 106minute radio listening duration (Pease& Dennis, 2018). What is more intriguing
is that radio advertising in the UK has been depicting a definite growth
prospect. For instance, the form of advertising portrayed the highest growth rate
in the UK in the advent of 2018. That said, the growth rate was 12.5% year by
year. As such, its growth rate was even higher than that of online advertising.
The Baltics account for the highest spenders on EU radio advertising
market. The rates for Latvia, Estonia, and Lithuania are 13%, 10.7%, and 9%
respectively. On the other hand, Ukraine closes the list with a minute of 3.17%
(Pease& Dennis, 2018). Besides, in the EU countries, the radio has undergone
substantial deregulation where most networks have ventured in diverse
countries. The number of radio stations advertising across Europe is vast and
varies from Austria to France. That said, approximately 1000 channels are
operating across this region.
Concurrently, deregulation seems to be having minor implications on
advertising initiatives in the EU regions. The proportion of overall radio
advertising in Europe has been under a constant 5.5% rate in the past decade
whereas the figure denoted a substantial 1% drop in the USA and Japan from
the initial 10.5% (Barry, 2016). Such statistics are in direct contrast to TV
advertising which has also been deregulated. Concurrently, Europe’s TV
advertisement market share has risen from 24% to 33% whereas Japan and the
US have a 2% increase from 36% (Kumar & Gupta, 2016).
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The Future of Radio Advertising and Its Critics
In consideration of the previously mentioned facts, the general
contention is that radio advertising is here to stay and is not going away. As
such, radio advertising as a critical component of marketing goods and services
and should be placed in the mix for those seeking to promote their
commodities. Nonetheless, the vitality of radio advertising may be unclear.
Accordingly, a study executed in 2018 in the UK revealed that as much as radio
advertising accounts for the second best medium for accumulating
commendable ROI, agencies and advertisers gave it a rank of six out of the
seven available mediums.
As such, if the results are a depiction of the wider society’s perspective
on radio advertising, then it is indeed beyond reasonable doubts that it is
undervalued. However, if advertisers were to appreciate the crucial role played
by the platform, then its market share would stabilize substantially and even
depict impressive results globally as it was the case with Europe in the UK in
2018.
That said, clearer dissemination of the reality surrounding radio's
resilience will come in handy in triggering more advertising revenue for radio
stations. Concurrently, a significant proportion of individuals in the media
industry possess adverse assumptions on the effectiveness of radios mainly
following myths that undermine its popularity with the youngsters, reach as
well as daily listening duration as well as demographics in relation to education
and income (Wojdynski & Golan, 2016).
Indeed, the industry is to be partially blamed for allowing the particular
misunderstandings to prevail in the market. As such, they need to embrace a
collective strategy in conjunction with an aggressive campaign to eradicate the
myths. However, the activity has to be backed up by hard evidence on a global
scale to do away with the prevailing sick attitude. Most importantly, the
contemporary world is living in an economy characterized by “on-demand”
where consumers can get what they need and at a given time as well as location.
In the advent of technology, it is now possible to offer near-immediate
goods and services delivery. As a result, there is a virtual linking of demand
and supply. The particular need for promptness has subsumed various industries
ranging from transportation and media to labor. As a result, convenience has
made it possible for businesses to fulfill the needs of consumers with comfort
and ease (Wojdynski & Golan, 2016). The form of revolution, therefore,
challenges radio advertising to change its ways and adopt more suitable models.
For one, interruptive advertising paradigms have an obligation to create the
exemplary user experience in this particular "on-demand" world. In line with
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this argument, consumers are continually seeking to do away with ads and
consequently access the content that they desire.
The development of DVR, as previously mentioned has made it possible
to do away with ads when watching TV. With ad blocking software, viewers
can display online ads. On the other hand, radio ads are impossible to skip. The
old audience had to change channels which were very few. However, the
contemporary world has seen an increase in the number of radio channels thus
leading to less commercial interruptions. In such a scenario, it becomes very
challenging for radio advertising to support its revenue while at the same
alleviating the issue of sending away its audience.
The best remedy for the situation is to utilize one of the unique radio
assets, which is the presenter’s power of persuasion. Such endorsement is a
critical tool that comes in handy in creating a unique relationship with the
audience. The presenters thus become relatable and trusted opinion leaders. As
such, they can be in a position to influence the audience and consequently aid in
shaping their purchasing decisions hence adding on the value of radio
advertising (Domazet, Đokić & Milovanov, 2017). In like manner, radio
advertising also needs to consider embracing non-interruptive advertising.
Conclusion
Radio advertising is a crucial platform in the advent of the 21 st century.
As much as it has faced stiff competition from other forms of advertisement
that have consequently reduced its market share, its remaining population is
still substantial. Therefore, it is vital that the platform comes up with ideal ways
of correcting their flaws while at the same time taking advantage of their
strongholds. That said, the radio advertising has a bright future as shown in
Europe’s context provided the responsible individuals agree to embrace
corrective measures to ensure that the platform keeps up with the rapidly
changing world of business.
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Abstract
This article seeks to expound on the concept of radio advertising through a
multi-dimensional approach in the bid to equip the reader with the most current
literature on the theme. As such, the author deploys a comprehensive literature
study to expound on the global history of the concept. Next, the article provides
the specifications of radio advertising citing the types of radio advertisement.
That said, the author also considers providing a background of the pros and
cons associated with the theme of radio advertising in relation to other forms of
advertisement media in the bid to foster informed decision making. Most
importantly, the article carefully expounds on the global market share of
advertising since the 1980s to today highlighting the trends and patterns of the
same. Next, the author also considers providing a substantial literature review
of the market share of radio advertising in the US and EU countries before
further closing the report by providing insight on the future of radio advertising
as well as its critics.
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Introduction
Radio advertising denotes the utility of paid commercials on air in the
bid to promote events, products, or services. That said, the platform utilizes a
concept similar to that of television but lacks visual impressions. Radio
advertising deploys sounds, music, and words (Jefkins, 2016).Nonetheless, it is
imperative to acknowledge that the growth of the platform has been somewhat
sluggish especially in the recent years where other advertising media like
internet, mobile, and television among others seem to be the giant players in the
market (Douglas, 2013). Nonetheless, the contemplation is not an insinuation
that one should overlook the vitality of radios in advertising. This article seeks
to equip the reader with an overview of radio advertising by expounding on its
history, specifications, pros, and cons in comparison with other media, market
share, as well as its future.
Theoretical Background
Radio advertising is still a crucial source of entertainment and valuable
information around the world especially in the developing countries that have
high regards for the radio as a source of entertainment. As much as other
contemporary platforms like the internet are gaining a strong command in the
advertising field, radios are still vital advertisement medium due to many
reasons. For one, the portability of the medium makes it a convenient avenue to
reach a broad base of customers.
That said, radio also provides substantial demographic coverage due to
its capacity to appeal to diverse audience segments through different programs
like music, news, education, and entertainment (Beard, 2016). From another
point of view, substantial global villages have no access to electricity hence
making the radio an authoritative source of entertainment and information.
Therefore, radio is very influential in rural markets. Lastly, the widespread
acquisition of smartphones as well as the internet has made it possible to have a
wider audience hence spearheading the thriving of the radio advertising sector.
The Global History of Radio Advertising
Radio denoted the core source of family entertainment during its early
ages. Households would sit together and listen to their favorite programs that
would further translate to the day's discussion. As a result, businesses identified
the potential in radio and consequently decided to utilize the same for
commercial advertising. Therefore, for as long as the radio has been in
existence, corporate ventures have recognized it as an ideal avenue to tap into a
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wider audience for their goods and services (Beard, 2016). Therefore, radios
have been a perfect communication avenue where the corporate ventures have
consequently utilized it to create awareness for their services and products.
In the dawning of the 20th century, the manufacturers of radio
equipment as well as retailers had control of most radio stations and
consequently deployed them to enhance radio sales instead of making a profit.
On the other hand, radio stations were highly regarded as an investment that
would cajole households into procuring radios. From 1912 to 1920, radio
stations began to depict gradual revolutions where they ramped up their
offerings. As a result, continuous broadcasting became the order of the day.
The owners of the stations started acquiring licenses while at the same
time scanning for approaches to make the platform self-sufficient. It is at this
point that radio advertising came to be. That said, the first globally recognized
radio Ad was in 1922 where AT&T initiated the same of toll broadcasting
chances. They contended that corporate ventures could utilize the opportunities
to finance or underwrite a broadcast as a result of having their companies or
brand mentioned on air.
Later on, in the same year, WEAF, the renowned New York radio
station became the first channel to have run an officially sponsored advert. The
endeavor cost Queensboro $50 to have their commercial aired for 50 minutes in
the bid to foster the sale of apartments. That said, as economic fundamentals
spearheaded the development of the radio in the American territories since its
arrival in the 1920s, the system was on the other hand, heavily regulated for the
United Kingdom. Since its introduction, the radio initiative was ad-free
(Pease& Dennis, 2018). However, the Austere Calvanist, John Reith became
the first BBC director general to create the advertising tone by emphasizing that
broadcasting ought to be a public service responsible for the education of
masses. It is somewhat ironical that besides being the year that BBC was
pioneered, 1922 further oversaw the inauguration of the first paid radio advert.
At that particular time, the predicaments of the radio advert were
identical to those of the emerging internet so many years later. Both the radio
and the internet were technological miracles, but they were underutilized, as
nobody seemed to have an idea on how to make them generate revenue. That
said, the UK radio commercial was somewhat sluggish, and its birth was further
prolonged than that of the US. What is more intriguing is that radio ads were
familiar to Britons. Stations such as Radio Normandie and Radio Luxembourg
beamed ads as far back as the 1930s. The adverts were somewhat famous that
the citizens and corporations had the belief that radio ads would be introduced
in 1936. Such is because the BBC charter was to be renewed. However, in
collaboration with the News Publisher Association, BBC killed off the dream.
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Concurrently, it is somewhat surprising to discover that the first British
radio commercial was aired on 8 October 1973 at 6:08 AM (Pease& Dennis,
2018). Accordingly, Lintas for Bird's Eye fish fingers pioneered the one-minute
ad as soon as LBC came to life. It is imperative to acknowledge that the station
entailed the nation's first commercial radio station. Lastly, the forms of radio
advertisement garnered popularity and consequently spearheaded radio stations
into the radio's golden age.

Specifications of Radio Advertising
Just as it is the case with TV advertisements, various corporate entities
indulge in radio advertising investments. By so doing, the procure spots,
otherwise known as commercials in the radio sector to promote their services or
products. The endeavor involves the compensation of the radio stations by the
advertisers, who in turn, are granted the opportunity to have their advert on air
for a specific duration (Campbell, Martin & Fabos, 2018). The listening
audience of a particular station can then hear the advert. That said, numerous
types of commercials can be deployed for the advertising endeavor. The choice
of the advertisement method depends on the company as well as the nature of
the advert. They include the following;
The Live Read
Such is a typical form of radio advertising where the presenter voices a
live on-air advert. In other words, the announcer or DJ on air during the
scheduled time for the ad reads live the advertisement. The particular initiative
utilizes the popularity of the specific station that is playing the ad. A significant
proportion of the on-air talent is renowned in their regions of operation and is a
crucial player of lending expertise to its community.
That said, having familiar and popular personnel read out an ad comes
in handy at instigating advertisement while at the same time depicting a sense
of uniqueness from the pre-recorded batch that also plays in the station. Entities
that utilize the same cling onto the anticipation that the ad will influence the
listeners a bit to pay attention to the particular advert since their favorite
personality is reading it. However, it is imperative not to overlook some of its
potential hazards. If the presenter fails to execute an exemplary job, the
company or individual sponsoring the ad has to live with it since it is a live
initiative that does not involve do-overs (Martín-Santana, Reinares-Lara &
Muela-Molina, 2015).
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The Jingle Ad
Unlike the former, the jingle ad utilizes music or jingles to pass its
message. In line with this argument, it is imperative to acknowledge that there
lays a strong connection between music and memory. Therefore, one of the
most suitable ways to create a unique ad is to come up with a memorable jingle
to accompany it (Martín-Santana, Reinares-Lara & Muela-Molina, 2015). A
properly produced jingle introduces a sense of professionalism into the brand
while at the same time fostering its recognition by the audience. Indeed, the
music aspect in the jingle can induce a vibrant picture of the business in the
mind of the listener.
As a result, the jingle continually runs in the heads of the audience, and they
recall the commercial. Indeed, it is irrefutable that memory has a positive
correlation to music where the audience always finds itself humming to a given
jingle randomly. That said, when used creatively, jingle ads are among the most
successful ways that a brand can communicate its presence to the audience.
Personified Commercials
On the other hand, companies may also decide to add characters to their
radio advertising initiative. Such is an ideal way to create a dramatizing effect
of a message while at the same time making the instance memorable. By not
providing a visual impression, the audience is left to picture a picture on their
minds on the identity of the brand (Kwon, King, Nyilasy & Reid, 2018).
Therefore, one consideration that the users of this platform should put into
place is uniqueness. The story should be unique since the more one can relate
the character, the more that the audience seeks to discover the next occurrence
and are thus prompted to follow along with the radio.
The Sponsored Ad
The form of the commercial is one adjacent to the renowned content
segment like horoscopes, weather, or traffic. In line with this argument,
sponsored ads are the way to go for advertisers seeking to deploy a more subtle
approach for their marketing initiatives (Hackley C & Hackley R,2017). In line
with this argument, the advertising party may decide to sponsor various types of
regular programming such as traffic updates, weather reports, and news among
others.
The most exciting aspect about the form of advertisement is that it
guarantees the advertiser of a first spot in the commercial breaks such that they
can reach a broad base of customers before they even contemplate of changing
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stations or shutting down the radio after the sponsored event. That said, the
content under sponsorship is usually, and the advertiser captures a wide
audience. However, the charges for the form of advertisement are very high.
However, from a positive outlook, the advertiser stands to gain the benefit of
frequent mentions such as “news brought to you by XXX Company.” Such
situations help in cultivating a positive brand image.

Testimonials
Notably, one cannot afford to ignore the vitality of testimonials in
creating a positive brand image for the advertiser. That said, the platform is also
an ideal way of communicating a business' presence to the audience. The
unique aspect of the particular form of promotion is that it deploys an
individual whose task is to give a real account of how the business in question
improves the lives of consumers.
The vitality of such an approach to building a positive brand image is
irrefutable. Some of the aspects that make it interesting include the fact that it is
real, believable, and relatable to real life experience (Hamilton, 2017). The
concept of trusting other human beings is coded into the human brain, and thus
the audience believes more in other individuals than the advert itself. By so
doing, companies or business people allow the users to speak for the products
individually and consequently indulge in the selling through the given
testimony.
Advantages of Radio Advertising in Comparison with other Media
Indeed, radio advertising may seem like an outdated and old-fashioned
way of promoting business activities. Such is primarily due to the advent of
newer types of media like the internet consequently prompting a drastic
decrease in the radio audience. Nonetheless, such is a biased perspective of
looking into the subject matter. Indeed, the fact that the audience has reduced is
indubitable. However, the radio's reduced audience is still significant. For
instance, a commercial aired in Australia can reach over 16 million people
where 49% of them listen to the radio at home whereas a smaller proportion of
32% listens in the car (Segrave, 2015). Thus, there are still compelling
advantages of utilizing the channel as listed below.
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Selective Targeting
An advert aired through the radio reaches the target audience easily.
Such is because radio stations are already targeted to particular market
segments and demographics. That said, the local brands will stand to benefit
from the fact that the audience of the utilized radio station is local (Harsch,
2018). In other words, the local station is attractive for individuals who seek to
remain updated on local events such as personalities, events, and news.
The fact that the stations comprehend their target audience unlike other
media such as newspapers enables them to facilitate the advertisers to modify
and localize their contexts. Thus, an advertiser can lock into his or her potential
customers by selecting the most suitable radio station to deploy for the
commercial endeavor. Besides, they can also achieve the goal by increasing the
frequency of the ad. In other words, since the radio stations operate with a
given market segment in consideration, the advertiser can then target specific
people, genders, or ages.
Increased Frequency
As earlier mentioned, advertising functions through frequency and
reaching out to the audience repeatedly. In line with this argument, the fact that
radio advertising is the perfect medium for the endeavor is irrefutable
(Domazet, Đokić & Milovanov, 2017). Through the repeated exposure of an ad
to the audience, then the specific message can be understood and retained. In
other words, the platform comes in handy in the creation of awareness.
Radio stations have their loyal listeners defined and by emphasizing on
the same message, it becomes possible to impact more people frequently. In
contrast, when an ad is repeated excessively on the TV, it becomes monotonous
and annoying, especially if not presented in the most appropriate manner. Such
can lead to the inception of unintended negative consequences.
Memorable and Intimate
One of the most exciting aspects of radio advertising is the memory
impact it bestows in the audience. As earlier mentioned, the form of
advertising, especially jingle ads has a long lasting memory (Kwon, King,
Nyilasy & Reid, 2018). In comparison to the written media, sound is more
efficient and highly stored in memory (Domazet, Đokić & Milovanov, 2017).
Thus, it can be more effective than blogs and newspapers because it can instill
emotion while at the same time granting the listeners an opportunity to come up
with their image of the service or product in question.
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From another point of view, the emotions instilled by radio ads make it
intimate. The listeners get to develop a positive relationship with their preferred
radio stations while at the same time nurturing typical bonds with the
presenters. A vast audience listens to the radio when indulging in other
activities such as cooking, traveling, working, and going to sleep. On the other
hand, other visual forms of media such as TV and newspapers do not allow for
multitasking. As a result, radios create a sense of intimacy with their favorite
stations consequently nurturing an environment of trust. Thus, when an ad is
aired in the station, it creates more impact than the alternative forms of
advertisement by persuading the audience to procure the commodity.
Time Efficiency
Some of the drawbacks that render other forms of advertising inferior to
the radio is time wastage. Accordingly, the lead durations with television and
print ads can be indeed prolonged more specifically due to factors such as
planning. As a result, the compilation and preparation of the advertisement may
even take a year before it is ready for presentation. On the contrary, the
production of a radio spot may take place between 14 and 21 days
(Jugenheimer, Sheehan & Kelley, 2015). What is even more interesting is that
the form of advertisement can adapt and react promptly to changes in the
market conditions.
Measurable Outcomes
Notably, one of the most distinguishing aspects of radio advertising is
that it facilitates the quick and accurate assessment of results. On the contrary,
other forms of media such as print do not support this functionality effectively.
Determining outcomes in the event of print media such as newspaper or
magazines is almost impossible (Harsch, 2018). On the other hand, deploying
TV for advertisements takes up months for the advertiser to have actual
measurable outcomes. In comparison, radio results can be analyzed daily. As a
result, if the ad renders ineffective, then the advertiser can have it changed after
a week or two.
Concurrently, most advertisers tend to appreciate the swiftness and
accuracy of radio advertising. That said, it is straightforward to determine an
underperforming ad as compared to the other prototypes of advertisement.
Besides, the results can be evident in a few days, and the quick depiction of
outcomes makes it possible for the advertisers to change their spots and
consequently integrate a new message without any hassles.
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Cost Efficiency
The form of advertising comes in handy in mitigating excessive
expenditure on promotional initiatives. That said, radio advertising calls for
lesser costs as compared to other platforms like TV. Besides, print advertising
can hike to as high as hundreds of thousands whereas radios require
significantly smaller investments.
Both TV and print advertising call for massive investment for diverse
aspects such as models, actors, studio time, as well as video and photographing
equipment among others (O’Sullivan, 2015). Radio ads only call for a single
voice or two hence alleviating the excessive production costs. In fact, most of
the stations provide free production to their advertisers and further reaches the
same intended audience. The overall implication is message communication
and less expenditure.
The Disadvantages of Radio Advertising in Comparison with other Media
The Absence of Visuals
It is beyond reasonable doubts that the human mind depicts a better
remembrance for what it sees as compared to what is heard. That said,
overheard content in quick succession is not registered in the brain properly.
Thus, the contention is that TV advertising may have better retention capacity
than radio (Hamilton, 2017). Whatever little content registered in the mind
through radio advertising cannot be wholly recollected later. As a result, there
are high chances that the audience will barely remember an entire advert on the
radio.
Even in the scenario of total remembrance, the listener may not be in a
position to depict complete comprehension of the message. Such is because one
cannot see the particular item that it discusses. It is common for humans to
believe in only what they see thus rendering the method of advertisement
problematic.
Irrationality
From a logical point of view, the irrational perspective of radio
advertisement hails from the claim that it does not have a guarantee that
somebody will hear it (O’Sullivan, 2015). For instance, an advertiser may
arrange to have his or her ad aired after song 2. As per the moment, the number
of people listening to song 1 is 20. As soon as song 2 commences, the listeners
find it unattractive and 10 of them change the channel. As such, the marketer
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loses ten potential customers. From another point of view, the highest
percentage of the audience does not listen to ads at all. They switch to another
station as soon as one interesting program is over. Therefore, irrationality is one
of the major blows that render radio advertising ineffective and unsuitable for
use. It is in such a scenario that advertisers opt for alternative forms of
advertisement such as the print media or social media.
Lacks Permanence
Besides, the form of advertising is also associated with a temporal state.
In other words, one cannot keep the advert for future reference as compared to
other alternatives such as magazines and websites. The reader can tear off an
exciting part of the former or even save links and images of adverts when using
the latter (Andrews & Shimp, 2017). Such materials can be observed later
hence creating a sense of permanence. On the contrary, the radio is live, and
once an event or an ad has been read out, it cannot be redone. In other words,
the listener has to remember it or even wait for the next time that the ad
reappears.
Such is a significant blow since radio advertising is thus outdone by TV
advertising in this particular aspect. In the advent of the new technology,
especially DVR, it is possible to rewind content and view it again when the
consumer deems it appealing. On the contrary, the radio utilizes ephemeral ads
which cannot be rewound and one has only to hope that it will be read out
again.
Distraction
Using the radio is advantageous due to its portability where listeners can
carry it along as they move about. In fact, mobile phones are also equipped with
FM radios where one can easily listen to radio broadcasts at any time at any
place. However, the portability aspect that comes with the radio can be regarded
as a double-edged sword capable of inducing not only desirable outcomes but
also negative implications to radio advertising.
For one, people can drive while listening to the radio. Besides, one can
also indulge in other activities while at the same time listening to the
broadcasts. The contemplation, in this perspective, is that no driver is going to
stop at the middle of the road to pay attention to radio broadcasts or
advertisements. On the other hand, those who are working may be deeply
engrossed in their tasks that they forget to pay attention to whatever is going on
on the radio. Therefore, these drawbacks undermine radio advertising.
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Lack of Affordability
This particular contemplation does not seek to criticize the previously
mentioned aspect that radio advertising is not costly. However, it is imperative
to look at the matter with an inner eye in the bid to observe even the tiniest
details. That said, one cannot afford to ignore the fact that radio advertising is
not affordable over a short period. As such, the cost-effectiveness comes in
when one seeks to utilize the platform over a long duration.
That said, for one to register an advertisement that will stick into the
minds of the targeted audience, he or she must be in a position to create
numerous adverts that have to be repeated severally for them to stick in the
mind of consumers (Andrews & Shimp, 2017). As such, any marketer who
advertises only once on the radio may not make any extra profit. Again, the
number of acquired clients may even not equate to the cost incurred in creating
the ad.
Market Share of Radio Advertising
Anyone making a close follow up of the media cannot fail to note a
significant change in the media landscape for the past few decades. Besides the
rapid technological advancement as well as changing patterns in the
consumption practices, one of the most significant variances is the upheaval in
the advertising scope. The radio was already self-sufficient in the 1980s where
it had a two-decade lead on other forms of media.
However, with the advancement of technology, other younger mediums
sprouted consequently leading to a substantial decrease in radio's market share.
As much as its growth in the previous years was steady, it was still low and
suffered significant losses in the middle era of the last decade due to the
internet as well as the recession that undermined broadcasting services.
Just as it was the case with other media forms, radio accrued substantial
benefits through long-term economic progression in the advent of 1980-1990 as
well as the new century. In this case, radio advertisement revenue hiked from
1980s $3.7 billion to $19.7 billion in 2004 (Wojdynski & Golan, 2016).
However, after this period, the advent of the online platform brought about
devastating implications for radio adverts. Again, the manifestation of the
recession prompted decreased advertisement spending where it followed a
pattern of $21.3, 19.5, to 16 billion through 2007, 2008, and 2009 respectively
(Rosengren, 2019). Concurrently, the value further hiked to $17.3 billion in the
advent of 2010.
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That said, one cannot afford to ignore the fact that it is the combined
implications of the competition faced from the online platform in conjunction
with the implication of the economic depression that account for the primary
driving forces that have undermined the performance of the medium. In line
with the contemplations of Andrews & Shimp (2017), the global market for
advertising had a value of $3.2 billion in 2017. Besides, it was also said to be
depicting a 2.2% CAGR growth rate since 2010 (Wojdynski & Golan, 2016).
Notably, radio advertisement entails one of the most affordable means
of advertising when used effectively. Such is because radio advertising involves
the exclusive broadcasting of audio content. Therefore, unlike other modes such
as TV, the producer does not need to come up with an eye-appealing content to
draw the attention of the audience. As a result, the overall costs involved in
executing the endeavor is significantly low. Thus the affordability makes up the
rationale as to why radio advertising still holds a significant share in the
advertising industry.
Concurrently, Hilmes (2012) implies that there are prospects for hitting
a target of $37.4 billion value for the advertising market by 2023. During the
consideration of the platform's efficiency and attractiveness to advertisers, one
cannot afford to ignore the fact that the popularity of the medium is dynamic
and varies from one nation to the other in terms of revenue and reach. Radio
advertising has an extremely high-end income in Canada and the US.
The most likely reason for the high revenue is that the two countries are
associated with commuting car culture where individuals listen to the radio
while driving. The culture fetches an annual income of $67 per capita for the
entire industry. On the other hand, Germany and Canada have a significantly
lower yearly value of $47 per listener. As the trend continues, Sweden and
Australia depict an even weaker performance with below $40 per capita.
Concurrently, the UK and France have a similar value where they both
make approximately $25 per capita every year. What is more intriguing is that
there lacks any correlation between audience reach and revenue generated in
these countries. Notably, the global market value of radio advertising is
approximately $20 billion annually. Thus, the driving factors vary from one
state to the other. Some of the critical aspects in the US may not work in Asia,
Europe, or Africa.
The Market Share of Radio Advertising in the US and EU Countries
The platform connotes one of the most influential forums in the US
where it makes a weekly reach of approximately 90% of adults. What is more
intriguing is that the country has over 11,000 radio stations where all of them
compete for a common market. According to Hilmes (2012), WOTP is the
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largest radio station of its prototype operating in the American soils. The entity
accrues a revenue of approximately $68 million annually. One of the significant
milestones that have bolstered the thriving of radio advertising in the US is the
utilization of online radio.
Accordingly, online radio is playing a pivotal purpose in advancing and
enlarging the radio advertising market in both the US and the EU markets.
There was a significant market share for radio advertisement in both regions in
1980 where they depicted a progressive growth rate until the advent of the 21 st
century. During this period, the internet thrived and began impeding the
operations of radio advertisement. However, the platform has recently
recovered as American radio stations generated $15 billion in revenue in 2017
(Pease& Dennis, 2018). That said, $819 million of this amount was derived
from online radio activities.
American public radio stations also depict a positive trend where they
recorded revenue of $830 million in 2016 as compared to 2009’s $624 million.
A study executed in 2018 further uncovered that Americans have a daily 106minute radio listening duration (Pease& Dennis, 2018). What is more intriguing
is that radio advertising in the UK has been depicting a definite growth
prospect. For instance, the form of advertising portrayed the highest growth rate
in the UK in the advent of 2018. That said, the growth rate was 12.5% year by
year. As such, its growth rate was even higher than that of online advertising.
The Baltics account for the highest spenders on EU radio advertising
market. The rates for Latvia, Estonia, and Lithuania are 13%, 10.7%, and 9%
respectively. On the other hand, Ukraine closes the list with a minute of 3.17%
(Pease& Dennis, 2018). Besides, in the EU countries, the radio has undergone
substantial deregulation where most networks have ventured in diverse
countries. The number of radio stations advertising across Europe is vast and
varies from Austria to France. That said, approximately 1000 channels are
operating across this region.
Concurrently, deregulation seems to be having minor implications on
advertising initiatives in the EU regions. The proportion of overall radio
advertising in Europe has been under a constant 5.5% rate in the past decade
whereas the figure denoted a substantial 1% drop in the USA and Japan from
the initial 10.5% (Barry, 2016). Such statistics are in direct contrast to TV
advertising which has also been deregulated. Concurrently, Europe’s TV
advertisement market share has risen from 24% to 33% whereas Japan and the
US have a 2% increase from 36% (Kumar & Gupta, 2016).
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The Future of Radio Advertising and Its Critics
In consideration of the previously mentioned facts, the general
contention is that radio advertising is here to stay and is not going away. As
such, radio advertising as a critical component of marketing goods and services
and should be placed in the mix for those seeking to promote their
commodities. Nonetheless, the vitality of radio advertising may be unclear.
Accordingly, a study executed in 2018 in the UK revealed that as much as radio
advertising accounts for the second best medium for accumulating
commendable ROI, agencies and advertisers gave it a rank of six out of the
seven available mediums.
As such, if the results are a depiction of the wider society’s perspective
on radio advertising, then it is indeed beyond reasonable doubts that it is
undervalued. However, if advertisers were to appreciate the crucial role played
by the platform, then its market share would stabilize substantially and even
depict impressive results globally as it was the case with Europe in the UK in
2018.
That said, clearer dissemination of the reality surrounding radio's
resilience will come in handy in triggering more advertising revenue for radio
stations. Concurrently, a significant proportion of individuals in the media
industry possess adverse assumptions on the effectiveness of radios mainly
following myths that undermine its popularity with the youngsters, reach as
well as daily listening duration as well as demographics in relation to education
and income (Wojdynski & Golan, 2016).
Indeed, the industry is to be partially blamed for allowing the particular
misunderstandings to prevail in the market. As such, they need to embrace a
collective strategy in conjunction with an aggressive campaign to eradicate the
myths. However, the activity has to be backed up by hard evidence on a global
scale to do away with the prevailing sick attitude. Most importantly, the
contemporary world is living in an economy characterized by “on-demand”
where consumers can get what they need and at a given time as well as location.
In the advent of technology, it is now possible to offer near-immediate
goods and services delivery. As a result, there is a virtual linking of demand
and supply. The particular need for promptness has subsumed various industries
ranging from transportation and media to labor. As a result, convenience has
made it possible for businesses to fulfill the needs of consumers with comfort
and ease (Wojdynski & Golan, 2016). The form of revolution, therefore,
challenges radio advertising to change its ways and adopt more suitable models.
For one, interruptive advertising paradigms have an obligation to create the
exemplary user experience in this particular "on-demand" world. In line with
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this argument, consumers are continually seeking to do away with ads and
consequently access the content that they desire.
The development of DVR, as previously mentioned has made it possible
to do away with ads when watching TV. With ad blocking software, viewers
can display online ads. On the other hand, radio ads are impossible to skip. The
old audience had to change channels which were very few. However, the
contemporary world has seen an increase in the number of radio channels thus
leading to less commercial interruptions. In such a scenario, it becomes very
challenging for radio advertising to support its revenue while at the same
alleviating the issue of sending away its audience.
The best remedy for the situation is to utilize one of the unique radio
assets, which is the presenter’s power of persuasion. Such endorsement is a
critical tool that comes in handy in creating a unique relationship with the
audience. The presenters thus become relatable and trusted opinion leaders. As
such, they can be in a position to influence the audience and consequently aid in
shaping their purchasing decisions hence adding on the value of radio
advertising (Domazet, Đokić & Milovanov, 2017). In like manner, radio
advertising also needs to consider embracing non-interruptive advertising.
Conclusion
Radio advertising is a crucial platform in the advent of the 21 st century.
As much as it has faced stiff competition from other forms of advertisement
that have consequently reduced its market share, its remaining population is
still substantial. Therefore, it is vital that the platform comes up with ideal ways
of correcting their flaws while at the same time taking advantage of their
strongholds. That said, the radio advertising has a bright future as shown in
Europe’s context provided the responsible individuals agree to embrace
corrective measures to ensure that the platform keeps up with the rapidly
changing world of business.
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