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Section 1 

1 Introduction 
Background 

1.1 To enhance Ofcom’s understanding of the radio advertising market, Ofcom 
commissioned Harris Interactive (formerly WirthlinEurope) to undertake 
market research amongst advertisers and advertising/media buying agencies. 
Data from this research will enable Ofcom to conduct SSNIP test analysis, in 
order to inform where boundaries of markets may lie. 

Research objectives 

1.2 The overall project objective for this study was to: 

“Assess the way in which advertisers and media buying 
agencies buy advertising and how radio fits into this, in order 
to inform Ofcom of the extent to which the market for radio 
advertising is radio only or broader, including other media 
advertising.” 

1.3 Specifically, the research objectives were: 

1.3.1 To understand perceptions of the UK advertising market and where 
radio fits in; 

1.3.2 To understand purchasing decisions and choice of media (in 
particular, radio versus press and other media); 

1.3.3 To understand the extent to which other media are a substitute for 
radio; 

1.3.4 To understand the extent to which other media are a complement to 
radio; 

1.3.5 To assess reactions to a 5% -10% relative change in the price of 
radio advertising (in particular, in relation to local and national 
press) to inform the SSNIP test. 

Research methodology  

1.4 A three-phased research approach was agreed as the best way to meet the 
project objectives.  

1.5 Phase 1, January 2005: 40 Qualitative interviews with radio advertising 
businesses, media buying and advertising agencies, radio stations and sales 
houses. This Phase was conducted face to face or over the telephone, in 
tandem with Phase 2. 

1.6 The Phase 1 qualitative research was undertaken to: 

1.6.1 Explore the role of radio advertising amongst agencies and their 
clients and how decisions are made on the media mix; 
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1.6.2 Identify the most appropriate sample for the measurement phase 
and how this sample could be sourced; 

1.6.3 Identify the key issues/questions to ask in the quantification phase – 
generating a more meaningful and focused questionnaire; 

1.6.4 Aid understanding of the quantitative data. 

1.7 Phase 2, February 2005: 500 Quantitative interviews with a sample of UK 
businesses (UK Business Sample).  

1.8 The Phase 2 research was conducted to provide a framework for the Phase 3 
research and to assess the incidence of radio advertising and media used. 

1.9 Phase 3, February – April 2005: 500 Quantitative interviews with radio 
advertising businesses, media buying and advertising agencies, using 
findings from Phase 1 to inform the questionnaire (Sample of Radio 
Advertising Businesses/Agencies). 

1.10 The Phase 3 research was conducted to quantify the findings from Phase 1. 

The SSNIP test questions 

1.11 A series of questions were devised to inform the SSNIP (small but significant 
non-transitory increase in price) test. This test helps to ascertain the potential 
levels of switching away from a product or service in the event of a price 
increase.  

1.12 The following question was used in the research: 

1.13 Q. Thinking about your last advertising campaign, you paid £x for radio 
airtime. If you were to run this campaign again and the cost was £x + 5%/10% 
and everything else, for example, the number of slots or the audience 
coverage was exactly the same, which of the following would you be most 
likely to do? 

1.13.1 Continue to advertise on radio but with fewer slots/less 
airtime/shorter ad for the same overall campaign price as last time; 

1.13.2 Continue to advertise on radio with the same slots/airtime etc. and 
pay the additional amount; 

1.13.3 Switch some of your budget to another media; 

1.13.4 Switch all of your budget to another media. 

1.14 In the question above, figures for each advertiser’s radio spend were inserted 
based on each advertiser’s last campaign that included radio. 

1.15 The same question was also used in relation to press advertising, with ‘press’ 
substituted for ‘radio’ and ‘less airtime/shorter ad’ substituted with ‘audience 
coverage’. 

1.16 Several issues emerged in relation to the SSNIP tests. Many advertisers were 
unable to give a figure for their radio spend - either because of the time lapse 
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since the campaign (although within the last two years) or because they did 
not have the figures to hand or readily available. Further, in some cases it 
was because they had used multiple media and could not remember how 
much had been spent on radio specifically. 

1.17 It is important to note in relation to SSNIP test questions, that because the 
price of radio is not fixed, these SSNIP test questions give an indication of 
what might happen in the event of a rise in the cost of radio advertising, rather 
than a definitive answer. The qualitative findings suggest that any price rises 
may effectively be disguised due to the absence of a standard rate card, and 
further, that many advertisers feel they would be able to negotiate on these 
prices anyway and would not necessarily feel the effects of a price rise. 

1.18 Throughout the report three key groups of radio advertising purchasers are 
discussed: 

1.18.1 Direct advertisers: who purchase advertising directly from the 
radio station 

1.18.2 Indirect advertisers: who purchase advertising through a media 
agency, who then purchase the advertising through a sales house. 
Where Direct advertisers and Indirect advertisers are combined they 
are referred to as All Radio Advertising Businesses 

1.18.3 All agencies: Advertising and media buying agencies. The 
organisations that Indirect advertisers purchase advertising through. 
Whilst agencies form part of the buying chain for the indirect market, 
for the purposes of this survey they are a distinct group from indirect 
advertisers.  

Notes on the report 

1.19 Throughout this report: 

1.19.1 This report has been written by Ofcom and Harris Interactive based 
on research conducted by Harris Interactive and ICM Research in 
2005. 

1.19.2 A red circle around figures in charts denotes a significant difference 
in responses at a 95% confidence limit (used as standard in market 
research). This indicates that the difference in responses from 
different groups of people (for example, advertisers versus agencies 
or Direct advertisers versus Indirect advertisers) is statistically 
significant and not due to chance. 

1.19.3 Any charts which contain data based on responses from fewer than 
50 people are marked with an asterisk. A note of caution is also 
added as this base size is considered small and care should be 
taken in extrapolation from the data; 

1.19.4 The term ‘media’ is used throughout the report to denote both 
singular and plural media. 
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Section 2 

2 Executive summary 
Market Dynamics 

There are two main categories of radio advertisers – ‘Direct’ and 
‘Indirect’ 

2.1 Radio advertisers can be classified as ‘Direct’ or ‘Indirect’. Direct advertisers 
are those who purchase advertising directly from the radio station and indirect 
advertisers are those who purchase advertising through a media agency, who 
then purchase the advertising through a sales house. 

2.2 Direct advertisers and Indirect advertisers vary in their approach to 
advertising, media usage and level of sophistication. 

Direct Advertisers Indirect Advertisers 
• Tend to be smaller • Tend to be larger 
• Mainly advertise in their local area  • Higher tendency to advertise 

nationally  
• Have small advertising budgets • Have large advertising budgets 
• Use a small range of media • Use multiple media 
 
1 in 25 UK businesses in industries (where advertising might be 
beneficial) say they advertise on the radio  

2.3 The incidence of advertising1 amongst UK businesses2 is 40%. Local press is 
most often used with around one-quarter (23%) of all UK businesses 
advertising via this media. Radio is used to a lesser extent, by 4% of 
businesses. More specifically, 3% of businesses use radio for local or 
regional campaigns, while 1% use radio for national advertising campaigns.  

Media Choice 

Four key factors drive media choice 

2.4 Whilst advertising decision-making is individualistic, the following factors are 
taken into consideration: 

2.4.1 The campaign objectives; 

2.4.2 The ability of individual media to reach the target audience/audience 
penetration; 

2.4.3 Media coverage/reach; 

                                                 
1 Excluding recruitment advertising, classifieds and directory advertising (e.g. Yellow Pages). 
Source: UK Business Sample 
2 Excluding certain SICs (Standard Industrial Classifications) where the incidence of 
advertising was assumed to be negligible and businesses with an annual turnover of 
£100,000 or less 
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2.4.4 Available budget.  

2.5 There is a perceived overlap between many media, for example, overlap 
geographically or of target audience, therefore many advertisers will use 
multiple media to reach their target audience effectively. Direct advertisers 
are the least likely to use a wide range of media – often because of budgetary 
constraints, or because fewer media are sufficient to reach their target 
population. Indirect advertisers, with their larger budgets, often need multiple 
media to cover a wider area and ensure widespread coverage. 

Radio’s appeal lies in its unique characteristics  

2.6 Whilst radio is perceived to overlap with TV on the one hand and press on the 
other, the relationship it has with its listeners is unique. A range of attributes 
are seen to apply to it: 

2.6.1 Personal companion; mobile; frequency of opportunities to hear; 
specific geographic reach; speed of production. 

2.7 Radio’s major perceived unique or distinctive characteristics are: 

2.7.1 Wide audience/high penetration; 

2.7.2 Target specific; 

2.7.3 Repetition of advertisements; 

2.7.4 Effectiveness/good response. 

2.8 The increasing number of specialist (especially digital) radio stations offers 
increasing ability to target niche groups of the population, something which 
would be difficult using most other media. 

The advertising market is perceived as fairly static, with any growth of 
the margins driven by new media 

2.9 Advertisers’ media usage has fluctuated somewhat over the last couple of 
years, although this is not necessarily because of any movement in the 
market. Increases in any media usage are usually based on the success of 
previous campaigns, because the business was trying a different or new 
media (i.e. new to them) or because of business growth/success. Indeed, the 
market is perceived as fairly stable, with small pockets of perceived growth. 

2.10 New media (e.g. DAB3, internet advertising, WAP4, SMS5 etc.) is perceived as 
a potential growth area by many advertisers and by agencies. DAB digital 
radios are now more accessible for a range of consumers – prices of DAB 
radio sets have fallen and uptake is increasing - suggesting this could be a 
real growth area in the short to medium term6. There is a general feeling that 
the growth of commercial radio overall (i.e. analogue and digital services) has 
now slowed although commercial digital radio is expanding consumer choice 

                                                 
3 DAB: Digital Audio Broadcasting 
4 WAP: Wireless Application Protocol 
5 Short Message Service (text messages) 
6 Source: www.rab.co.uk  
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and reach (as well as accelerating fragmentation) and there are some 
indications that this may well take off in the future. There is some feeling that 
outdoor media is growing, for example billboards or other posters, although 
this is not felt by everyone. 

Hard metrics on advertising effectiveness are rare – although many 
claim to use campaign effectiveness to influence future media choice 

2.11 Many advertisers claim to take into account the effectiveness of other 
campaigns when choosing media, however the measurement of effectiveness 
varies.  Agencies and Indirect advertisers are often more sophisticated in their 
measurement and will, for example, use specific campaign hotlines or 
auditing as key measures. Direct advertisers tend to go with their instinctive 
feel or the historic performance of the media they use. Quantifying this 
effectiveness is therefore difficult as it is based more on instinct than fact. 

Direct advertisers often use radio as a single media to advertise – unlike 
Indirect advertisers 

2.12 In relation to their recent radio campaign, the majority of Direct advertisers 
used radio only (i.e. a single media), while Indirect advertisers and agencies 
generally used other media alongside radio. Where another media was used 
in conjunction with radio, local or regional press was the most common. 
However, agencies and Indirect advertisers could also use national media 
(press or TV).   

Advertisers often perceive radio and press advertising as substitutes for 
one another 

2.13 The research suggests that press is seen by advertisers as a perceptual 
substitute for radio – particularly for Direct advertisers who often see radio 
and press as interchangeable. Coupled with the fact that switches from radio 
are likely to result in a benefit to press, the quantitative research suggests 
that an increase in the price of radio does results in an increase in the 
demand for press advertising. The SSNIP test analysis using data from Harris 
Interactive’s survey has been conducted by Ofcom (see Radio Advertising 
Market Research report for details). 

Radio’s pricing structure is complex – price negotiations and deals are 
commonplace 

2.14 Radio pricing is perceived as flexible and negotiations are relatively standard 
practice. Although some radio stations claim to have a rate card from which 
they base pricing, this is often referred to as a dynamic rate card – indicating 
the flexible nature of their approach to costing. This makes any regulation of 
radio pricing or potential effects of price increases very difficult to implement 
or measure. In addition, the research suggests that any price rises in radio 
may effectively be disguised due to the absence of a standard rate card, and 
many advertisers feel they would be able to negotiate on these prices anyway 
and would not necessarily feel the effects of a price rise. 
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Findings on switching 

Four in ten direct radio advertisers say they would switch some or all of 
their spend on radio advertising to another media if the price of radio 
advertising rose by 10% 

2.15 The research showed that if the cost of radio advertising increased by 10%: 

2.15.1 Just under half of direct advertisers (49%) say they would continue 
to spend the same amount of more radio; 

2.15.2 Four in ten (39%) direct advertisers say they would switch some or 
all of their budget to another media. 
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Section 3 

3 Who advertises? 
40% of UK businesses advertise their products or services 

3.1 Two in five (40%7) UK businesses in sectors where advertising is prevalent 
say that they advertise in some way. There is little difference by company 
turnover, except at the £5 million level, where indicative results (i.e. where the 
number of people responding is small) suggest that these businesses are 
more likely to advertise. 

Figure 3.1: Recent advertising by UK businesses – by country and turnover  
Source: UK Business Sample (excludes specific Standard Industrial Classifications where the 
incidence of advertising was assumed to be negligible) 

©Ofcom 21
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Q. Excluding recruitment advertising, and directory advertising, such as displays in  
Yellow Pages, have you purchased any type of advertising in the last 12 months? 

• On an overall level, two in five UK businesses (40%) advertise themselves (excluding recruitment 
advertising, classifieds and directory advertising)

 
3.2 Financial and retail businesses are the most likely industries to say they 

advertise  – significantly more so than construction and manufacturing, or 
transportation and services businesses. 

Local press is used to advertise by one-quarter of businesses 

3.3 Local press is the most frequently mentioned media, used by one-quarter 
(23%) of UK businesses. The incidence of radio advertising is significantly 
lower at just 4% overall; 3% of businesses advertise on radio for local or 
regional campaigns while just 1% use radio to run national campaigns.  

                                                 
7 N.B. Excluding recruitment advertising and directory advertising, such as Yellow Pages. 
Based on a sample of UK businesses 
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Figure 3.2: Types of advertising media purchased by UK businesses 
Source: UK Business Sample (excludes specific Standard Industrial Classifications where the 
incidence of advertising was assumed to be negligible) 
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Two key advertising groups exist – Direct and Indirect advertisers 

3.4 Please note: All data in the remainder of the report is from the Phase 3 
research unless otherwise stated. 

3.5 Direct advertisers purchase advertising themselves, for example by 
approaching radio stations themselves, while Indirect advertisers purchase 
advertising via a third-party – either an advertising or media buying agency.  

3.6 Characteristics of these two groups are shown in Figure 4. 
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Figure 3.3: Typical characteristics of the two key advertiser types – Direct and 
Indirect Advertisers 
Source: Sample of Radio Advertisers 
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last year 

• Have larger advertising budgets: 42% 
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• Use a small range of media: just 19% 
use five or more media in total 

• Use multiple media: 68% use five or 
more media in total 

 
3.7 Direct advertisers are the largest group (74% of radio advertisers interviewed, 

equivalent to 66% of the total Phase 3 sample, including agencies), while a 
much smaller number (18% of advertisers, equivalent to 17% of the total 
sample) were Indirect advertisers. 

Figure 3.4: Channel UK radio advertisers use for purchasing advertising  
Source: Sample of Radio Advertisers 
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Base: All radio advertising businesses, n = 450 
 
3.8 A third group of advertisers was also identified in the research – those who 

purchase media directly and who also purchase indirectly using a media 
buying or advertising agency to purchase some media on their behalf. This 
group made up a minority of the sample (8% of advertisers, or 7% of the total 
Phase 3 sample) and as such the base for this group is very small. However, 
their behaviour tends to lean more towards that of Indirect advertisers than 
Direct. They tend to have a turnover of £1 million+ per year and employ 101 
people or more.  
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3.9 Throughout this report the focus will be on the differences between Direct and 
Indirect advertisers (as well as comparisons between radio advertising 
businesses versus agencies), however advertisers using both direct and 
indirect channels will be commented on where feasible and appropriate. 

3.10 Direct advertisers are significantly more likely than either Indirect advertisers 
(or ‘Both’) to advertise in their locality or region. More than 9 out of 10 (94%) 
Direct advertisers advertise locally/regionally compared to three in five 
Indirect advertisers (60%) and three-quarters (76%) of those using both 
channels. 

3.11 Larger businesses (with 250+ employees) are significantly more likely to run 
national campaigns than their smaller counterparts. One-quarter of larger 
businesses (26%) run national campaigns versus less than 1 in 10 (9%) 
companies with 249 or fewer employees. This is also reflected in turnover – 
one-third (32%) of £20million+ businesses run national campaigns compared 
with just 7% whose turnover is less than this. 
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Section 4 

4 Perceptions of the advertising market 
Grouping of media varies depending on the individual’s standpoint 

4.1 In the qualitative phase, businesses advertising on radio and media 
buying/advertising agencies were asked how they grouped media in order to 
ascertain the positioning of radio. 

4.2 Advertisers often group radio with TV as broadcast media, however a wide 
variety of groupings were used by both advertisers and agencies. Groupings 
are based as much on personal perceptions as on knowledge of the market 
generally, and are also based on budgets and the ensuing restrictions 
budgets create. 

4.3 Many advertisers see no logic to attempting to group media because of the 
unique and distinct characteristics of each. 

“All of them are distinct from one another – I cannot see how 
anyone, even the most fundamentally stupid, could possibly 
conceive that any of them may be interchangeable or 
replaceable.”  
(European Marketing Director, Direct Advertiser – N.B. In-
house media buying) 

“You cannot view them all in the same way – they all have 
advantages and disadvantages.” 
(Marketing Director, Direct Advertiser) 

“All of them are different and distinct in what they offer and 
who they reach – although there will of course be overlap.” 
(Marketing Director, Indirect Advertiser) 

Source: Phase 1 qualitative research 
 

Direct advertisers see press and radio as perceptual substitutes 

4.4 Direct advertisers are most likely to agree with the statement ‘If radio costs 
increased, I would spend more of my budget on press advertising’. This is 
likely to be because in budget terms, press is the only real substitute available 
to them. Given that many Direct advertisers already feel that the cost of radio 
is high, they are unable to trade up to a more expensive media and have no 
option but to switch to press (a relatively cheaper media). 
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Figure 4.1: Agreement with statement: ‘If radio costs increased, I would spend 
more of my budget on press advertising’ 
Source: Sample of Radio Advertisers 
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4.5 Radio advertising businesses are significantly more likely than agencies to 
agree that ‘press and radio advertising are interchangeable’ (52% compared 
to 18% of agencies), while Direct advertisers are more likely than Indirect to 
say this (55% compared to 43% respectively) – however, this difference is not 
significant. 

Radio has a range of appealing characteristics for advertisers 

4.6 Radio also has a range of benefits or selling points for businesses advertising 
their products or services. The benefits mentioned in the research include: 

4.6.1 Frequency of opportunities to hear; 

4.6.2 Instant impact; 

4.6.3 Status symbol for smaller/local companies – having their name ‘in 
lights’; 

4.6.4 Speed and immediacy of advertising production – adverts can be 
produced quickly, unlike most other media; 

4.6.5 (Relatively) cheap cost per thousand hits; 

4.6.6 Advertising can include a call to action (for example, ‘come into your 
local branch’); 

4.6.7 Specific regional/geographic penetration; 

4.6.8 Ability to reach mass or specific target audience; 
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4.6.9 Radio stations are able to produce the whole advert; 

4.6.10 Radio can be seen as more suitable for some products or services 
or brands. 

4.7 The advent of newer specialist (especially digital) stations offers even more 
opportunities for businesses to penetrate niche or difficult to reach 
populations. 

4.8 Almost one-quarter (23%) of radio advertisers (i.e. radio advertising 
businesses and agencies) think radio’s uniqueness is its high audience 
penetration. Indirect advertisers are significantly more likely to cite this: 35% 
compared to 21% of Direct advertisers. The ability to be target-specific also 
features here and agencies are significantly more likely than advertisers 
(overall) to cite this as a reason (26% compared to 14% of advertisers).  

Figure 4.2: Features of radio as an advertising media which advertisers think 
are unique or distinctive 
Source: Sample of Radio Advertisers 

©Ofcom 57
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4.9 Radio has wide appeal and is a distinct media in many ways. The relationship 

radio has with its listeners is unique – no other media is perceived as being 
such a one-to-one, personal companion. It is also a mobile media, unlike the 
majority of other media – for example, people can listen at home and also 
whilst travelling to work in their cars or via a mobile phone.  

Radio is seen as a prestigious media 

4.10 Just under half of the total sample (45%) agree with the statement ‘I see radio 
as a prestigious media’. Radio advertising businesses are significantly more 
likely to do so: 48% compared to 16% of agencies. 
Manufacturing/construction/agriculture businesses are more likely to strongly 
agree than any other sector (21% versus 8% others). Interestingly, Direct 
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advertisers are significantly more likely than Indirect to disagree with the 
statement: 27% disagree compared to 16% Indirect. However, the qualitative 
work suggests that for many small advertisers, radio is perceived as a status 
symbol – this is certainly the perception from the radio stations’ point of view.  

“Local companies, especially smaller local companies regard 
it as a status symbol. It gives the impression that they are 
bigger than they actually are and puts them in the 
population’s eye.” 
(Accounts Manager, Radio Station) 

Source: Phase 1 qualitative research 
 

Objectives, audience penetration and budget dictate media choice 

4.11 Selecting media for a given campaign is dependent on a number of factors: 

4.11.1 Campaign objectives: These can often dictate target audience, 
geographic coverage and to an extent, budget. Further, some media 
may not suit the brand/product/service in question and this must 
also be taken into account; 

4.11.2 Ability of the media to reach the target audience/audience 
penetration: If the media is unable to reach the target audience, the 
results will be ineffectual. The media must remain cost-effective, 
and some media will reach the target audience more effectively than 
others; 

4.11.3 Budget: This is not always a primary consideration for advertisers 
(although it can be for smaller businesses) but, as above, the media 
must be cost-effective. Budgets can set parameters and restrict the 
use of some media – for example, TV which is one of the more 
exclusive and expensive media.  

4.12 Budgets are most likely to be a factor for smaller businesses, while campaign 
objectives tend to be most important for those with larger or more flexible 
budgets. 
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Section 5 

5 The media mix and advertising 
behaviour 
There is a large amount of overlap between media in terms of coverage 
and penetration 

5.1 There are a number of ways businesses can reach their target audience 
when advertising. In some cases this will be dictated by budget and 
budgetary constraints (for example, smaller businesses can not viably 
consider TV advertising due to the relatively large cost involved), but often 
there is no single media which will effectively reach everyone a given 
campaign is trying to reach. 

Figure 5.1: Overlap in the media mix is common across media, but often a 
single media is not sufficient to penetrate the required area/audience 

©Ofcom 48
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5.2 Radio, TV and press (as well as outdoor, direct marketing and others) are 

often used in tandem to complement and/or supplement each other. 
Sometimes media is used to support or boost other media – for example 
press or radio might be used alongside TV advertising, increasing 
opportunities to see or hear. Therefore whilst many smaller Direct advertisers 
may use a single media, the majority of Indirect advertisers and agencies will 
use multiple media for their campaigns. 

5.3 The use of a single channel is sometimes because of a specific product or 
service, for example, a police constabulary aiming to stop speeding drivers 
may find it unsuitable to advertise in press or using posters and use radio on 
its own to target people in the location where the action is required (i.e. 
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regulating speed in the car). Direct advertisers often perceive radio to be the 
most cost-effective for reaching a target audience and will use radio only. 

5.4 For local or smaller radio advertising businesses, radio can be used alongside 
press, bus backs or posters (billboards or on a smaller scale) and direct 
marketing. Larger or national radio advertising businesses are more likely to 
use radio with TV, internet or direct marketing, as well as press. Larger radio 
advertising businesses also tend to use a wider range of media – they are 
less restricted in budget terms and tend to see wider media coverage 
reaching a wider target audience as more effective in meeting objectives. 

Choosing and evaluating media used varies greatly depending on the 
advertiser 

5.5 The qualitative research showed that sophistication levels vary hugely when 
choosing and evaluating media, as shown in Figure 5.2.  

Figure 5.2: Sophistication levels vary when choosing and evaluating which 
media to use 
Source: Phase 1 qualitative research 
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There are four key dimensions in media choice 

5.6 Overall, there are four key dimensions in media choice, as shown in Figure 
5.3. 

Figure 5.3: Four key considerations exist when choosing media for a campaign 
Source: Phase 1 qualitative research 
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Radio and press are most often used by radio advertisers  

5.7 Figure 5.4 shows the advertising media purchased by advertiser type. With 
the exception of local or regional press advertising, there are significant 
differences between advertiser type for all media used. Direct advertisers are 
most likely to use local media (press or radio) while Indirect are more likely to 
use (often more expensive) national media, such as TV or national press. 
This fits with budget and associated constraints as well as target audience – a 
hairdresser in Cheshire for example has little need to advertise across the 
UK.  

Figure 5.4: Advertising media purchased – by advertiser type 
Source: Sample of Radio Advertisers 
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5.8 Both types of advertisers (who use an agency and purchase media directly) 
are significantly more likely than Direct advertisers to use all media shown in 
Figure 5.4 except local radio and local press. 
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Section 6 

6 Focusing on the recent radio campaign 
Recent campaign objectives varied but most were increasing brand 
awareness 

6.1 Raising brand awareness was the most often mentioned objective for the 
recent radio campaign. There were very few differences by advertiser type 
(i.e. Direct/Indirect), although Indirect advertisers were significantly more 
likely to say they were promoting a special offer (8% compared to 3% of 
Direct).  

Figure 6.1: Main business objectives during the recent campaign which 
included radio 
Source: Sample of Radio Advertisers 
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Indirect advertisers spend more that Direct advertisers 

6.2 Although in over 50% of cases, respondents were unable to give an overall 
spend figure, on average, Indirect advertisers say they spent on average 28 
times more than Direct advertisers. 

Figure 6.2: Total media budget for the recent campaign which included radio 
(i.e. budget for all media used in the campaign) – by advertiser type 
Source: Sample of Radio Advertisers 
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6.3 Given the differences in spend on all media used during the recent radio 

campaign, it is unsurprising that spend on radio varies considerably by 
advertiser type too. On average, Indirect advertisers say they spend around 
24 times more than Direct advertisers, with a mean spend of £141,750, 
compared to £6,255.  
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Figure 6.3: Spend on radio during recent campaign which included radio – by 
advertiser type 
Source: Sample of Radio Advertisers 
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The majority were targeting a general population in their recent 
campaign 

6.4 When asked what audience the business was trying to reach during the 
recent campaign, a general group of people was most often mentioned. There 
were very few differences by advertiser type. The main differences were 
found when comparing radio advertising businesses overall with agencies – 
agencies were more likely to be targeting a more specific group. This is 
indicative of the more sophisticated approach used by agencies. 

Figure 6.4: Audience advertisers were trying to target during the recent 
campaign which included radio – radio advertising businesses vs. agencies 
Source: Sample of Radio Advertisers 
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Use of multiple media is common for Indirect advertisers but not for 
Direct 

6.5 Direct advertisers are most likely to have used radio as a standalone media 
during the recent campaign. Around two-fifths (39%) did so compared to 17% 
of Indirect advertisers. This is linked to the fact that Direct advertisers typically 
use fewer media overall to advertise their businesses while Indirect 
advertisers tend to use multiple media. 

6.6 Where other media were used alongside radio, local or regional press was 
most often used by radio advertising businesses and agencies alike, however 
the weight of usage of press was steered towards radio advertising 
businesses rather than agencies.  

Figure 6.5: Media used alongside radio in the recent campaign which included 
radio – radio advertising businesses vs. agencies 
Source: Sample of Radio Advertisers 
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6.7 These differences are also marked by advertiser type. While Direct 
advertisers are significantly more likely than Indirect to use local or regional 
press, Indirect advertisers are more likely to use national media, such as 
press or TV. They are also more likely to use regional TV, potentially because 
they have greater spending power than Direct advertisers and are likely to 
need to reach a wider geographic area for their key target audience. 

Direct and Indirect 
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Figure 6.6: Media used alongside radio in the recent campaign which included 
radio – by advertiser type 
Source: Sample of Radio Advertisers 
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Target audience is a key consideration in media choice for the majority  

6.8 ‘Target audience’ was a primary consideration for choice of media, and was 
mentioned by 62% of all advertisers (i.e. radio advertising businesses and 
agencies). About two-fifths (38%) said that the media chosen ‘suited the 
campaign objectives’. Base sizes for individual media here were small 
therefore the data shown in Figure 6.7 shows responses across all media. 

Figure 6.7: Main reasons for choosing the media used in the recent campaign 
which included radio 
Source: Sample of Radio Advertisers 
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Campaign objectives is most important when choosing to use radio 

6.9 Figure 6.8 shows all radio advertising businesses and agencies that used 
radio only in their recent radio campaign, (not split by advertiser type due to 
small base sizes). Again, campaign objectives and target audience are the 
two key considerations, although the order of these has shifted slightly when 
compared to all media – target audience has shifted to second place. 

Figure 6.8: Main reasons for using radio only (i.e. without other media) in the 
recent radio campaign 
Source: Sample of Radio Advertisers 
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Q. Why did you decide to use radio on its own for this campaign?

 
 
Radio advertising is easy to purchase 

6.10 The qualitative research indicated that radio accessibility and ease of use 
also extended to production of the advertisement. Smaller businesses that 
wanted to advertise on radio simply described to the radio station what they 
wanted to say and the station scripted the advertisement, organised the 
voiceover and ran the advertisement – all included in the cost. 

Many factors influence the price of radio advertising 

6.11 There does not appear to be a standard price for radio in most cases. A 
number of factors influence the price level:  

6.11.1 Time of day; 

6.11.2 Day of week; 

6.11.3 Time of year; 

6.11.4 Target audience; 
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6.11.5 Number of slots; 

6.11.6 Demand for slots; 

6.11.7 Length of slots; 

6.11.8 Length of campaign; 

6.11.9 Station involved; 

6.11.10 Early booking of slots; 

6.11.11 And sometimes production of the advertisement, if production is 
included. 

Discounts and price negotiations are common in radio advertising 

6.12 Pricing is further dependent on: 

6.12.1 The number of slots purchased, e.g. 5 for the price of 4; 

6.12.2 Special rates for booking slots early - the earlier the booking, the 
higher the discount; or, 

6.12.3 Because of the volume of advertising promised by the advertiser 
(less likely to be influential for smaller advertising businesses). 

6.13 Many Direct advertisers feel that building relationships with local radio 
stations is very important – particularly for the purpose of price negotiations. 

“To my mind, it is the strength of our relations that enables us 
to negotiate good rates…they know us and we know them – 
that’s the way I like it. It gives me more freedom to negotiate 
exactly what we want.” 
(Sales Director, Direct Advertiser) 

Source: Phase 1 qualitative research 

6.14 All participants in the qualitative research felt that they could negotiate radio 
advertising prices and get a good deal, which they felt was part of the appeal 
and challenge. 

6.15 Media buying and advertising agencies will often negotiate a rate upfront for 
radio advertising, based on projected spend volume – thus eliminating the 
need to keep negotiating on each project. Direct advertisers usually perceive 
that they negotiate a deal from the standard price – sometimes based on a 
relationship with the stations or because they perceive that the station really 
wanted their business.  

“We have a good knowledge of, and working relationship with 
the stations we use…also we get a better deal financially 
being a local business using local radio – who are very eager 
for commercial revenue.” 
(Marketing Director, Direct Advertiser) 

Source: Phase 1 qualitative research 
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Many were not quoted a standard price for their radio advertising 

6.16 Just two in five (42%) who knew where their radio advertising was purchased 
from8 were quoted a standard price when contacting the station or sales 
house about radio advertising. Two-thirds of those quoted a standard price 
(equivalent to 26% of the total sample) went on to negotiate on this price, 
although two-thirds of those who negotiated (69%) didn’t know how much any 
discount was worth. The mean figure for the discount (from those who 
claimed to know how much it was worth) was £1283. Figure 6.9 shows the 
kind of discount or deal obtained.  

Figure 6.9: ‘Deals’ gained from stations/sales houses following radio 
advertising price negotiations 
Source: Sample of Radio Advertisers 
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6.17 The lack of standard pricing is substantiated by the radio stations and station 

sales houses. In the qualitative research we spoke to three stations and three 
sales houses. Two of the stations claimed to have a rate card in some form – 
however: 

“We work off a dynamic rate card – the earlier a spot is 
booked, generally, the cheaper it will be.” 

“Ours is negotiable but always based on a cost per thousand. 
Discounts are available for booking early and for volume.” 

6.18 The same is true of the sales houses – just one of the three claimed to have a 
rate card… 

                                                 
8 i.e. Radio advertising businesses who used a media-buying or advertising agency to 
purchase media on their behalf – in some cases, respondents did not know where the agency 
had purchased the radio from (e.g. from a station vs. sales house) 
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“…but not exactly ‘hard and fast’ – open for negotiations.” 

6.19 Pricing is generally communicated to clients on a face-to-face basis, again 
indicating a lack of a standard price. The absence of a standard rate card – or 
any form of rate card in some cases – coupled with the fact that advertisers 
almost always feel they are able to secure deals may suggest a lack of a fully 
cohesive pricing structure. 

6.20 Despite a lack of standard pricing for radio advertising (and the fact that the 
qualitative research indicated that advertisers perceived radio as offering a 
relatively cheap cost per thousand impacts) more than half (56%) of Direct 
advertisers feel that the cost of radio is high – significantly higher than Indirect 
advertisers, where three in 10 (30%) felt this to be the case. Conversely, 
Direct advertisers are significantly more likely to disagree with the statement 
‘Radio is a cheap media’ than Indirect – two-thirds (66%) of Direct disagree 
compared to 54% of Indirect. 

Figure 6.10: Agreement with statement: ‘The cost of radio advertising is 
already too high’ 
Source: Sample of Radio Advertisers 
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Local media are perceived as more flexible on price 

6.21 As in radio, local or regional press were also perceived as fairly flexible, while 
other media, for example TV, tend to be more fixed with less scope for 
negotiations.  

“TV and national press are [price sensitive] to a certain 
extent, whereas media/trade journals and local press and 
radio and more prepared to talk and negotiate on price.” 
(Managing Director, Advertising Agency) 
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“[National] TV and press are traditionally less willing to 
negotiate while the smaller end of the market – local radio, 
local press etc. – tend to be able to offer discounts and better 
prices as they need the business.” 
(Creative Director, Advertising Agency) 

Source: Phase 1 qualitative research 

6.22 This implies that national media are in a better position to drive the 
negotiating process and dictate pricing structures than their local 
counterparts. 
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Section 7 

7 The hypothetical monopolist test 
Introduction 

7.1 In order to inform economic analysis for the assessment of the competitive 
constraints on the pricing of radio advertising, respondents were asked how 
they would react to hypothetical scenarios where the price of radio advertising 
increased by 5% and 10%. This section provides the headline findings from 
data provided to Ofcom by Harris Interactive. Ofcom carried out analysis of 
these findings, which are discussed in the Radio Advertising Market Research 
report. 

7.2 Data in this section is shown based on Direct advertisers only. The sample 
size of Indirect advertisers was too small to provide robust data to feed into 
the economic analysis. Readers should note that claimed reactions to 
hypothetical situations will not necessarily be the same as actual actions in 
real situations. Further analysis of the claimed behaviours of Direct 
advertisers only is presented in Ofcom’s SSNIP test analysis (in the Radio 
Advertising Market Research report). 

Stated behaviour if the price of radio advertising had increased for 
Direct advertisers’ last campaign 

7.3 If the price for radio advertising was 5% higher, 67% say they would spend 
the same amount or more on radio advertising if they were to repeat their last 
campaign. This is consistent with the qualitative research, where the majority 
of advertisers were reluctant to switch away from radio if the price increased 
by 5%. 

7.4 One in ten (9%) say they would switch some of their radio budget, and 12% 
say they would switch all of their radio budget to another media in response to 
a 5% increase. When asked which media they would switch to, there were 
some mentions of press although the majority were unable to specify which 
media they would switch to. 
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Figure 7.1: Stated behaviour in the event of a 5% price increase in radio 
advertising – Direct advertisers 
 
Q. If you were to run this campaign again and the cost of the radio advertising was (amount 
stated + 5%), and everything else, for example, the number of slots of the audience coverage, 
was exactly the same, which of the following would you be most likely to do? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Base: Direct advertisers that were able to estimate their spend on radio in their last campaign, n = 182  
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(49%) say they would spend the same amount or more on radio advertising if 
they were to repeat their last campaign.  

7.6 Almost 1 in 5 (17%) direct advertisers say they would switch some of their 
radio budget, and 21% say they would switch all of their radio budget to 
another media in response to a 10% price increase.  

7.7 When asked what media they would switch to, press features more highly 
here than at a 5% increase in price, although a number of respondents did 
not know what they would switch to.  
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Figure 7.2: Stated behaviour in the event of a 10% price increase in radio 
advertising – Direct advertisers 
 
Q. If you were to run this campaign again and the cost of the radio advertising was (amount 
stated + 10%), and everything else, for example, the number of slots of the audience 
coverage, was exactly the same, which of the following would you be most likely to do? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Base: Direct advertisers that were able to estimate their spend on radio in their last campaign, n = 182  
 
At an aggregate level over the year, over half of all advertisers say they 
would continue to use radio even if prices increased by 5% 

7.8 All advertisers were then asked what they would do if they were to run their 
recent radio campaigns again when the price of radio advertising had 
increased by 5%. Just over half (52%) of all advertisers say they would 
continue to spend the same amount or more on radio while one-third (32%) 
say they would switch some or all of their radio budget to something else.  

30%

19%

17%

21%

13%

0% 10% 20% 30% 40% 50%

Total

Continue to advertise on radio with the same slots / airtime etc. 
and pay the additional amount 

Don't know

Switch some of your budget to another medium

Switch all of your budget to another medium

Continue to advertise on radio but with fewer slots / less airtime / 
shorter ad for the same overall campaign price as last time 



Harris Interactive Radio Advertising Market Research Report 

38 

Figure 7.3: Stated behaviour in the event of a 5% price increase in radio 
advertising over the year – by advertiser type  
Source: Sample of Radio Advertisers 
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Q. Now thinking about all the advertising you have done on the radio in the last year. If the price 
of radio advertising was to rise by 5% tomorrow and stay at this higher level for the next 12-18 
months, without any obvious reason for the price rise, e.g. increased audience share for the 
station(s), which of the following would you be most likely to do?

 
7.9 Whilst the majority were reluctant to give up radio, in the event of a 5% or 

10% price increase, just 10% of the total sample agreed with the statement 
‘No matter how high the cost, I would always use radio as part of a 
campaign’. 79% disagreed with the statement. 

7.10 Half of the sample said that local or regional press would be used in place of 
radio if all radio broadcasting was to stop tomorrow. 
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Figure 7.4: Media advertisers would use if radio was no longer an option – total 
sample 
Source: Sample of Radio Advertisers 
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Q. Thinking about the same campaign, if you were to run it again and radio was no longer an 
option – for example, if all radio broadcasting was to stop tomorrow – what media would 
you use in its place? 

 
7.11 Direct advertisers are most likely to mention local or regional press in 

response to this question – over half (55%) of Direct advertisers, compared to 
31% of Indirect advertisers would use local or regional press.  

Figure 7.5: Media advertisers would use if radio was no longer an option – total 
sample 
Source: Sample of Radio Advertisers 
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7.12 The perceptual substitution alluded to earlier in the report is apparent even 
through direct questioning. Direct advertisers are significantly more likely than 
Indirect advertisers to agree with the statement ‘I see press and radio 
advertising as interchangeable’.  

Figure 7.6: Agreement with statement ‘I see press and radio as 
interchangeable’  
Source: Sample of Radio Advertisers 

©Ofcom 96
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450; All Agencies n = 450; All Direct Advertisers n = 331; Indirect Advertisers n = 83

Q. I’d like you to tell me the extent to which you agree or disagree with this statement on a scale of 
strongly agree, agree, neither agree nor disagree, strongly disagree. … ‘I see press and radio 
advertising as interchangeable’?
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7.13 For many, advertising budgets are not fixed and flexibility is apparent. If radio 
prices increased by 5% or 10%, many radio advertising businesses and 
agencies would invest the additional budget or spend the same as last time 
for a reduction in airtime or slots etc. There were no significant differences by 
advertiser type. 

Figure 7.7: Approaches to advertising budgets and budget flexibility 
Source: Sample of Radio Advertisers 

©Ofcom 95

Denotes a significant difference
N.B. No significant differences by advertiser type
Base: All Radio Advertising Businesses n = 450; All Agencies n = 50
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Q. Do you tend to have an idea of what you want before 
approaching stations / sales houses or do you set a 
budget and see what they can offer you?

Q. How far do you agree that your advertising budget is 
absolutely fixed with no room to increase it for a 
particular campaign / media?

 
7.14 Whilst qualitative findings support this, they also suggest that it may not be 

unreasonable for many radio advertisers to try to negotiate harder to keep 
costs down. 
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Section 8 

8 Glossary 
8.1 CATI: Computer Assisted Telephone Interviews 

8.2 Direct Mail: Mail sent to large numbers of potential customers advertising a 
product or service and soliciting orders; 

8.3 Outdoor/outdoor media: Media based out of doors – typically billboards and 
posters, for example on-street or in shopping centres/airports, also bus 
back/taxi/tram etc. advertising; 

8.4 SIC: Standard Industrial Classification; 

8.5 SSNIP: Small but significant non-transitory increase in price; 
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Annex 1  

1 Questionnaire 
 
A1.1 This summary shows questions only. Interviewer instructions and code lists 

are not shown. 

1. First of all, can I just check whether you have purchased any type of advertising, 
excluding recruitment advertising and directory advertising, such as displays in the 
Yellow Pages, in the last 2 years? 

2. And excluding recruitment advertising and directory advertising, such as displays 
in the Yellow Pages, what types of advertising do you purchase? 

3. Thinking generally, do you tend to advertise in your local area or nationally? 

4. Thinking generally, does your advertising spend tend to be for local or national 
campaigns? 

5. Do you buy your advertising directly, that is from radio stations or press houses or 
do you buy advertising through a media or advertising agency? 

6. What advertising do you purchase directly? 

7. And what advertising does the agency purchase on your behalf? 

8. When did you last purchase radio advertising? 

9. Can you tell me approximately what your advertising budget was over the last 12 
months?  

10. Does that include production costs? 

11.  Can you tell me approximately what your advertising budget was over the last 12 
months, excluding production costs? 

12. Can you tell me approximately what your media spend was over the last 12 
months (i.e. excluding production costs)?  

13. Roughly how did this (£X) split across the different media you used, in 
percentage terms? 

14. I’d now like you to think about your last advertising campaign which included 
radio. Can you think of one? 

15. I’d now like you to think about a recent campaign for one of your clients which 
included radio. Can you think of one? 

16. Was this a local or national campaign? 

17. Thinking about this campaign, what were the main objectives? 

18. And what audience were you trying to target during this campaign? 
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19. Was radio used alone or with other media for this campaign? 

20. What media did you use alongside radio? 

21. I’d now like you to think about why you chose those media. So why did you 
choose to use (X AND X)?  

22. Why did you decide to use radio on its own for this campaign? 

23. Can you tell me approximately what your media budget was for this campaign? 

24. Does that include production costs? 

25. Can you tell me approximately what your media budget was for that campaign, 
excluding production costs? 

26. And in percentage terms, approximately how did this split across the different 
media you used in this campaign (prompt with each media mentioned at earlier 
question)? 

27. Did you buy the radio advertising for this campaign directly from a/the station(s) 
or from a station sales house? 

28. And when you purchased the radio advertising, were you quoted a standard 
price, for example from a rate card? 

29. And when you purchased the radio advertising, were you quoted a standard 
price, for example from a rate card? 

30. And when your agency purchased the radio advertising, were they quoted a 
standard price, for example from a rate card? 

31. Did you/the agency negotiate on this price? 

32. And what kind of discount or deal did you get following the negotiations? 

33. How do you usually buy radio? Do you tend to have an idea of what you think you 
want before approaching the radio stations or sales houses or do you set a budget 
and see what they can offer you? 

34. What do you think is distinctive or unique about radio as an advertising medium? 

35. Can you tell me approximately how much you spent on radio during the recent 
campaign we have been talking about? 

36. If you were to run this campaign again and the cost of the radio advertising was 
(AMOUNT PLUS 5%), and everything else, for example, the number of slots or the 
audience coverage, was exactly the same, which of the following would you be most 
likely to do? 

37. If you were to run this campaign again and the cost of the radio advertising was 
(AMOUNT PLUS 10%), and everything else, for example, the number of slots or the 
audience coverage, was exactly the same, which of the following would you be most 
likely to do? 
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38. Thinking about the same campaign, if you were to run it again and radio was no 
longer an option – for example, if all radio broadcasting was to stop tomorrow – what 
media would you have used in its place? 

39. Now thinking about all of the advertising you have done on radio in the last year. 
If the price of radio advertising was to rise by 5% tomorrow and stay at this higher 
level for the next 12-18 months, without any obvious reason for the price rise, e.g. 
increased audience share for the stations, which of the following would you be most 
likely to do? 

40. The following are a list of statements people like yourself have made about radio 
advertising. I’d like you to tell me the extent to which you agree or disagree with each 
statement on a scale of strongly agree, agree, neither agree nor disagree, strongly 
disagree. 

• To me radio is the most important advertising medium 

• The market for radio advertising will decline if radio costs rise even a little 

• The cost of radio advertising is already too high  

• No matter how high the cost, I would always use radio as part of a 
campaign 

• If radio costs increased I would spend more of my budget on press 
advertising 

• I see press and radio advertising as interchangeable 

• Radio is a cheap medium 

• Radio advertising is easy to buy 

• I see radio as a prestigious medium 

 
A1.2 The full survey questionnaire including interviewer instructions and code lists 

is presented below. 
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Serial No. Interviewer Quality Control Coding Data Entry Verbatims 

      

 

Radio Advertising - Main Questionnaire 
JN: 703041 Final inc. all routing 

Respondent Name  

Job Title  

Main Roles and 
Responsibilities  

Company  

Address  

  

  

Interviewer  Date Time  
 
 

Country site located in 
 

England 
  1 

Scotland 
  2 

Wales 
  3 

Northern Ireland 
  4 

 
Number Of Employees At This Site 

 
Less than 5  1 
5 – 9  2 
10 - 24  3 
25 - 49  4 
50-100  5 
101 – 249  6 
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250 – 499  7 
500 +  8 
Don’t know  9 
Refused  10 

 
 

Annual Turnover at this site 
 

Less than £50,000  1 
£50,000 - £99,999  2 
£100,000 – £249,999  3 
£250,000 - £499,999  4 
£500,000 - £999,999  5 
£1 million - £2.5 million  6 
£2.5 million – £20 million  7 
£21 million to £50 million  8 
Over £50 million  9 
Don’t know  10 
Refused  11 

 
Agencies only 

Approximate number of clients worked with in the last 12 months 
 

  

 
SIC – Advertisers Only 

 
Manufacturing  1 
Construction  2 
Agriculture  3 
Transportation, 
Communications, Electric, 
Gas and Sanitary Services 

 4 

Services  5 
Retail  6 
Finance, Insurance and Real 
Estate Services  7 

Other SPECIFY 
  8 

FOR ADVERTISERS: 
ASK TO SPEAK TO PERSON EITHER RESPONSIBLE FOR MEDIA SPEND OR PURCHASING ADVERTISING 
 
FOR AGENCIES:  
ASK TO SPEAK TO PERSON EITHER RESPONSIBLE FOR MEDIA SPEND OR PURCHASING ADVERTISING. IF 
IT IS AN ADVERTISING AGENCY WHO DO NOT PURCHASE ADVERTISING THEMSELVES, ASK TO SPEAK 
TO SOMEONE WHO MAKES DECISIONS ON THE MEDIA MIX THEIR CLIENTS USE.  
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Good morning/afternoon/evening. My name is…..and I am calling from HI Europe, a 
market research agency based in Stockport. 
 
We are currently carrying out a survey for Ofcom, the communications regulatory 
body, looking at how businesses in the UK view and buy advertising from the different 
available media such as television, radio and press. As part of this we are speaking 
to a number of randomly selected companies to discuss how they buy advertising 
and make decisions on the media mix. 
 
ASK ALL 
Q1 Would you be able to spare 10-15 minutes to answer a few questions? SINGLE CODE 
   
  Yes 1 CONTINUE 
  Yes, but not now 2 ARRANGE CALL 

BACK 
  No 3 THANK & CLOSE 

 
ASK ALL 
Q2 First of all, can I just check whether you have purchased any type of advertising, excluding 

recruitment advertising, ‘classifieds’ and directory advertising, such as displays in the Yellow 
Pages, in the last 2 years? SINGLE CODE 

   
  Yes 1  CONTINUE 

  No 2  THANK & CLOSE 

  Don’t know 3  THANK & CLOSE 

  AGENCIES ONLY We do not purchase, we recommend 
only 4 CONTINUE 

 
 
ASK ALL 
Q3 And excluding recruitment advertising, ‘classifieds’ and directory advertising, such as displays 

in the Yellow Pages, what types of advertising do you purchase? 
READ OUT LIST AND CODE ALL THAT APPLY. MUST CODE RADIO (LOCAL OR NATIONAL), OTHERWISE 
THANK AND CLOSE 

   
  National television 01  

  Regional television 02  

  Press – National 03  

  Press – Local/regional 04  

  Radio stations – National campaigns 05 MUST CODE 5 OR 6 
OTHERWISE THANK & 
CLOSE 

  Radio stations – Local/regional campaigns 06  

  Internet advertising (e.g. banner ads and pop ups) 07  

  Outdoor media (e.g. billboards and posters) 08  

  Direct mail (leaflets, inserts and email) 09  

  Other (PLEASE SPECIFY ALL THAT APPLY) 
 10  

  Don’t know 11  

 



Harris Interactive Radio Advertising Market Research Report 
 
 

49 

 
 
 
Q4a ASK ADVERTISERS  

Thinking generally, do you tend to advertise in your local area or nationally? PLEASE 
ASK RESPONDENT TO GENERALISE IF THEY DO BOTH – WHICH DO THEY DO MOST? SINGLE 
CODE  

Q4b ASK AGENCIES 
Thinking generally, does your advertising spend tend to be for local or national 
campaigns? PLEASE ASK RESPONDENT TO GENERALISE IF THEY DO BOTH – WHICH DO 
THEY DO MOST? SINGLE CODE 

   
  Local/regional campaigns 1  
  National campaigns 2  

 
ASK ADVERTISERS, AGENCIES SKIP TO Q6 
Q5a Do you buy your advertising directly, that is from radio stations or press houses or do 

you buy advertising through a media or advertising agency? 

READ OUT. MULTICODE POSSIBLE 
   
  Buy direct (e.g. from stations or press houses) 1 GO TO Q6 

  Use a media buying agency 2 GO TO Q5C 

  Use an advertising agency 3  

  Both – buy direct and use an agency 4 ASK Q5B 

 
ASK ADVERTISERS CODING 4 (BOTH) AT Q5A 
Q5b What advertising do you purchase directly? PROMPT WITH ALL MENTIONED AT Q3. CODE ALL 

THAT APPLY 
 And what advertising does the agency purchase on your behalf? PROMPT WITH ALL MENTIONED AT Q3. 

CODE ALL THAT APPLY 
 Directly Via 

agency 
 

  National television 01 01  

  Regional television 02 02  

  Press – National 03 03  

  Press – Local/regional 04 04  

  Radio stations – National campaigns 05 05  

  Radio stations – Local/regional campaigns 06 06  

  Internet advertising (e.g. banner ads and pop ups) 07 07  

  Outdoor media (e.g. billboards and posters) 08 08  

  Direct mail (leaflets, inserts and email) 09 09  

  Other (PLEASE SPECIFY ALL THAT APPLY) 
 10 10  

  Don’t know  11  11  

 
ASK ALL USING AN AGENCY (CODES 2-4 AT Q5A) 
Q5c Does your agency charge a standard commission fee across the media they 

purchase for you or do you pay fees separately e.g. via a retainer agreement? 
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  They have a standard commission fee SPECIFY 

WHAT 
1   

  They have varying commission fees for different 
media 

2   

  We have an agreement e.g. a retainer 3   
  Other SPECIFY 4   
  Don’t know 5   

 
ASK ALL 
Q6 When did you last purchase radio advertising? SINGLE CODE 
   
  Within the last 12 months 1 CONTINUE 

  13 months to 2 years ago 2 CONTINUE 

  Longer ago 3 THANK & CLOSE 

  Never 4 THANK & CLOSE 

  Don’t know 5 THANK & CLOSE 

 
ASK ADVERTISERS, AGENCIES GO TO Q8 
Q7a Can you tell me approximately what your total advertising budget was over the last 12 

months?  
INTERVIEWER: APPROXIMATE AMOUNT/ESTIMATE OK. REASSURE OF CONFIDENTIALITY IF 
NECESSARY. THIS INFORMATION WILL NOT BE LINKED TO THEM PERSONALLY BUT WILL BE ADDED 
TOGETHER FOR ALL THE PEOPLE WE INTERVIEW. 

   
  Write in figure   
  Don’t know  1 GO TO Q10A  
  Refused  2 GO TO Q10A  

 
ASK ADVERTISERS, AGENCIES GO TO Q8 
Q7b Does that include production costs? SINGLE CODE 
   
  Yes 1 GO TO Q7C 
  No 2 GO TO Q9A 
  Don’t know 3  

 
ASK ALL ADVERTISERS IF CODE 1 (YES) AT Q7B, OTHERS GO TO Q9 
Q7c Can you tell me approximately what your total advertising budget was over the last 12 

months, excluding production costs? INTERVIEWER: APPROXIMATE AMOUNT/ESTIMATE OK. 
REASSURE OF CONFIDENTIALITY IF NECESSARY. THIS INFORMATION WILL NOT BE LINKED TO THEM 
PERSONALLY BUT WILL BE ADDED TOGETHER FOR ALL THE PEOPLE WE INTERVIEW. 

   
  Write in figure   
  Could not answer excluding production costs  1 GO TO Q9A 
  Refused  2 GO TO Q10A 
  Don’t know/can’t remember  3  

 
ASK AGENCIES, OTHERS GO TO Q9A 
Q8 Can you tell me approximately what your media spend was over the last 12 months 
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(i.e. excluding production costs)?  
INTERVIEWER: APPROXIMATE AMOUNT/ESTIMATE OK. REASSURE OF CONFIDENTIALITY IF 
NECESSARY. THIS INFORMATION WILL NOT BE LINKED TO THEM PERSONALLY BUT WILL BE ADDED 
TOGETHER FOR ALL THE PEOPLE WE INTERVIEW. 

   
  Write in figure   
  Refused  2 GO TO Q10B 
  Don’t know/can’t remember  3  

ASK ALL GIVING A FIGURE AT Q7A IF Q7B IS CODE 2-3 OR AT Q7C OR AT Q8 
Q9a Roughly how did this (ENTER FIGURE FROM Q7A (IF CODES 2-3 AT Q7B) / Q7C / Q8) split across 

the different media you used, in percentage terms? PROMPT WITH ALL MEDIA MENTIONED 
AT Q3. ENSURE TOTAL IS APPROXIMATELY 100% 

   
  National television   

  Regional television   

  Press – National   

  Press – Local   

  Radio stations – National campaigns   

  Radio stations – Local campaigns   

  Internet advertising (e.g. banner ads and 
pop ups)   

  Outdoor media (e.g. billboards and posters)   

  Direct mail (leaflets, inserts and email)   

  Other (PLEASE SPECIFY ALL THAT APPLY) 
   

  Don’t know/can’t remember  1  

 
ASK ALL GIVING A FIGURE AT Q7A IF Q7B IS CODE 2-3 OR AT Q7C OR AT Q8 
Q9b Was this media mix decided on upfront or was it as a result of the combined 

campaign mix over the year? 
   
  Decided on upfront 1   
  Was a result of the combined media mix over 

the year 
2   

  Other SPECIFY 
 

3   

  Don’t know 4   
 
ASK ALL GIVING A FIGURE AT Q7A IF Q7B IS CODE 2-3 OR AT Q7C OR AT Q8 
Q9c And compared to the 12 months prior to this (i.e. two years ago), have you increased 

or decreased the amount of any particular media you have used over the last 12 
months?  

   
  Increased the amount of any particular media 1  ASK Q9C 
  Decreased the amount of any particular media 2   
  Neither – amount of each media used has 

stayed similar/the same 
3  GO TO Q10A 

  Don’t know 4   
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ASK IF INCREASED OR DECREASED (CODES 1-2 AT Q9C) 
Q9d Why is this? PROBE FULLY 
  

 
 
 

 

 
ASK IF INCREASED OR DECREASED (CODES 1-2 AT Q9C) 
Q9d If your advertising budget for the next 12 months was to increase by 10%, how would 

this split across the different media in percentage terms? CATI BRING UP RESPONSES 
FROM Q9A TO HELP RESPONDENT IF NECESSARY BUT DO NOT LIMIT TO THESE OPTIONS 
ONLY – RESPONDENT CAN CODE MEDIA NOT MENTIONED AT Q9A 

   
  %   
  Don’t know  1   

 
Q10a ASK ADVERTISERS  

I’d now like you to think about your last advertising campaign which included radio. 
Can you think of one? INTERVIEWER: THIS CAMPAIGN MAY STILL BE RUNNING.  
 

Q10b ASK AGENCIES 
I’d now like you to think about a recent campaign for one of your clients which 
included radio. Can you think of one? INTERVIEWER: THIS CAMPAIGN MAY STILL BE RUNNING.  

 ASK ALL  
Was this a local or national campaign? SINGLE CODE 

   
  Local campaign 1  
  National campaign 2  

 
ASK ALL 
Q11a Thinking about this campaign, what were the main objectives? CODE ALL THAT APPLY. 

DO NOT PROMPT. 
   
  To increase brand awareness/promote the 

brand 
1  

  To promote a specific product or service 2  
  To promote a special offer 3  
  Other (SPECIFY) 

 
4  

 

Ask all 
Q11b And what type of product or service would you describe this as? READ OUT OR PROBE 

TO CODE 
   
  Automotive 1   
  Education 2   
  Financial 3   
  FMCG 4   
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  Government 5   
  Leisure services (e.g. restaurant) 6   
  Telecoms 7   
  Utilities 8   
  Other SPECIFY 9   

 
ASK ALL 
Q12 And what audience were you trying to target during this campaign? DO NOT PROMPT. 

PROBE FULLY. 
  

 
  

 
  

 
 
ASK ALL 
Q13a Was radio used alone or with other media for this campaign? SINGLE CODE 
   
  Radio only 1 GO TO Q14B 
  With other media 2 GO TO Q13B 
  Don’t know 3 GO TO Q15 

 
ASK ALL IF USED WITH OTHER MEDIA (CODE 2 AT Q13A), OTHERS SKIP TO Q14B 
Q13b What media did you use alongside radio? CODE ALL THAT APPLY. DO NOT PROMPT 
   
  National television 01  

  Regional television 02  

  Press – National 03  

  Press – Local 04  

  Internet advertising (e.g. banner ads and pop ups) 05  

  Outdoor media (e.g. billboards and posters) 06  

  Direct mail (leaflets, inserts and email) 07  

  Other (PLEASE SPECIFY ALL THAT APPLY) 
 08  

  Don’t know/can’t remember  09  

 
 
Q14a ASK ALL USING MORE THAN ONE MEDIA (CODE 2) AT Q13A. ASK FOR MAXIMUM OF 3 MEDIA 

MENTIONED ABOVE – RADIO MUST BE ONE OF THEM 
I’d now like you to think about why you chose those media. So why did you choose to 
use (INSERT 2 OR 3 MENTIONED ABOVE)? DO NOT PROMPT. CODE ALL THAT APPLY. 

Q14b ASK ALL USING RADIO ONLY (CODE 1 AT Q13A) 
Why did you decide to use radio on its own for this campaign? DO NOT PROMPT. CODE 
ALL THAT APPLY. 

   
  Best suited campaign objectives/brand/product  01  
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  Best way of reaching target audience etc.   02  
  Budget restricted use of other media  03  
  Lower cost compared to other media  04  
  Complimented other media  05  
  Cost effective  06  
  Just to try it/not used it before  07  
  Media/advertising agency recommendation  08  
  Reaches target audience well  09  
  Speed of set-up/production  10  
  Convenience of set-up/production  11  
  Other SPECIFY 

 
 12  

  Don’t know  13  
 
 
ASK ALL 
Q15 Can you tell me approximately what your media budget was for this campaign? 

INTERVIEWER: APPROXIMATE AMOUNT/ESTIMATE OK. REASSURE OF CONFIDENTIALITY IF 
NECESSARY. THIS INFORMATION WILL NOT BE LINKED TO THEM PERSONALLY BUT WILL BE ADDED 
TOGETHER FOR ALL THE PEOPLE WE INTERVIEW. 

   
  Write in figure   
  Refused  1 GO TO Q19 
  Don’t know/can’t remember  2  

 
ASK ALL ABLE TO GIVE A FIGURE AT Q15, OTHERS GO TO Q18 
Q16 Does that include production costs? SINGLE CODE 
   
  Yes 1 ASK Q17 
  No 2 GO TO Q18 
  Don’t know 3  

 

ASK ALL IF CODE 1 (YES) AT Q16, OTHERS GO TO Q18 
Q17 Can you tell me approximately what your media budget was for that campaign, 

excluding production costs? INTERVIEWER: APPROXIMATE AMOUNT/ESTIMATE OK. REASSURE 
OF CONFIDENTIALITY IF NECESSARY. THIS INFORMATION WILL NOT BE LINKED TO THEM PERSONALLY 
BUT WILL BE ADDED TOGETHER FOR ALL THE PEOPLE WE INTERVIEW. 

   
  Write in figure £              
  Could not answer excluding production costs  1  
  Refused  2  
  Don’t know/can’t remember  3  

ASK ALL USING MORE THAN ONE MEDIA (CODE 2) AT Q13A, OTHERS GO TO Q19 
Q18 And in percentage terms, approximately how did this split across the different media 

you used in this campaign (PROMPT WITH EACH MEDIA MENTIONED AT Q13B PLUS 
LOCAL/REGIONAL RADIO AND NATIONAL RADIO. ENSURE TOTAL IS APPROXIMATELY 
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100%)? 
   

 
 
% 

 

  Don’t know  1  
 
ASK ALL NOT USING AN AGENCY TO PURCHASE ALL MEDIA (CODES 1 OR 4 AT Q5A) 
Q19 Did you buy the radio advertising for this campaign directly from a/the station(s) or 

from a station sales house? CODE ALL THAT APPLY. PROBE TO CODE 
   
  Direct from station(s) 1   
  From sales house(s) 2   
  From both station(s) and sales house(s) 3   
  Agency purchased it – direct from station(s) 4   
  Agency purchased it – from sales house(s) 5   
  Agency purchased it – from both station(s) and 

sales house(s) 
6   

  Agency purchased it – unsure where from 7   
  Don’t know 8  GO TO Q21 

 
 
 
Q20a ASK ALL AGENCIES AND ADVERTISERS NOT USING AN AGENCY (CODE 1 AT Q5A AND CODES 1-3 AT 

Q19) 
And when you purchased the radio advertising, were you quoted a standard price, for 
example from a rate card? 

Q20b ASK ALL ADVERTISERS WHO USE AN AGENCY TO PURCHASE RADIO (CODES 4-7 AT Q19 AND CODES 
2-3 AT Q5A, OTHERS GO TO Q21) 
And when your agency purchased the radio advertising, were they quoted a standard 
price, for example from a rate card? 

   
  Yes 1 ASK Q20C 
  No 2 GO TO Q21 
  Don’t know/can’t remember 3  

 

ask all if yes (code 1) at q20b, others go to q21 
Q20c Did you/the agency negotiate on this price? SINGLE CODE 
   
  Yes 1 ASK Q20D  
  No 2 GO TO Q21 
  

Agencies only 
We already have a negotiated price 

3  

  
DON’T KNOW 

4  

 

ask all if yes (code 1) at q20c, others go to q21 
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Q20d And what kind of discount or deal did you get following the negotiations? DO NOT READ 
OUT. PROBE TO CODE. CODE ALL THAT APPLY 

   
  Deal on number of slots available e.g. 5 for the 

price of 4 
1  

  Deal because of volume promised over set period of time 2  
  Deal because of early booking 3  
  Percentage discount from the rate card price 4  
  Percentage discount from the cost of the last 

campaign 
5  

  Other (SPECIFY) 6  
  Don’t know 7  

 

Ask all if yes (code 1) at q20c, others go to q21 
Q20e In financial terms, do you know how much the discount was worth? 
   
  Yes SPECIFY IN £ 

 
1   

  No/don’t know 2   
  Refused 3   

 

 

Ask all 
Q21 How do you usually buy radio? Do you tend to have an idea of what you think you 

want before approaching the radio stations or sales houses or do you set a budget 
and see what they can offer you? 

   
  Have an idea already 1   
  Set a budget and get what I can 2   
  It depends 3   
  Don’t know 4   

 

ask all 
Q22 What do you think is distinctive or unique about radio as an advertising medium? 

PROBE FULLY 
  

 
 
 

 

 

ask all except those using rado only in the most recent campaign (code 1 at q13a) 
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Q23 Can you tell me approximately how much you spent on radio during the recent 
campaign we have been talking about? INSERT FIGURE. INTERVIEWER: APPROXIMATE 
AMOUNT/ESTIMATE OK. REASSURE OF CONFIDENTIALITY IF NECESSARY. THIS INFORMATION WILL NOT 
BE LINKED TO THEM PERSONALLY BUT WILL BE ADDED TOGETHER FOR ALL THE PEOPLE WE 
INTERVIEW. 

  
    £ 

 
 

 
 

 

  Don’t know 1 GO TO Q24D 
  Refused 2  

 

Ask all giving a figure at q23 or if using radio only in the campaign (code 1 at q13a), insert 
figure from q17. if no figure given at q17, use figure from q15. if no figure given 
at either q15 or q17, go to q24d. all others go to q24d. 

Q24a If you were to run this campaign again and the cost of the radio advertising was (CATI INSERT AMOUNT 
PLUS 5%), and everything else, for example, the number of slots or the audience coverage, was exactly 
the same, which of the following would you be most likely to do? READ OUT. SINGLE CODE. ROTATE 
ORDER OF OPTIONS 

   
  Continue to advertise on radio but with fewer slots/less 

airtime/shorter ad for the same overall campaign price as 
last time 

1  

  Continue to advertise on radio with the same 
slots/airtime etc. and pay the additional amount 

2  

  Switch some of your budget to another medium 
(SPECIFY WHICH) 
 

3  

  Switch all of your budget to another medium 
(SPECIFY WHICH)   
 

4  

  Don’t know 5  
 

Ask all giving a figure at q23, others go to q24d 
Q24b If you were to run this campaign again and the cost of the radio advertising was (CATI INSERT AMOUNT 

PLUS 10%), and everything else, for example, the number of slots or the audience coverage, was exactly 
the same, which of the following would you be most likely to do? READ OUT. SINGLE CODE. ROTATE 
ORDER OF OPTIONS 

   
  Continue to advertise on radio but with fewer slots/less 

airtime/shorter ad for the same overall campaign price as 
last time 

1  

  Continue to advertise on radio with the same 
slots/airtime etc. and pay the additional amount 

2  

  Switch some of your budget to another medium 
(SPECIFY WHICH) 
 

3  

  Switch all of your budget to another medium 
(SPECIFY WHICH)   
 

4  

  Don’t know 5  
 
Q24c does not existAsk all 
Q24d Now thinking about all the advertising you have done on the radio in the last year. If 

the price of radio advertising was to rise by 5% tomorrow and stay at this higher level 
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for the next 12-18 months, without any obvious reason for the price rise, e.g. 
increased audience share for the station(s), which of the following would you be most 
likely to do? READ OUT 

   
  Continue to advertise on radio but with fewer 

slots/less airtime/shorter ad for the same price 
as previously 

1   

  Continue to advertise on radio with the same 
slots/airtime etc. and pay the additional 5% 

2   

  Switch some of your budget to another medium 
(SPECIFY WHICH) 
 

3   

  Switch all of your budget to another medium 
(SPECIFY WHICH) 
 

4   

  Other SPECIFY 5   
  Don’t know – would have to review spend DO 

NOT READ OUT 
6   

  Don’t know DO NOT READ OUT 7   
 

Ask all 
Q25a Thinking about the same campaign, if you were to run it again and radio was no 

longer an option – for example, if all radio broadcasting was to stop tomorrow – what 
media would you use in its place? CODE ALL THAT APPLY. DO NOT PROMPT 

   
  National television 01  

  Regional television 02  

  Press – National 03  

  Press – Local/regional 04  

  Internet advertising (e.g. banner ads and pop ups) 05  

  Outdoor media (e.g. billboards and posters) 06  

  Direct mail (leaflets, inserts and email) 07  

  Other (PLEASE SPECIFY ALL THAT APPLY) 
 08  

  None  09  

  Don’t know  10  

 

if mentioned more than one media above (multicode at q25a), others go to q26a 
Q25b In percentage terms, how would this split between (INSERT ALL MEDIA MENTIONED AT 

Q25A)? 
   
  %   
  Don’t know 1   

 
ASK ALL WHO DID NOT USE PRESS IN THEIR MOST RECENT CAMPAIGN – EITHER CODE 1 AT 
Q13A OR THOSE NOT CODING 3 OR 4 AT Q13B 
Q26a Can you think of a recent campaign when you included either national or 
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local/regional press? PROBE TO CODE. SINGLE CODE 
   
  Yes – national press 1   
  Yes – local/regional press 2   
  Yes – both national and local/regional press 3   
  No 4  GO TO Q28 
  Don’t know 5   

 

ask if yes (codes 1-3) at q26a, others go to q28 
Q26b Thinking about this campaign, what were the main objectives? CODE ALL THAT APPLY. 

DO NOT PROMPT. 
   
  To increase brand awareness/promote the 

brand 
1  

  To promote a specific product or service 2  
  To promote a special offer 3  
  Other (SPECIFY) 

 
4  

 

Ask if yes (codes 1-3) at q26a or codes 3-4 at q13b, others go to q28 
Q26c Can you tell me approximately how much you spent on press during this campaign? 

INSERT FIGURE. INTERVIEWER: APPROXIMATE AMOUNT/ESTIMATE OK. REASSURE OF 
CONFIDENTIALITY IF NECESSARY. THIS INFORMATION WILL NOT BE LINKED TO THEM 
PERSONALLY BUT ADDED TOGETHER FOR ALL THE PEOPLE WE INTERVIEW 

   
  

    £ 
 
Local/regional press 

 
 

 

 £ National press   
 £ Press combined local/national (ONLY IF 

RESPONDENT CAN’T ANSWER SEPARATELY) 
  

  Don’t know  1   
  Refused  2   

 

Ask all giving a figure at q26c, others go to q28 
Q27a If you were to run this campaign again and the cost of the press advertising was (CATI INSERT AMOUNT 

PLUS 5%), and everything else, for example, the number of slots or the audience coverage, was exactly 
the same, which of the following would you be most likely to do? READ OUT. SINGLE CODE. ROTATE 
ORDER OF OPTIONS 

   
  Continue to advertise in the press but with fewer 

adverts/smaller adverts etc. for the same overall campaign 
price as last time 

1  

  Continue to advertise in the press with the same 
adverts etc. and pay the additional amount 

2  

  Switch some of your budget to another medium 
(SPECIFY WHICH) 
 

3  

  Switch all of your budget to another medium 4  
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(SPECIFY WHICH)   
 

  Don’t know 5  
 

Ask all giving a figure at q26c, others go to q28 
Q27b If you were to run this campaign again and the cost of the press advertising was (CATI INSERT AMOUNT 

PLUS 10%), and everything else, for example, the number of slots or the audience coverage, was exactly 
the same, which of the following would you be most likely to do? READ OUT. SINGLE CODE. ROTATE 
ORDER OF OPTIONS 

   
  Continue to advertise in the press but with fewer 

adverts/smaller adverts etc. for the same overall campaign 
price as last time 

1  

  Continue to advertise in the press with the same 
adverts etc. and pay the additional amount 

2  

  Switch some of your budget to another medium 
(SPECIFY WHICH) 
 

3  

  Switch all of your budget to another medium 
(SPECIFY WHICH)   
 

4  

  Don’t know 5  

 

Ask all 
Q28 The following are a list of statements people like yourself have made about radio advertising. I’d like 

you to tell me the extent to which you agree or disagree with each statement on a scale of strongly 
agree, agree, neither agree nor disagree, strongly disagree. SINGLE CODE FOR EACH 

CATI to rotate order 
Strongly 

agree 
Agree Neither Disagree Strongly 

disagree 
DK 

To me radio is the most important 
advertising medium  1  2  3  4  5  6 

The cost of radio advertising is 
already too high   1  2  3  4  5  6 

No matter how high the cost, I 
would always use radio as part of a 
campaign 

 1  2  3  4  5  6 

If radio costs increased I would 
spend more of my budget on press 
advertising 

 1  2  3  4  5  6 

I see press and radio advertising as 
interchangeable  1  2  3  4  5  6 

Radio is a cheap medium  1  2  3  4  5  6 
Radio advertising is easy to buy  1  2  3  4  5  6 
I see radio as a prestigious medium  1  2  3  4  5  6 
My advertising budget is absolutely 
fixed with no room to increase it for 
a particular campaign/medium 

 1  2  3  4  5  6 

 
 

Say to all 
Finally, I’d just like to ask you a few further questions about your business. This 
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information will not be linked to you personally, but added together for all the people 
we interview. 
 
GO TO DEMOGRAPHICS AT BEGINNING OF QUESTIONNAIRE 
 

Thank and close 
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Annex 2 

2 Technical report 
1. Introduction 

Survey background 

A2.1 Harris Interactive were commissioned to carry out research with advertisers 
and media buying agencies, to help assess the way in which they buy 
advertising and how radio fits into this in the UK. 

A2.2 Research findings are to be used as evidence by Ofcom economists to meet 
the following project objective: 

To assess the extent to which the market for radio 
advertising is “radio only” or if this market is broader, 
including other media advertising e.g. local or national press, 
television, direct mail, cinema, internet or “outdoor”.  

A2.3 The main focus is on competition from press advertising. 
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2. Methodology 

A2.4 A three-phased research approach was agreed as the best way to meet the 
objectives. 

A2.5 Phase 1: Qualitative interviews with advertisers, media-buying and 
advertising agencies and radio stations and sales houses. This was 
conducted face to face or over the telephone, in tandem with Phase 2. 

A2.6 The Phase 1 qualitative research was undertaken to: 

2.6.1 Explore the role of radio advertising amongst agencies and their 
clients and how decisions are made on the media mix; 

2.6.2 Identify the most appropriate sample for the measurement phase 
and how this sample could be sourced; 

2.6.3 Identify the key issues/questions to ask in the quantification phase – 
generating a more meaningful and focused questionnaire; 

2.6.4 Aid understanding of the quantitative data. 

A2.7 Phase 2: Quantitative interviews with a sample of UK businesses  

A2.8 The Phase 2 research was conducted to provide a framework for the Phase 
3 research and to assess incidence of radio advertising and media used. 

A2.9 Phase 3: Quantitative interviews with advertisers, media-buying and 
advertising agencies, using findings from phase 1 to inform the 
questionnaire 

A2.10 The Phase 3 research was conducted to quantify the findings from Phase 1. 
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3. Quotas & sample: phase 1 

Quotas imposed 

A2.11 Quotas for the qualitative phase of research were set as follows: 

 

 
 
Sample source and selection 

A2.12 The sample for advertisers was acquired by fieldworkers around the UK who 
listened to radio stations during various times of the day and noted all the 
advertisers and corresponding phone numbers/other details they heard. 
There were a number of issues with this sampling: 

2.12.1 Many businesses advertise on multiple stations to obtain wide 
coverage, so duplicate records were common to the sample 
because the same advertisements were on-air in different regions – 
therefore impacting negatively on sample size; 

2.12.2 Many of the telephone numbers given on advertisements were 
campaign hotlines specific to the advertisement, not the business 
telephone number;  

2.12.3 Many advertisements do not contain a phone number or address 
and instead invite listeners to, for example ‘call in at their local 
branch’ or visit the website;  

2.12.4 In some of the above cases, attempts were made to reach the 
advertising decision-maker by sourcing numbers manually via the 
internet and Yellow Pages but this also proved problematic – in 
some cases, decisions were not made at a local level and referrals 

  Face-to-face Telephone Total 

Media buying agencies 
 

2 
 

3 
 

5 
 

National advertising 
agencies 

2 
 

3 
 

5 
 

Local advertising 
agencies 

2 
 

3 
 

5 
 

Direct advertisers 
 

2 10 12 

Indirect advertisers 
 

2 5 7 

Radio stations 
 

0 3 3 

Station sales houses 
 

0 3 3 

Total 
 

10 30 40 
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to the correct source were not available. Sourcing numbers 
manually in this way was agreed to be costly and time-consuming 
and instead, focus was placed on those advertisers who did provide 
numbers in their advertisements;  

2.12.5 In many cases where phone numbers were given on the 
advertisement, as above, decisions were not always made at a local 
level and contacting businesses via the local branch to obtain 
referrals (as already mentioned) was problematic as often local 
branches did not know who the correct person to speak to would be. 

A2.13 However, despite these issues, all interviews were completed to the original 
quota set. 

A2.14 Sample for media-buying and advertising agencies was drawn from the 
www.adforum.com agency database on the internet. 
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4. Quotas & sample: phase 2 

Quotas imposed 

A2.15 Interview quotas for Phase 2 were set to represent all businesses in the UK, 
excluding those SICs unlikely to advertise, for example, mining, 
construction, manufacturing). The sample was drawn from 71% of the UK 
business population and quotas were imposed as follows: 

2.15.1 Region 

a) England – 420  

b) Scotland – 40  

c) Wales – 25  

d) Ireland – 15  

2.15.2 Turnover 

e) £100-£500k – 315  

f) £500k-£1m – 80  

g) £1m-£5m – 80  

h) £5-£25m – 20  

i) £25m+ – 5 

Sample size and margin of error 

A2.16 The total number of interviews carried out was 500. The margin of error at 
the 95% confidence level for a sample of this size of 500, depending on the 
result examined, is as follows: 

 
Result Margin of Error 
50% +/- 4.4 
60% +/- 4.3 
70% +/- 4.0 
80% +/- 3.5 
90% +/- 2.6 
95% +/- 1.9 
98% +/- 1.2 

  
A2.17 Therefore if one is looking at a result of 60%, based on the total sample of 

500 interviews the margin of error is + or – 4.3, i.e. at the 95% confidence 
limit the result lies somewhere between 55.7% and 64.3%. 

 



Harris Interactive Radio Advertising Market Research Report 
 
 

67 

Sample quotas 

A2.18 At the interviewing phase the following quotas were imposed on the sample: 

 
Location Quota 
England 84% 
Scotland 8% 
Wales 5% 
Northern Ireland 3% 

 
 

Turnover Quota 
£100k-£500k 63% 
£500k-£1m 16% 
£1m-£5m 16% 
£5m-£25m 4% 
£25m + 1% 

 
 
Profile of UK businesses by turnover 

A2.19 Profile data supplied by Dun & Bradstreet of UK businesses within the 
following turnover bands within specified SIC codes revealed the following 
number of businesses in each band: 

  
Turnover No. of Businesses 
£100k-£500k 303,507 
£500k-£1m 68,715 
£1m-£5m 58,492 
£5m-£25m 12,899 
£25m + 4,317 
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Sample weighting 

A2.20 To ensure the sample reflected the profile of UK businesses with a turnover 
of over £100,000 and within the specific industry groups, the following 
interlocking target weighting matrix was applied: 

 

 Turnover (£) Achieved Target 
Weighting 

Factor 
England 100,000-499,999 200 265 1.33 
 500,000-999,999 73 65 0.89 
 1,000,000-4,999,999 85 65 0.76 

 
5,000,000-
24,999,999 54 15 0.28 

 25,000,000+ 8 5 0.63 
     
Scotland 100,000-499,999 22 25 1.14 
 500,000-999,999 6 5 0.83 
 1,000,000-4,999,999 6 5 0.83 

 
5,000,000-
24,999,999 3 5 1.67 

 25,000,000+ 2 0  
     
Wales 100,000-499,999 9 15 1.67 
 500,000-999,999 7 5 0.71 
 1,000,000-4,999,999 5 5 1.00 

 
5,000,000-
24,999,999 3 0  

 25,000,000+ 1 0  
     
Ireland 100,000-499,999 9 10 1.11 
 500,000-999,999 3 5 1.67 
 1,000,000-4,999,999 4 5 1.25 

 
5,000,000-
24,999,999 0 0  

 25,000,000+ 0 0  
 
Sample source and selection 

A2.21 The sample was drawn from Dun & Bradstreet’s Business Data Base which 
comprises 450,000 businesses within the specified turnover bands and SIC 
codes.  

A2.22 The sample was supplied in electronic format and loaded onto Harris 
Interactive’s CATI system.  This randomly selected companies for interview 
within each of the quota cells. In addition it recorded the outcome of every 
call made to the sample. This ensured that where an appointment to call 
someone back for an interview was made the appointment was successfully 
honoured. In addition where the interviewer failed to make contact with a 
respondent repeated attempts (up to 10 times) were made to secure an 
interview. 
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A2.23 As the sample also held the company’s SIC code and postcode, a check on 
the sector and regional quotas was continually monitored throughout the 
field period. Towards the end of the fieldwork when some quotas were filled, 
the CATI system automatically recognised those SIC and/or postcodes that 
were no longer eligible and restricted their issue to the interviewers. 

A2.24 Once contact was made with a company the person most responsible for 
making decisions about their company’s advertising needs was selected for 
interview. 
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5. Interviewing 

A2.25 All Phase 2 and 3 telephone interviews were carried out by telephone from 
Harris Interactive’s telephone unit in Manchester on CATI (Computer 
Assisted Telephone Interviewing).  The sample was distributed to each 
interview electronically using the CATI sample management system.  

A2.26 Harris Interactive is an IQCS approved agency, its interviewer training and 
supervision procedures meeting industry approved standards.  To further 
ensure field quality control standards were maintained, all interviewers 
working on a telephone project were personally briefed by the controlling 
executive and fully supervised throughout the field period.  As part of the 
checking procedures a certain proportion of the interviews were listened into 
remotely by the supervisor to ensure the interview was carried out 
professionally and no misunderstandings occurred. 

A2.27 Recruitment and face to face/telephone interviews for Phase 1 were 
conducted in January 2005. Interviewing for Phase 2 was carried out in 
February 2005 and for Phase 3 interviewing was carried out between 
February and April 2005. 
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6. Quotas & sample: phase 3 

Quotas imposed 

A2.28 Quotas for Phase 3 were imposed as follows: 

 
Respondent Type Number of Interviews 
Radio advertisers 450 
Advertising agencies 25 
Media-buying agencies 25 
Total 500 

 
Sample source and selection 

A2.29 As identified at research set-up, acquiring a list of radio advertisers posed a 
challenge to the research, therefore a number of sample sources were used 
for this phase.  

2.29.1 Advertiser sample was drawn from fieldworkers listening to the 
radio, as Phase 1. However, due to the shortfall in numbers 
available from this method of selection, other sampling methods 
were also used.  

2.29.2 Booster sample of advertisers was acquired from a database of 
purchasing decision-makers on the internet (Business Pool – from 
Wegner Direct marketing) but the majority on this sample had not 
used radio at all to advertise their business and instead had used 
Direct Mail or other below the line media and the incidence of radio 
advertising was extremely low, therefore other sampling methods 
were necessary to complete the interviews. 

2.29.3 A list of the largest spending radio advertisers over the last 12 
months was then provided to Harris Interactive from Ofcom. This 
list, from Mediatel, did not contain addresses or phone numbers and 
attempts were made to match phone numbers to the businesses, 
however this again proved to be labour-intensive and lengthy in time 
and very little of this list was used. The limited usage of this sample 
helped to prevent any bias to the results by focusing on large-
spending businesses.  

2.29.4 Finally, a sample of companies who had advertised on radio in the 
last two years was provided to Harris Interactive by Ofcom (source: 
Mediatel). This sample contained all radio advertisers, not just the 
largest spenders. Like the first Mediatel file, none of the records 
contained addresses or telephone numbers so the list of company 
names was sent to Dun & Bradstreet for matching and enough 
sample was generated this way to complete the remaining 
interviews.  

A2.30 The sample from fieldworkers was typed into electronic format and all other 
sample sources were supplied in electronic format and loaded onto Harris 
Interactive’s CATI system. This randomly selected companies for interview 
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within each quota cell. In addition it recorded the outcome of every call 
made to the sample. This ensured that where an appointment to call 
someone back for an interview was made, the appointment was successfully 
honoured. In addition, where the interviewer failed to make contact with a 
respondent, repeated attempts (up to 10 times) were made to secure an 
interview. 

A2.31 Once contact was made with a company, the person responsible for the 
company’s advertising and media spend was selected for interview. 

A2.32 Agency sample was sourced from the adforum database via the internet (as 
Phase 1). Respondents were responsible for media spend or purchasing 
advertising, although in cases where the business was an advertising 
agency who did not actually purchase media (and recommended only), 
respondents were responsible for making decisions on the media mix used 
by their clients. 


