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When we think we know our audience (read the radio station for which we work) behold, 
let us surprise in broad avenue. Inside the pharmacy, the typical noise of the subwoofers 
delivering an electronic sound, highly danceable. When the door opened, the pharmacy, 
the surprise: the door of the pharmacy, waiting for the green light, a woman of around forty 
years inside a car that could be either a Rover as a Renault. Window open and loud 
music. Something that oscillated between the style of Buraka Som Sistema and Rap.

Either way, unexpected.

In another place, in full lunch, a revelation. Another woman, also from the top of his forty-
and-anything-year-old revealed that he had so accustomed to hearing the Mega Hits, that 
became his favorite station. Another day, a conference at a university, students were more 
revealing to hear the M80 than those who chose the Mega Hits, FM or the City. Bizarro?

No. Wrong is the program director who thinks he knows his audience.

The idea that results of the demographic data that firms provide ever hearing these 
examples include the profile of the listener seasons in which electronic sounds, rhythmic 
and highly danceable can play. Likewise, the quasi-qualitative studies of consultants 
working with larger groups of radio Portugal also do not reach this degree of 
sophistication.

The example of the woman in traffic is just one case. Corresponding, say experts, sitting 
on the fringes of a station. I could not be more wrong. However, in the context of modern 
communication, and given the necessary shift in business models media would not be 
relevant to know, in detail, the characteristics of those who listen to a particular radio 
station? Or at least know their rhythms and patterns of consumption in more detail?

The business model based on advertising's days are numbered, say  experts. However, 
this model is based the business of radio, and appears to offer no hurry  to change. But 
there is a new paradigm of media consumption stemming from the possibilities that 
modern devices, programs, applications and web interfaces provide the media, to create 
and distribute content. Attribute simultaneously, consumer media, the power to control 
access to such content.

In addition, since the 1990s, marketing strategies and consumer appeal began to depend 
on a precise segmentation and targeting. They are only ages, genders, professions? No. 
They are lifestyles and technological profiles, or were not increasingly connected to the 
Baby Boomers and networking, generation X frequenting the same places of generation Y 
and Z connected to mobile networks. Knowing it will make all the difference.

The economic and social developments led to the saturation of markets in a context of 
declining population and, more recently, severe loss of buying power. For this reason, the 
precise identification of the (s) segment (s) of the market for which a radio station will work 
is crucial to your success, the inherent assertiveness that advertisers can use to 
communicate their products and services, ensuring maximum efficiency and effectiveness. 
At this level, the change has been quietly happening with the soft sponsoring integrate 
also the radio communication. The zapping is always possible, jumping from station to 
station when the ads interrupt the broadcast. Only changes the way that zapping: 
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choosing another station, a linear consumption or doing fast forward if we listen on 
demand.

The shift to digital technology has implications for how we measure the audience and 
introduces the necessity of creating new methods to measure them. Also on the radio 
already exists a need to understand the effectiveness of advertising to an offer 
multiplatform and not linear. The tools for digital reception, and increased its multifunction 
capability allows the radio file - or their content - be heard on a variety of devices never 
before imagined. On the other hand, operators now have new windows of opportunity, 
given the growth of mobile data usage on devices like smartphones and tablets.

No data concerted and cross but there are indicators that demonstrate that much of the 
consumption is done through radio filesystems that each operator in Portugal, created for 
their stations (eg RTP Play), to which are attached consumption data from iTunes, Apple 
podcasts, YouTube and mobile applications for each radio station, resulting in a context of 
consumption that does not depend on transmission, FM and direct programs each season. 
To these should be added all the entertainment offerings sound, including through online 
music services that allow individuals to choose the music they  want to hear, depending on 
your personal tastes, moods or activities that develop at a given time.

This tendency may make us think of the radio at two speeds: that is produced according to 
traditional logic, essentially consumed by those traveling by car, as well as making radio 
company throughout their day, and another that depends on the rate of each consumer 
and that while performing a linear logic, with defined schedules, content creates great 
appeal to audiences consume on demand.


