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Learning From AstralRadioPlus
By Jaye Albright

Whether your “book” is good or bad, it’s always the best strategy to be the one your local buying community, let alone national and regional buyers, know that they can count on for trustworthy analysis and perspective as ratings come out.

Canada’s largest radio company’s research arm, Astral RadioPlus, shows that they understand this as they have been presenting monthly live webinars on PPM data results for Vancouver, Calgary, Edmonton, Toronto and Montreal. 
Across Canada, Alicia Olson-Keating, GM of Research & Marketing Services, and Mike Mohammed, Senior Research and Marketing Analyst for Astral RadioPlus, have become internet “TV stars” as they take 25 minutes to present and analyse the commercial radio results in this first year of PPM. 
To listen to a very informative replay, click http://www.survey.astralradio.ca.  You’ll see an archive of all of their past trend reports.  Or, to go direct to the very latest one: http://www.survey.astralradio.ca/?cmd=Player&ekey=PPMENL15&cid=PPM_EN_11_Jun_10.

Takeaways you can use each time your ratings come out.

1. Keep a datebook/calendar of all significant events in the community, on your station and your competition which could have affected listening.
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+ March Break & St. Patrick's Day, Easter  March 1%'to May 30, 2010

- Earth Day

« NHL Playoffs

« Climate/Season

- il Spill in Gulf of Mexico (April 20)

+ Astral National Day of Caring for Kids
Radiothon (April 29)

Hot Topics:

- Apple iPad availability in Canada

- G20/G8 Summits
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2.  Lay out the entire market on a grid which shows each station’s average age (narrow target) and gender composition.
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Vancouver’s radio dial has more stations targeting younger females and more mature males.  

Could there be an opportunity to possibly broaden your target to the less-served spaces without losing your core appeal?
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In Toronto, ironically, the “hole” appears to be in the “middle,” as the crowd seems to be skewing extremely young and female or male.  

Is there an opportunity in that bullseye?  Or, does the super-serving of each of the four quadrants mean that no one station can possibly cover all the bases?

This is a good way for sales to lay out the market for a possible client in a pitch, to help them understand why psychographics and qualitative is important in addition to simple quantative rankers.

You can also "station-map" on your listening days, plotting your station and your sharers according to how they sound. 

Review the map for opportunities as well as “performance vs. intent.” Subjective, but it’s a visually effective self-diagnostic.
3.  Look ahead on your calendar.  Adjust your programming and marketing to the most crucial survey periods and/or weeks of each.
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Thanks to Alicia and Mike for the lesson in instant analysis of a book.

I’ll be tuned into your next “show” in the coming months - to see what other things you’ll be explaining to us all!
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