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Summary

Keywords : Radio Stations -~ Listening Behavior ~ Podcasts

1. Research Background

To understand and analyze audience listening behavior toward radio
stations and their attitudes toward using broadcast media, the National
Communications Commission conducted surveys in 2010, 2013, 2016, and
2019. These surveys aimed to accumulate long-term trends in radio
listening behavior, grasp the audience demographics, assist the radio
industry in adapting to evolving trends, and contribute to the healthy
development of the industry. This study continues the previous research on
radio listening behavior, analyzing audience listening behavior towards
radio stations, satisfaction with programs and advertisements, expectations,
and suggestions. The goal is to provide insights for the National
Communication Commission to understand changes in audience radio
listening behavior in the context of the rise of new media and to compare
such behavior with listeners of native podcast content. Additionally, the
study explores the impact of recent radio news and commentary programs
on the public. It serves as a reference for future revisions of relevant
regulations to ensure they stay current. The results will also help radio
broadcasters assess and plan the future direction of their content to better
align with societal demands.

2. Research Methods and Process

The research employed two methods: quantitative surveys conducted
through telephone interviews with listeners and qualitative focus group
discussions. These methods allowed for integrating quantitative survey
results and insights from listeners, experts, scholars, and industry
professionals.

3. Key Findings

(1) Audience Profile?

1. The survey results indicate that the "Radio Audience Reach Rate"
for 2022 is approximately 38.0%. When broken down by age groups,
the reach rates for "40-49 years" and "50-59 years" are 26.6% and
21.1%, respectively, while the rates for "20-39 years" and "60-69
years" are 11.1% and 13.2%, and those below 20 and above 70
years are around 5.0%.

2General Listeners - Those who have listened to the radio in the past six months. Regular Listeners -
Those who have listened to the radio within the past week. Active Listeners - Those who have listened to
the radio in the last 24 hours for more than 5 minutes.
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2. In this survey, the proportion of general radio listeners is 38.0%, a
decrease of 3.4% compared to the 2019 survey's 41.4%. Since the
2010 survey, there has been a continuous downward trend.
Compared to 2010, there is a total decrease of 25.8% (2010: 63.8%,
2022: 38.0%). Regular listeners showed a downward trend until
2019 but slightly increased by 5.6% in 2022 (2019: 24.1%, 2022:
29.7%). Effective listeners have been declining yearly since 2013,
with a total decrease of 15.3% (2013: 34.4%, 2022: 19.1%). On the
other hand, non-listeners have been increasing yearly since 2010,
with a total increase of 25.8% (2010: 36.2%, 2022: 62.0%).

3. In this survey, listeners who listen to radio account for 33.2%, those
who listen to podcasts account for 4.5%, and those who listen to
both account for 4.8%. The most significant differentiation point
between those who choose radio or podcasts is age, as radio
listeners tend to be older, while podcast listeners are generally
younger.

(I1) Radio Listening Device Usage

1. The primary listening devices are "Car Radios/Stereos" and
"General Radios/Stereos," but the usage of "General
Radios/Stereos" has decreased by 16.2% (2019: 44.1%, 2022:
27.9%). Listeners prioritize "convenience" when selecting devices.

2. Among internet-based listening methods, listeners primarily use
"Mobile App," "Real-time Listening on Official Radio Websites," and
"Built-in Mobile Radio Channels." The highest proportion is through
the "Official Radio App." Moreover, listeners are generally satisfied
with their internet-based listening experiences, with over 60%
satisfaction rates for various aspects.

(1) Radio Listening Behavior and Motivations

1. Compared to 2019, there is a slight decrease in the proportion of
"Fixed Listeners" (listening daily) (2019: 29.4%, 2022: 28.1%) and a
12.9% increase in "Frequent Listeners" (listening 5-6 days a week)
(2019: 28.1%, 2022: 41.0%). Regardless of weekdays or weekends,
listeners' highest listening rates are during the morning, with an
upward trend. Additionally, average listening times have increased,
especially on holidays, which increased by 0.74 hours.

2. Reasons for listening to radio programs include "Boredom/Passing
Time" and "Having Company." Listening usually occurs in "Personal
Car/Work Vehicle" and "Driving/Commute/Travel."
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(IV) Radio Station Preferences

1. The most frequently listened-to station is "l Like Radio," followed by
"Police Broadcasting Service National Traffic Network." Listeners
choose these stations primarily for "Enjoyable Music" and "Traffic
Information." Among frequently listened-to types, "Music" and
"News" have the highest proportions, with "Pop Music" and news
types like "Social News," "Traffic Reports," and "Domestic Political
News."

2. Regarding radio program content, most listeners (over 85%) say
there is "no need for improvement." Only less than 15% provide
suggestions for improvement.

(V) Trust in Radio Media

1. While listening to radio programs, 69.1% express trust in news
commentaries and content broadcasts, and 58.8% believe the
program's stance to be neutral. Furthermore, 66.7% of listeners
believe program content does not influence their views on current
events.

2. Listener feedback indicates a low proportion of programs introducing
information related to mainland China, with 45.4% of listeners stating
no such programs exist, while 41.8% mention having encountered
some. Additionally, 64.5% believe program content does not affect
their views on mainland China.

(VI) Radio-Listener Interaction Experience

1. 93.3% of listeners have not participated in radio activities. Among
those who have, the highest participation is through "Call-ins,"
mainly for requesting songs. Furthermore, 91.4% have not joined
any fan groups. Among those who did, "Check-ins/Likes" are the
most common forms of interaction.

2. Only 18.2% have experience with online live broadcasts. Among
those who have, the most common reasons for watching are "Seeing
More Visuals," "Seeing Hosts or Guests," and "Interest in Program
Content."

(VIl) Experience with Purchasing Goods and Acceptance of
Advertisements/Sponsorships

1. 94.1% of listeners have not purchased products/services introduced
on the radio. Among those who have purchased, 78.2% are satisfied.
Unsatisfactory experiences are primarily due to "Products/Services
Not Meeting Expectations."

2. Regarding ad length regulations, 56.5% find them "Just Right," and
only 29.1% consider them "Too Long." Acceptance rates for
program-integrated advertisements have increased by 27.5%
compared to 2019 (2019: 48.9%, 2022: 76.4%). Moreover,
acceptance of named sponsorship message broadcast time length
regulations has risen by 11.7% (2019: 77.2%, 2022: 88.9%).
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(VIIl) Podcast Usage

1. 87.9% of respondents have no experience listening to podcasts. The
most common listening times among podcast listeners are in the
"Evening" followed by the "Morning." The most common daily
listening duration is "Within 1 hour," with an average listening time
of about 1.26 hours.

2. The most frequently listened-to podcast genres are "Casual
Conversations," "Educational/Storytelling," and "Business and
Personal Finance." Reasons for listening include "Liking the
Program Style" and "Convenience of Listening," both exceeding
30%.

(IX) Future Radio Listening Intentions

1. The main reasons for not listening include "Lack of Habit," "Habit of
Watching TV or Using Phones," "No Time," and "Lack of Interest in
Radio Programs." About 25.0% express an increased willingness to
listen through computer/mobile or diversified service activities
provided by radio stations.

2. Listeners who find diversified service activities attractive are most
interested in "Raffles," "Concerts," "Online Raffles/Redemptions,"
"Requesting Songs on Official Websites," and "Call-ins."

4. Key Recommendations

(I) Immediate-Action Recommendations

1. The regulatory body is suggested to host discussions with radio
operators and broadcasting associations to address issues related
to advertisement time or production models. This would help solve
operational challenges and increase radio's competitiveness in the
cross-platform competition.

2. While safeguarding freedom of speech, the impact of Chinese
content on programs remains inconclusive. The regulatory body
should conduct routine investigations to assess potential effects and
changes continuously. Additionally, it should consider strengthening
media literacy in radio by implementing content review mechanisms
to prevent the spread of misinformation.

(1) Medium- to Long-Term Recommendations

1. The regulatory body should review the proportions of different
program types to assess the necessity for adjustments. This would
provide flexibility for broadcasters in program production, reduce
operational costs, and foster collaboration among radio operators.

2. Support from cultural content development institutions could be
sought to develop radio apps or cloud-based radio networks jointly.
This would enhance accessibility for listeners and facilitate program
promotion, benefiting listeners and expanding market reach.
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3. Cultural content development institutions are recommended to
encourage broadcasters to develop content suitable for multi-
platform distribution. They could assist in organizing radio events for
interactions with listeners or the public, enhancing radio's appeal.

4. The regulatory body should review merger-related regulations to
explore whether adjustments can be made under non-monopoly
conditions. Encouraging resource integration through mergers and
offering a diverse range of program types could attract more
advertising and sponsor investments. Additionally, the approach of
the US FCC towards struggling or exiting broadcasters could serve
as a reference, providing guidance and support to improve
operations or assisting in an orderly exit to avoid disruption to
program production.
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@ 2-1-7 2020-2021 & Podcast j<f & F]
Je B PodcastpF 4 - 7 % £.2020-# B 2021 & » Jx & Podcast
RS F G AAEIF PRI FAER R R AFER X
R AZE2F PR g A EEE o TR R G PR T
e
Podcast iSRS HE - 2020 Podcast HHSHFHE - 2021
BT BRI BT | IR Y
EXETA L (MmEEE) 47.0x L RRRkE RN RS M RE | 475
- Rh ok BB 340 PN semmoumas S EAR) | 445
B sesm@msn s2 545 | 200 EIN aRABERTAS MB0E) | 283«
. T - [0 o
L e 200- w5 T
Tfesh k3968 18.0+ L L | 174
WRERWNEEE - 14.0s 7 R LU | 142
“ AR _ | 120 “ I/ LR/ REE 135
EC ST N :-.2_9:__ BN sxroamm 0 | 120,
10 O |0 B 100«

FAL KRR X T 3238(2021) 0 20218 EAHA B A o
® 2-1-8 2020-2021 & Podcast J< F.p* 4
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(= )Podcastiz & P 553

% SoundOn£ INSIDE # ¢ 2 # °2020 H1 Podcast 2 ¥ %
2787 > 4 #Podcastf Foejc fa P A48 0 H P RiE= A en
ARG E CAEHEY L S AERT AL RS R T RRE

Bi\,;\, ;—,"—34 ’\3’2"3‘- ‘mhf‘fk’t’ﬁﬁﬁ' r‘giﬁwo

B0%
|“%
'\e _.
&

S ) . i, Ft S A :
o _-\.< 2 \. x '\v- ".- _\-.. 1’ L _g - x- £ k _q-
& il -" i : % A k2 9 A
a e P v £ .
oo =5 g
i
T K
¥ S

4L k&R : SoundOn(2020) » 2020 H1 Podcast # % 3# ﬁéﬁ °
B 2-1-9 2020 # Podcast »]x{iﬁﬂ e

i
e

A S PRt > PR A RE TR T o

#80.1% » H = % 5ouh(68.7%) » ¥ = B % 724 3](65.9%) -

75.0% 80.1%

68.7% 65.9%

50.0%

741 k& : SoundOn(2020) » 2020 H1 Podcast 2 #:* 43 % -
@B 2-1-10 2020 &= Podcast i+ EF pREA
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Nielsen 2022 # 6 * 3 4% "3 2 % """ (Audio Today 2022:How
America Listens) » # ¥ F Y e T 503 4 > 3 M T HF R

1. R 4hl5cd R BR K 12 &
CERE LR R R AL
Gff 2 $93%) 0 Fms E&K 0 18-34KR R IHFT L i r: F 587T% >
35-49% f§ 2 % 593% > @ 508 11 + B £.98% o

93%

Radio ‘ GR
93%

98%

ETIRS

90% I—
80% I—

- 20% I——
96% I

Live+time-shifted TV

86% I
89% I

Smartphone l 91% I
812 I

81% I
_ 7 g4y I
TV-connected devices [ o e ———
743 I
||

76% I——
79% I——
82% I
74% I—

PC

46% I

® Adults 18+

34% I -
S . ©® Adults 18-34
52% I ® Aduits 35-49

50% I @ Adults 50+

741 &k & : Nielsen Company (2022).“Audio Today 2022: How America listens.”.
B 2-2-1 2022 & & 4T L% F-3 R

' Nielsen Company (2022).“Audio Today 2022: How America listens.” Nielsen, Online Available: http
s://westwoodone.com/wp-content/uploads/2022/07/Nielsen-2022-Audio-Today-How-America-Listens-
Jun22-FINAL.pdf. Accessed date: Aug 25, 2022.
%/ T A 7 *12 7 Evidence-Based Survey and Research Co.,Ltd.
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JEA8 K v b B BT R e B

S KF B2 AL G

#(13.0%) ~ 3TR /2256 P (12.7%)% & %3 %(8.6%) -

FUEELRG 0 A ERE TR E PP F LR 1217 K

b E B H IR E® D A g R A B (147%) G &

~_~ o~

#(8.1%) 5 i -

Adults 18+

Py Monthly reach (000)

2e® 234114

93% of population
Top 3 formats (audience share)
n COUNETY wriiinisisinis i s mssssasas 13.0%
BD News/Talk oo 12.7%

° ° ° Monthly reach (000)
mgm 64,067
87% of population
Top 3 formats (audience share)
n COUNTY it s s s sssassas 15.0%
B Pop CHR oo 11.6%

124%) 2 & 4 % &3 #(9.8%) o 18-34 & & £ £ 1L fc FLIRH 5 &
15.0%) ~ & fin (73 #(11.6%)2 & & § &3 #(7.8%) - 25-54 % =

B AR LR D #(13.4%) ~ & 4 E 83 #(8.3%)2 & R n
ks

Teens 12-17

Monthly reach (000)

[ ] o ®
Hgl 20 , 456
82% of Teens
Top 3 formats (audience share)
B P0p CHR o 14.7%
ﬂ COUNTTY ettt 121%
B AC e 0.8%
Monthly reach (000)
@ ° @
mgl 115,691
92% of population
Top 3 formats (audience share)
n COUNETY st s 13.1%
[ 2 [N 8.3%
B) PopCHR oo 81%

T4 %k : Nielsen Company (2022).“Audio Today 2022: How America listens.”.
B 2-2-22022 & % I & &K cHA H & P -2 K
EEL kF 0 1849k s Y 0 L PR EE ST 2 2 A

W E R E(14.5%) C F BT 2 (11.8%)2 & 4§

o4
B

(10.0%) ; T HE2 R 5 @ #4435 #(12.9%) ~ A7E /339 p (8.1%)

2GRS #(7.9%) -

= 7 A 3 "2 ¢ Bvidence-Based Survey and Research Co.,Ltd.
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T3 #(14.2%) ~ = 4§ 5 =21
TG

Women 18-49

Monthly reach (000)

.-. 60 874

90% of population

Top 3 formats (audience share)

n Country . 14.5%
B} ropcHr 1.8%
BD AC e 10.0%

® Monthly reach (000)

mam 58139

92% of population

Top 3 formats (audience share)

SR 3 5 (12.1%) ~ 37 /322 &

FHATER T = K A 5|

s =

0.6%)% % %% 73 #(10.1%) ;

Men 18-49

°® Monthly reach (000)

=2® 60,517

90% of population

Top 3 formats (audience share)

n Country 12.9%
B news/Talk ..... 81%
B Classic ROCK oo 7.8%

. Menthly reach (000)
- - [ ] 57 552
93% of population

Top 3 formats (audience share)

n COUNETY it 1L 2% n COUNETY it e 12.1%
[ 2 [N TS 1 Y- N 2 [T 7 S - -0
B PopCHR . 101% BB ClaSSIC ROCK oo B.7%
T4 %k : Nielsen Company (2022).“Audio Today 2022: How America listens.”.
B 2-2-32022 & 18 e F X A e A H S D -2
Y R S N EL S TR
Top 20 AM/FM Radio formats (ranked by reach)
0g0 04
11

&0 (9.8%)% U ik

% of households with
Monthly reach (000) Median age (‘lul orpartume) hwsehnldsize chlldren under 18

B A 56,734
B country 51,668
B nNews/Takk 46,604
B rop cHR 44,957
B cassic Hits 40,733
) Classic Rock 36,291
B Hot ac 33,763
B Atternative 19,734
D contemporary Christian 19,515
@ urban AC | R&B 18149
B urban Contemporary | Hip-Hop/R&B 18,074
B AlNews 17,467
B AOR + Mainstream Rock 16,294
[ Rhythmic CHR 15,604
3 Adults Hits/80s Hits 11,081

u Spanish Contemporary + Spanish Hot AC 10,756
Active Rock 10,408
D Mexican Regional 9,644

B Ansports 8,827

ED Classical 7879

49
57
36
54
52
a1
38
48
51
38
59
47
35
47
42
a
43
51
60

64% 31 36%
B81% 28 27%
72% 3.4 46%
62% 29 29%
68% 29 30%
72% 33 44%
77% 3.2 40%
B6% 3.2 38%
58% 30 35%
69% 3.2 44%
60% 29 25%
70% 30 34%
70% 35 49%
% 3.2 37%
72% 38 49%
76% 3.2 44%
74% 40 55%
69% 29 32%
52% 25 20%

F AL %k : Nielsen Company (2022). “Audlo Today 2022: How America listens.”.

B 2-2-4 2022 & % $3] &
3
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3. eI
FALRE EFY R F TSR TP L Baedgh
LEEF R iF“xé’ B0 - BRI ITRR o 7AEFEFEREKORES
oG #B oo A B F K- X en B 45 (7:00am) ] & d P £
(5:00pm) » 1 IFPFECBNECLE A f B s B0 o ¥ b B R hig
Fimpes g 2 > LB BhEFE AT Y = PERIRT

{i_jg_?rj:%io

Monday-Friday

- Adults 18+
e Adults 25-54

Hourly reach %

T T T T T T T T T T T T T T T T T T T
SAM  BAM  TAM BAM S9AM 10AM 11AM 1ZPM IPM 2PM  3IPM 4PM SPM EPM TPM BPM SPM 10PM 11PM

Saturday-Sunday

- Adults 18+
e Adults 25-54

Hourly reach %

T T T T T T T T T T T T T T T T T T T
SAM BAM TAM BAM 9AM 10AM 1AM 12PM 1PM 2PM 3PM 4APM SPM GPM TPM  BPM  SPM 10PM 11PM

741 &k & : Nielsen Company (2022).“Audio Today 2022: How America listens.”.
Bl 2-2-5 2022 # Jc B A #HPF -3 R

% RFEAD 3 12 Evidence-Based Survey and Research Co.,Ltd.
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Nielsen “2021 & &AL E < %4% 2 "2(The Nielsen total audience
report:)® 2020# % = Ty > LERFEAY L B TH B L
B 5 d e 210 PF > 4p 332019 ~ 2018 & Bt b 0 k- X
BPER416% LT L v R AR PR R
“?%i%@“MWMﬁﬂﬁi’¢%Wﬁ£ﬁ&%&ﬁ%ﬁ?ﬁ
BrEFUELSE T (App/Web)~ tg3f4c > T F > 2R E 4k
g R pEFE2018E LB 4 S HY B 42018 $ 2 % 5 4
PRl 51 440 4 > »v2020F % =2 TR T 21 pE31 4 48

FARET R ARR .

MEDIA CONNECTED CONSUMERS

AVERAGE TIME SPENT PER ADULT 18+ PER DAY
BASED ON TOTAL U.S. POPULATION
b3

03 2020

o0
03

132019

0:05 0:28

032018
0:13
| Bt [l Time-Shifeed TV W rsdic
DVD/Blu-ray Device .Ga“’; Console .|'T.E”'|E: Connectad Device
Internet on & Computer .A:Jp_-‘.'-';:\ on a Smarwphone ._E.Fn-“r‘rel: on a Tablet

T4 %k : Nielsen Company (2021).“The Nielsen Total Audience Report”.
Bl 2-2-62020 # 2 XE PR * & R-2 K

2019 7]20204# £ W+ & A & X U F AR ¥ b g oR
LB > AT E S i r (App/Web)E b @ R B S > A g §
WP R 2 TR LY ORGP ERAE
kg 01834k * R ECIERE S CEFELHE 0 R PR
b R AR B o

12 Nijelsen Company (2021). “The Nielsen Total Audience Report:” Nielsen, Online Available: https://w
ww.nielsen.com/wp-content/uploads/sites/3/2021/07/Nielsen-Digital-Landscape-Report-January-2021.
pdf. Accessed date: Aug 25, 2022.
%/ ?p # A3 7 "= & Evidence-Based Survey and Research Co.,Ltd.
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18345k s p EREOTH AR TARLKZ NP R 2 T
WA LR P e S5t 0 £ U50-644 T A BT L
Hreigadk s o B0 0 AR 0 L EREE T AT
eI g o

DAILY HOURS:MINS OF USAGE
BASED OM TOTAL U.S. POPULATION
210 1248
154 11:56 1:53
11:28
052 B0 E
10:00 10:05
358 - ] 0:z8
78 07 0:37
157 0:56 42 1:36
154
6:28 6:39
122
458
17
112
0319 0320 0319 0320 03 Ik a9 0320 Q319 1
ADULTS 8+ Al3-24 Al5-48 Ad0-64 Al
[ LivesTime-Shifted TV g Radic g TV-Connected Devices Internet on B AepWeb on W AppMiebon
DVD Gome Conani a Computer a Smartphone aTakbler

Ingerret Conmacted Davice)

T4 %k : Nielsen Company (2021).“The Nielsen Total Audience Report”.
B 2-2-72020 & 7 & d2 & TR HFR L BE-3 R

md %R @,L@mj\ ,7,pa,f§»;¢m,}{ ;g.;pf,tlgg,mgf;
RY R
IR T N R R T

s MR Y 2 Gy EF LR

»2020# 5 = FE X 11 3T 4 &

o Rt H ﬁ_%’g » 22

PR R > T RASMR BRI EFRECEES TR CIRR
Al e FURAG R 0 F T T A RORFE BRI R
FERTZ & o
2%3/ |IL # A3 7 "= & Evidence-Based Survey and Research Co.,Ltd.
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THE MULTICULTURAL CONSUMER

AVERAGE TIME SPENT PER ADULT 18+ PER DAY
BASED ON TOTAL U.S. POPULATION

| TOM | B | WM
w08 w0 W wan | wan
3:27 3114 5:04 4:39 2:29 2:15 1:42 1:46 3:26 3:15

Time-shifted TV 0:29 0:27 0:29 0:25 0:16 0:14 0:13 0:13 0:31 0:30

Live TV

Radio 1:41 1:31 146 1:34 1:43 1:31 NA NA 1:39 1:30
DVD/Blu-ray Device 0:04 0:03 0:04  0:03 0:03 0:03 0:03 0:02 0:04 0:03

012 0:16 0:13 0:12 0:12 0:07 0:08 0:12 0:11

Game Console

Internet Connected Device 0:38 0:50 0:47 1:00 0:39 0:54 0:42 0:57 0:36 0:48
Internet on a Computer 0:32 0:35 0:23 0:29 0:20 0:23 0:40 0:44 0:34 0:36
App/Web on a Smartphone 3:58 2:26 4:46 2:34 408 2:34 3:56 2:32 3:49 2:23
App/Web on a Tablet 0:52 042  0:51 0:40 044 0:36 055 045 053 043

Total 11:54 10:00 14:26 11:37 10:34 8:42 8:18% 7:07% 11:44 9:59

=4
=
w

*Radio measurement includes Asian Americans but cannot be separated from the total audience at this time
741 &k & : Nielsen Company (2021).“The Nielsen Total Audience Report”.
B 2-2-8 2020 & 7 I fA 2 < TR HHPF R £ R-F W
5. jcf %
12 J5 Nielsen 2022 # 6 * # 4 " 3R & # % "(Audio Today
2022:How America Listens)& 7 » ft % & SR8 A& ¢ 3 pRjc R 4

=
I
R NGRS SRR P LT A -

+ £
W E T P

Consumers use radio when they're away from home

i D Working
Full Week Weekday

@ in-home @ Dut-of -home

Weekends

Souwsci: Wietian Mational Ringicnal Dalabasa, Adults 18+ - 04 200

T4 %k : Nielsen Company (2022).“Audio Today 2022: How America listens.”.
B 2-2-9 2022 = YT B R P -2 K

%/ ?lﬁé’i A3 7 "= 7 Evidence-Based Survey and Research Co.,Ltd.
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1P RBRPpPRINE e, s LT RENL - BEEPE

N

Most away-from-home listening happens in the car
Percent of all out-of-home listening, by location

Full Week Working ‘Weekday ‘Weekends
Weekday Drrive Times
@ incar @ At work @ other

[ Sl Somsoris alia's fouse,
FRNT-EAF Sormling )

741 &k & : Nielsen Company (2022).“Audio Today 2022: How America listens.”.
B 2-2-10 2022 & @ #» P B 5 P 3B AT IO 463 W

(= )# ® Podcasti =
1.Podcasticf. & &7 Jaf % 3
1233 Edison Research 2022 3 * # 4 " The Infinite Dial” '3 & 7+
B 973 1.09% % K 4 e Podcast(13 & 12 + e 3 B % W) ik
38% > 2021 & 3 4 4p vt > e F Podcastinfi T v il b 0 2 i

22020# A 4 i % 4piT o
Monthly Podcast Listening

TOTAL U.S. POPULATION 12+

Estimated

109 Million
37 = 38
32
26
£ 21 24
2 i 12’uimillll
2008 '09 10 mn 12 13 4% 15 16 17 18 12 20 ‘21 2022

T4 k& ¢ Edison Research (2022). “The Infinite Dial 2022”.
B 2-2-11 2008-2022 # =+ B * Podcast jc .5 - % K

13 Edison Research (2022). “The Infinite Dial 2022” Edison Research, Online Available: https://www.e
disonresearch.com/the-infinite-dial-2022/. Accessed date: Aug 25, 2022.

%7/ flﬁ # A3 7 "= & Evidence-Based Survey and Research Co.,Ltd.
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A Podcastizc B E#H N A » BT i T 1 (53%) e F 3 >4
(46%) > B E&R 1 & 1112-345 (47%) v F 5% » H =t 5 35-54 %
(33%) » & & fk hFg Bt F(20%) 9 5 F 1% H k5 0 Podcast
Yol & e A (B9%)A 5 o LR ERA 2 FFLT B A (% 5 16%)
TegRt B4R e e

MEN WOMEN

2022
(EST. 109 MIL)
AGE AGE AGE
12-34 35-54 55+
2022
[EST. 109 MIL)
AFRICAN-
WHITE AMERICAN HISPANIC ASIAN OTHER
2022 % 16%

(EST. 109 MIL)

F# %k : &5 p Edison Research (2022). “The Infinite Dial 2022”.
B 2-2-12 2022 # Podcast Jc f. % ¥#-% K

2.PodcasticF. & p %7

12 J5 Nielsen 2022 £ 6 * % % "R * # % "(Audio Today
2022:How America Listens)% 7+ > 18 12 F = & A ycF Podcast
@ P R A T Bl W2 A B S A B A e B 5 e P
RTRED X R 0 BP0 AR E D FEpRE S

Nov 2019 May 2022

Comedy 19,622,900 28,352,766 +44%
News 19,550,133 26,833,659 +37%
True crime 12,893,267 21,459,366 +66%
Society & Culture 12,893,267 20,783,814 +23%
Music 8,912,232 18,599,331 +100%
Education 13,173,298 18,467,876 +40%
Health & Fitness 11,371,650 16,348,006 +44%
History 11,799,481 16,008,297 +36%
Business 11,311,592 15,764,171 +39%

741 &k & : Nielsen Company (2022).“Audio Today 2022: How America listens.”
B 2-2-13 2022 # Podcast jcf.& P -4 K

= 7 A 3 "2 ¢ Bvidence-Based Survey and Research Co.,Ltd.
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3.Podcasticf.3 B
129 Edison Research 2022 3? % % 3" The Infinite Dial”%g 7 >
2021 # 5% w 13k 1} e F WA R ¥ jt i Podcast gL 0 A
FALATE(B9%) vt F 3t @ 2 f(20%)Podcast st F 5 LR
2021 % - 3 % v % > &? FycfPodcastint 55 F A ik g
B AE > bR cEPodcastint F R RS I g o
F#L %k : Edison Research (2022). “The Infinite Dial 2022".

Location Where Podcasts Are Listened To “Most Often”
Weekly Podcast Listeners

u At Home uln Car
64 63 63
59
20
I : I : I - I -
Q12021 Q2 2021 Q32021 Q4 2021

B 2-2-14 2022 # Podcast Jz F 4 8- %

POt d P RGP L kf 0 20204 1 2022& B o JT i
AMIFMA #F 1 i i endgde > fe 9 S I A D 1 3 & 3 41 KR
H=A L fkimg ® - CDH< % > @ Podcasth] 7 45§ = £ % > #&

F 2 L R AP EOT2021 80 5 2 A o

Audio Sources Currently Ever Used in Car

BASE: U.5. AGE 18+ AND HAS DRIVEN/RIDDEN IN CAR IN LAST MOMNTH; 84%

AM/FM radio | 7 5

Owned digital music I

CD player I -5 m2020
B 2021

Online audio  IEEG— 2022
Podcasts I 0

SiriusX™M I -1

T4 %k © Edison Research (2022). “The Infinite Dial 2022".
B 2-2-152022 & 4.2 F a5 4 mi\ E-2F

%/ A7 2 7 T2 & Evidence-Based Survey and Research Co.,Ltd.
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(= )R #%™ FBF £ 15
1B 2 e E#
FIRRAJAR#7 3¢ 17 chk ATt 7 (RAJAR DATA RELEASE Q2,
2022)"“Bg 7 » 2022 % 2% j AR 4EhE A % 5 88.0% o 4p
#202021% % 1%588.7%% 5 T ' o

rajar RAJAR DATA RELEASE |

PLEASE NOTE THIS DATA CARRIES A STRICT EMBARGO OF 00.01 HOURS THURSDAY AUGUST 4th 2022

ALL RADIO LISTENING

ALL RADIO LISTENING

Today RAJAR announced 49.0 million adults or 88% of
the adult (15+) UK population tuned in to their selected
radio stations each week in the second quarter of 2022.
The total average number of weekly hours listened to
radio for this period is 998 million.

88%

of the population
tunein to radio
every week

FH %R © RAJAR (2022). “RAJAR DATA RELEASE Q2, 2022".
Bl 2-2-16 2022 & = F {2 FA #H1 2 -2

12 45 Ofcom . 2022 & % i 172022 4 48 B F(Ofcom, Media
Nations_UK 2022): 2"z » A8 k3 > B2 7 £ % > FFA
& REAS > MRFA s P THEZAER A
+ B 3% -~ Podcast } = I % o

14 RAJAR (2022). “RAJAR DATA RELEASE Q2, 2022” RAJAR, Online Available: https://www.rajar.c
o.uk/docs/news/RAJAR DataRelease InfographicQ22022v2.pdf. Accessed date: Aug 25, 2022.

15 Ofcom (2022). “Media nations: UK 2022 Ofcom, Online Available: https://www.ofcom.org.uk/__dat
a/assets/pdf file/0016/242701/media-nations-report-2022.pdf. Accessed date: Aug 25, 2022.

/ ## R 3 T2 @ Evidence-Based Survey and Research Co.,Ltd.
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Weekly reach (%) of different audio types, all adults aged 15+: 2017-2022

T

[
ar
30%
24% g 5% %
- %
1% c
LT,
- 115
1 I II I I 1
o ([ | |

Live radio on a Online radic On-demand radio  Streamed mausic Personal digital Podicasts Personal musicon  Music video sites Audichooks
radia set music Ch etc channels

§ ¥ F 2 R R Z R %

[ Pkl 2020 [predockdown]  W2020 {lockdown) W 2021 wawe 1 2021 wavel W202Zwavel
T4 k& © Ofcom (2022). “Media nations: UK 2022”.
B 2-2-17 2022 & % e e fsf 3+ T @A B 2 F-2 R

2 A 2 EE

1235 RAJAR #+ % 5 ¢7"MIDAS WINTER 202148 4716 » 4-4415%
LN HSRAT R G FRIHAO S AR 1T0% 0 £
v BB 1 b B Rt g 0 (:85% 1 3 = o B EEE
3§ #(OMS)(15%) » & 1 15-24 % % i & Jc % ¥ ; Podcast(5.0%):
fRE BB 225-344 -

AUDIO OVERVIEW

Listen Again
B On Demand Music
m Podcasts

m Live Radio

m Digital Tracks . .
S Listen Again
CD's 2 1 2 1 3

Vinyl 15+ 1524  25-34 3554 55+

u Audiobooks

Audio (excluding visual) by Share % for All Adults 15+ ﬁ

Audio (excluding visual) by Share % for Demographics (15-24,
25-34, 35-54 and 55+) |:>

T4 kAR - RAJAR (2022). “RAJAR MIDAS WINTWR 2021”.
B 2-2-18 2021 & B 3 I E AR A8 & & RIS H A -2 |

16 RAJAR (2022). “RAJAR MIDAS(Measurement of Internet Delivered Audio Services) WINTWR 20
21” RAJAR, Online Available: https://www.rajar.co.uk/docs/news/MIDAS Winter 2021.pdf. Ac
cessed date: Aug 25, 2022.
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9 RAJAR #73¢ 1 55"MIDAS WINTER 202145 27 » #4315 14
Pt RB RS BRI BRI FE S S 8:00-815
Podcast « # # F = 9:15-9:30 ~ & = 5:00-5:30 ; £ % 4z & (Listen
Again)ez i & £ 4:15-4:30 5 §iE F P E A% 9:45-10:30 -
T £4:15-5:00 -

TIME OF DAY LISTENING - MONDAY TO FRIDAY AVERAGE WEEKLY REACH %

—Live Radio

—Listen Again/Catch
Up Radio

On Demand Music

—Podcasts

AL 1/}57 RAJAR (2022). “RAJAR MIDAS WINTWR 2021”.
B 2-2-19 2021 & Jc R M B A (A (-3

4. i Bk

FIRRAJAR#73¢ 17 chk AT 003t 71 (RAJAR DATA RELEASE Q2,
2022)E5 7 0 Rl RER L TIE X 5 B F o B66% 5 A A uid
IEFGTE A8 ~F 2 )R F58% ; a1 iR H s g2 Ry

7~

3 20% o

LISTENING VIA LOCATION
@ u At Home ¢

SHARE%

D

REACH%

of Population

ke =) = car/van/Lorry

)

- = Work/Elsewhere

A KA - RAJAR (2022). “RAJAR DATA RELEASE Q2, 2022”.
B 2-2-20 2022 & T} i+ B-2
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FIRRAJAR#7# i (7"MIDAS WINTER 202135 47 » - I35 R
#h(live raido)i& — 4 & 47 » B K > B RATH A P Bl F o

62% > H = L B A R E(22%) K= PG 1 FAE Y B(15%) -

AR E A FAR R E1% o

MIDAS Measurement o f internet Delivered Audio Services W | N TE R 202 ]
LIVE RADIO - SHARE %

Home .““
Coxtvantiony ‘

@‘ Work/Place of Study
Over half (54%) of live radio listening is done alone,

this is consistent through the age demographics.

. 21% with a partner or spouse and 12% with work
Colleagues.
Public Transport/Walking/Elsewhere
_—_— In ‘thome' dominates live radio listening hours with a

share of 62%, in vehicle 22%, at work or place of
study 15%

T4 kR - RAJAR (2022). “RAJAR MIDAS WINTWR 2021”.
B 2-2-21 2021 & IR B 6 g-2

FHOED PO PR kg o 1995 0fcom & 2022 & i
120224318 & 72(Ofcom, Media Nations_UK 2022): & 3 s » & #
AM/FMyc % #(54%) 5 Fe Wt + 3 & %% > # = 5 8 * DAB#c i
Teq $#4(47%) -

Proportion of people who listen to in-car audio, by activity

54%
aT%
1%
15% 15%
13% 17%
9%
. -
Listen to live radio  Listen to live radio Listen to music  Listen to music on Listen to an Listen tomusic  Listen to radio on a Listen to a Listen toa podcast
on an in-car Fdor  on an in-car DAB  using a streaming  an in-car CD or tape audiobook stored on a phone mobile phone streaming service viaa mobile phone
AM radio radio service on & mabile player via an in-car
phone infotainment system

741 k&R« Ofcom (2022). “Media nations: UK 2022”.
B 2-2-22 2022 # & F e E ek E -8 K
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5. cHXE
RAJAR 7% f# 5"MIDAS WINTER 20215347 2785 7 » Fo #
3R M IRFEPE 15K 1 enfe Td 5 7 5 DABHc - fc g B
(32%) ~ 2 = 2 AMIFMiz 4 15(19%) % 47 £ 7] = $5(19%) » % 11 & &
K k5 o 15245 (48%) ~ 25-34f (32%) BV ¥ 11 i@ ¥ L S5
« % > 35-55% (36%) ~ 554 11+ (39%)F. F Bl % 12 ¢ * DAB#K i fc

A

5 o

iy
3
RS

WINTER 2021
AUDIO OVERVIEW

152 3555
= AM/FM Radio = DAB Digital Radio
 Desktop/Laptop computer msmartphone

= Voice Activated Speaker Other Device

Audio (excluding visual) by Device Share % for
Demographics (15-24, 25-34, 35-54 and 55+)

Audio (excluding visual) by Device Share % for All Adults
15+

Other: devi D Piayers. Porable musi . Recerd
oloris T Wetiie Tesmatey ok

T4 kkR C RAJAR (2022) “RAJAR MIDAS WINTWR 2021”.
[l 2-2-23 2021 & {<FoR #H 3 L -5 W

RAJARZ% i» 48 2 (MIDAS WINTER 2021)+ 4 4 3 3% B 4% (live
raido) £ & & - h A 47 > & 3 5B X % S DAB#c izt 3 $5(55%)
H = 3 AMIFMYc 3 $(40%) » % R et k5 > afcfe T2 4
B¥, B P o ibt BB end i@ DAB#cim YT $5(46%) ~ H = L
AM/FMyz 3 #(27%) -

MIDAS e WINTER 2021

LIVE RADIO VIA DEVICE
SHARE % REACH %

mVoice Activated
= DAB Digital Radio
L] A Radio

*Ofher devices includes Table's, Tvs_ Wil Redios. Wearable Te

A KA - RAJAR (2022) “‘RAJAR MIDAS WINTWR 2021”.
B 2-2-24 2021 & 2 %% i F-2 W
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£ oob > 4235 RAJAR #7 4 G5 g 37 5235 7 4 (RAJAR DATA
RELEASE Q2, 2022)8 7 + 4 M7 5 » 20224 $ 2% 158 11 1 o

HARYF32%F 132 @ - A FEAS ST HE R TEHAR
¥, 0 2021# 53% 5]2022F 5 1% 4 fetg b 2 chag % > 2022 5 2
FREF1F L T Apin 5 15-34k enft v 52022 % 2% ety T
35 1+ BT AR R REREARS AR 1 o

MOBILE/TABLET LISTENING

32% of those asked (adults 15+) claim to listen to Live Radio via a Smartphone or Tablet at least once
per month 9 38
35

REACH %

All Adults 15+ 15-34

mQ32021 mQ42021 mQ12022 mQ22022

T4 kAR - RAJAR (2022). “RAJAR DATA RELEASE Q2, 2022”.
B 2-2-25 2022 & & T {5 S E A S W A - E R

6. fc b5

RAJAR #7% fi c#"MIDAS WINTER 2021 %3+ 4% 2 "8 v » o F
"TERRI ) NEHIR AR D AR 7(B9%)FE TIEL 0 R E
R 3B 5125% o § T6%cnATH # K i fed B AF R
ATEAhE £ KR e

WINTER 2021

LIVE RADIO by ACTIVITY

70 p Ly é
of live radio
hours 76%
EO)nwngHrcvg\hng, 59 workin o

Of new music discoverers,

u-t) still consider the Radio to
— be important for finding
R4 new fracks.
]
he]
< a0 .
< Relaxing/ nothing parficular, 34
< © © ©
B 0 HoBsshold Chores, 3
6 Eating/ drinking/ cooking. 33 orking/ studying, 27
<
i 20
o O‘Jashmngressmg, 17
10 osucrls/ exercise/ hobbies, 8

A KA RAJAR (2022). “RAJAR MIDAS WINTWR 2021
B 2-2-26 2021 # T EHARA HITB-F R
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7.8 >R #DAB
I RAJAR#73¢ i chg #7503 742 (RAJAR DATA RELEASE Q2,
2022)% 7 > 2022# %2F > * &5 4100 he W R K (73%) € &
W@ 5 (DAB, DTV, Online or App) {1z f# R A 3 © 7 H65%ha
R ®Lndes &5 pE2 * DABJzf # -

DIGITAL PLATFORMS

In terms of reach, 41 million adults aged 15+ are now 7 3 O/

tuning in to radio via a digitally enabled platform
(DAB, DTV, Online, App, Smart Speaker) each week.

65% of the population claim to own or have access to of the population
a DAB radio. tune in to digital
* Weekly reach is the number of people {adults 15+) in the UK who radio every week

listened to o radio station for at least five minutes in the course of an
average week during the quarter.

A KA - RAJAR (2022). “RAJAR DATA RELEASE Q2, 2022”.
Bl 2-2-27 2022 & 3% @ #c =T 5 A 31 bl-F R

£ A% k5 > 1355 0fcom & 2022 & 3 i 520224548 B Fe
(Ofcom, Media Nations_UK 2022): & # B #iciJcH F v 3 F }
» $3132022F $1% o e A2 E R TR e R T
67.9%(2021 & % 4% 564.5% ~ 2021& % 3% P 5 65.8%) -

@ = RAJAR#7# i chi 2753 7 # (RAJAR DATA RELEASE Q2,
2022)%a 57 > & RGP R 3F6.747 B pF o B ¢ W DAB
T 560%ik it 5 B d 0 H & 5 s feH(Web/Apps)(17%) % 4 £
3 4 (smart speaker)(16%) -

DIGITAL LISTENING HOURS
In an average week,
digital listening é Q .

accounts for 674
million hours; DAB

has a 60% share of -~y \
digital listening hours, \ 16%
DTV 7%, 60% 7% 17%

Website/Apps 17%,

Smart Speaker 16%

DAB hours 407 DTV hours 44 Website/Apps Smart Speaker
million million Hours 115m Hours 107m

T4 k&R - RAJAR (2022). “RAJAR DATA RELEASE Q2, 2022”.
B 2-2-28 2022 E = B H R T s EFF -2 K
P 7 A 3 "2 ¢ Bvidence-Based Survey and Research Co.,Ltd.
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(= )® WPodcasti ;=
1. # FPodcastic ft. ¥ 2 L% #

12 3 Edison Research 2021 # # % sz W 5”& T E £ 2
% ""(The Infinite Dial)& = * B * 43 41% & K + jcfPodcast(16
et benm A R) o B22021& £ B B2 %4 0 qeE Podcast

PP I AR T -

Monthly Podcast Listening

41 41
= 36
25
21 24
i i - . .

usa usa usa, UsSA UsA usa usa UsA UK
2014 2015 2016 2017 2018 2019 2020 2021 2021

AL k& : Edison Research (2021). “The Infinite Dial UK 2021”.
B 2-2-29 2021 # & * Podcast |cEH. ¥ -2 K vs £

# Podcastjc & *& ¥ % & > Ofcom %2022 & % 1# 7972022 45-%8
B 32(Ofcom, Media Nations_UK 2022) » ¢ § {4 (21%)t & F »
+ 12 (16%) 0 E& R 1 B V1644 e S BB 0 E e R R
Bt F(20%)4 > 5 F % kg 0 Podcastic 1 & © #c *%(20%)

B350 L (18%) i -

Weekly reach of podeasts, by demographics

24% 24%
3% 23%
21%
20% 20
18% 18%
16%
143
1%
%
Adules M ‘Wornen 15-24 25-34 35-44 45-54 55-64 65+ ABC1 C2DE White  Minority

ethnic

15+
group

741 k&R« Ofcom (2022). “Media nations: UK 2022”.
B] 2-2-30 2022 # Podcast < &%= ¥#-# K

17 Edison Research (2021). “The Infinite Dial UK 2021 Edison Research, Online Available: http://ww
w.edisonresearch.com/wp-content/uploads/2021/12/Infinite-Dial-UK-2021-1.pdf. Accessed date:
Aug 25, 2022.
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2. # WPodcastf i {4 g2 34 8L

RAJAR#74 i 7"MIDAS WINTER 2021 5.3+ 4F £ "8 1 » Jc &
Podcast:% 3 » fjcFy gt F 950% F_ b 7K.

A AR E(TT%)E A o BT E LAl T e

5 8%) it o gt b 5 5 67% R TR B e P o

MIDAS measure

WINTER 2021
PODCASTING - SHARE %

8%

F4 %k ¢ RAJAR (2022). “RAJAR MIDAS WINTWR 2021”.
®l 2-2-31 2022 # Podcast & F 2 jcfis 8.~ X E &2 ¥ -8 R

23 o\

=5 (> 47 2 (MIDAS WINTER 2021)+ & 7 fcF.Podcasts 3 ¥

0 H - A TS 1 (94%) 5 dcfiPodeastehi T o B (FR F Y

3£ (30%) e i 0 B X BB B & 3k (7 (25%) P e B 0 69%
Bog feF T T fhE R o

7

WINTER 2021
PODCASTING - SHARE %

®
o

94%
listen to
Podcasts

alene

Household Chores, 10

Driving/ traveling, 25

.

Listen to mostly all
podcast episodes they
download.

/ing. 30 Relaxing/ nothing particular, 16

Other. 5

%k © RAJAR (2022). “RAJAR MIDAS WINTWR 2021”.
B 2-2-32 2022 & Podcast & ¥ e PFKE FH 2 H -2 K

= 7a7E A7 7 'T2 ¢ Evidence-Based Survey and Research Co.,Ltd.
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3.Podcastic . & P %7

244 Ofcom % 2022 i Podcast #. % (Ofcom Podcast Listening)zt
%8 0 18k b & E Xz FPodcastend pogE | e Bl 0 W =
CEA B S A A R EEE D S 2 B

B o
B EverListen to Podcasts  [l| Monthly Podcast Listeners Weekly Podcast Listeners
Entertainment - o — 75%
Comedy 7 G 73%
Discussion and Talk Shows g Bu—  13%
News and Current Affairs m— cgo— 08%
Society and Culture = A 67%
Health and Wellbeing — A 62%
Hobbies ——s 61%
TV and Film 16% 61%
Politics - gL 60%
Science and Technology — LA 59%
True Crime ——— 56%
Arts or music discussion — ¢y LA 55%
Other music o — 3870 53%
Education m— A 53%
Fiction/ drama — 387 53%
Food —10 51%
Professional Development f———e 36 00"
Business e VA 49%
Foatball m—go® 477
Travel 130 47%
Other podcasts —— 28 43%
Other sports —1%T
0% 20% 40% 60% 80%

741 kR« Ofcom (2022). “Ofcom Podcast Listening”.
B 2-2-33 2022 # Podcast Jz . & P -

18 Ofcom (2022). “ Ofcom Podcast Listening” Ofcom, Online Available: https://www.adambowie.com/
blog/2022/04/ofcom-uk-podcast-survey-2022/. Accessed date: Aug 25, 2022.
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(Frequency Modulation, FM)$ 186 (& 3z B %% = ¢ 5 &2 T 5} 28
For P B ET LG 64F ] F77% > 106& 3~ FHET 57
173) » £ &4 ?‘é/?b'ﬁ F%A 0 1806FAMAHET LY - 13 10724F
FRE(C A7) 1T6%F 1
22312 ET L FaL 4

AF ¥R (=104)
FrRRALGAFFRERAKBTI(DF)
PERIERFERRLL(DF)
A2RrvAHBTE(DF)
RERHTE(DF)
FERBTE(2F)
EFrAAHTE(DF)
FRRABTIE(DY)

B A? L RHBT 5
B Rk T ERAE¢
B2 ERLGHAEE

T

CHLRIALFEZE R R F e Bt - B AR
TOBBR BRI B LA R o FREES TR T aMEE B R) B
T AR RE DS FREE - Pl PR e S P AR HF
Te(Fe I nBAMAHFL L) e 85T g RFE R A
FABFZR L R A HIREHEEIE FERARERE > T F A

FTRBC AP BRREFEAR? HF 2T iRy 0 B AT

PRI BHEAE 111267 RHTARTEFT 7I(% 2%)(202226 7" 2070 )
WM BEL R € o 2 p - https://www.ncc.gov.tw/chinese/news.aspx?site_content_sn= 2028&|s
_history=0 -
20 Chen-Han, Hsu. The Network Strategy of New Entrants: The Case of Low and Medium Po
wer Radio Stations in Taiwan. Unpublished master thesis, Department of Communications Ma
nagement, Shih Hsin University, Taipie, 2011.
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