




1. Benefit from increased audience availability

Beyond affecting businesses, the extraordinary circumstances we are living 
through are also impacting media audiences. Increases in online listening 
have already been recorded by radio stations. Here are a few thoughts that 
suggest why these higher levels of listening are set to continue: 

a. People are more available to listen and at times when they may not 
normally be able to tune in (i.e. at home vs. in the office)

b. Working from home can be an isolating experience - radio makes people 
feel happier and the effect of switching the radio on is often described as 
like having a friend in the room

c. Radio can be enjoyed in the background when people are doing work or 
other chores around the house - which creates an opportunity for relevance 
targeting

d. Radio news is trusted more - at times of crisis people are likely to tune in 
to keep abreast of developments

https://www.radiocentre.org/radio-bite-the-feel-good-medium/
https://www.radiocentre.org/radio-bite-the-feel-good-medium/
https://www.radiocentre.org/hear-and-now/
https://www.radiocentre.org/hear-and-now/
https://www.radiocentre.org/policy/breaking-news/










This ROI efficiency of radio means that it can also have a powerful effect on 
overall campaign ROI. 
Analysis from Holmes and Cook demonstrates that total campaign ROI 
grows as radio's share of the budget is increased, peaking at around 20% 
where returns are 8.5% higher. 

It may not sound like a lot but, based on this data, if you're an advertiser 
spending around £3m per year that's an extra £1m added to the bottom 
line purely as a result of moving money from other media to radio. 

If you'd like to explore for yourself how shifting budgets between media 
can help a specific campaign deliver better return on investment, please 
check out the Campaign ROI Calculator. 

https://www.radiocentre.org/roi-predict/









