Rajar audience research terms

When reporting the overall performance of a station the main factors used are weekly reach, average hours, total hours and share. The differences between these often cause confusion, they are defined by Rajar (www.rajar.co.uk) as follows:

Weekly Reach

Defined by Rajar as: 'The number of people aged 15+ who tune to a radio station within at least one quarter-hour period over the course of a week. Respondents are instructed to fill in a quarter-hour only if they have listened to the station for at least 5 minutes within that quarter-hour. Between 24.00-06.00, listening is recorded in half-hour periods.' The weekly reach, and population size, is usually expressed by in Rajar table as a number of thousands.

Weekly Reach per cent

'The Weekly Reach expressed as a percentage of the Population within the TSA'. Note that the total of the reach figures for all the stations in an area will greatly exceed 100 per cent as most people report listening to two or three stations each week. This measure indicates which station in a market has the most listeners - but gives no idea how long they stay with the station.

Total Weekly Hours

'The total number of hours that a station is listened to over the course of a week’. This is the sum of all quarter-hours for all listeners. 

Average Hours

'The average length of time that listeners to a station spend with the station. This is calculated by dividing the Weekly Hours by the Weekly Reach'. Of great interest to programmers this is the key measure of loyalty to your station - how long does your average listener listen for in the average week. Typical results for local stations are in the range of seven to ten hours, suggesting that the average listener listens to that station for between one and one and a half hours on an average day.

Market Share

'The percentage of all radio listening hours that a station accounts for within its transmission area. This can be calculated for any target market across any area'. This is the measure, combining both the number of people listening and how long they listen for, that is most properly used by commercial stations to show their position in the market. To be 'the most listened to' or 'number one' station in a market a station's market share should be greater than any other station's measured across the same market.

A station specifically targeting a particular demographic might extract the relevant data just for their target group in order to claim to be, for example, 'number one with women over 35'

Brian Lister

July 2010

