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Abstract 

Exploring a New Radio Audience: 

A Podcast Case Study in Public Radio’s Conversion 

From Analog to Digital Audiences 

 

Alexander J. Avila, MA 

The University of Texas at Austin, 2009 

SUPERVISOR: Homero Gil de Zúñiga 

 

This thesis began as an audience exploration into early adopters of 

“podcasting” technology through the journalistic radio program Latino USA, 

distributed by National Public Radio. An explosion in the use of this new media 

has changed the way radio networks distribute programming, yet little 

communications research has been done about the audience. This examination 

documents how podcast audiences are significantly younger and are both 

substituting and supplementing traditional media. The study also determined that 

iPod users are significantly more likely to abandon CDs, listen to less radio, and 

watch less television as the industry converts from 20th Century analog to 21st 

Century digital technology. Qualitatively speaking, the podcast audience is highly 

regarded, but quantitatively small. Despite producer expectations that podcasting 

is the digital mass media of the future, the data shows audiences to have 

interpersonal connections to podcasting. As such podcasting remains niche 

programming and not a true mass medium.  
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CHAPTER 1: INTRODUCTION 

 

 For the first time in early September of 2005 listeners to the weekly public 

radio program Latino USA heard a short announcement: “For the podcast of 

Latino USA, go to latinousa.org, or look for us on iTunes.” This on-air promotion 

by program host Maria Hinojosa launched a new era in media when it 

encouraged listeners to download a digital sound file of the half-hour show. Since 

1999, public radio stations had the ability to download digital copies of episodes 

of Latino USA from an obscure website not given out to the public. By 

announcing on-air in 2005 that the general public could now access sound files 

of the program for their personal use, Latino USA entered the era of podcasting. 

It seemed a minor thing at the time, but this seven-second announcement on the 

weekly radio show brought the programs producers into the 21st Century of digital 

media.  

At the time this conversion came with little fanfare. Technically speaking, 

making the sound files available to the general public rather than exclusively to 

individual radio station represented a minor change for Latino USA producers. 

Indeed, the entire public radio industry’s conversion from analog to digital 

technology could be seen as part of a case study through this one program. 

Latino USA has been a part of the public radio system since 1993 and the history 

of public radio is rooted in 20th Century mass media. The Corporation for Public 

Broadcasting created National Public Radio (NPR) in 1970 to provide a nation-

wide public radio system (Muter, 2004). In the beginning, NPR distributed its 
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programming to member-stations via landlines leased from AT&T. By the 

1980s, however, the old telephone lines were replaced by a complex satellite 

distribution system managed by NPR that could simultaneously distribute up to 

eight mono audio programs or four stereo-ones, or several combinations of the 

two (Berger, 1981). For decades, this analog-based technology was the public 

radio industry standard. 

Since March of 1999, Latino USA producers have used the Internet as an 

alternative distribution source. As a weekly, half-hour radio news magazine, 

Latino USA is distributed by NPR and has been carried nationally to hundreds of 

NPR member-stations and community stations for over 15 years. In the 

beginning, small community stations without satellite access were mailed a 

cassette tape copy of the weekly show. Later, they received CD copies. NPR-

member stations, on the other hand, accessed the analog satellite feed to 

receive the program every Friday at 1 p.m. ET. To get the feed, stations needed 

a satellite receiver directed to the proper satellite channels. While largely an 

automated process, satellite feeds would occasionally be missed. Often, this was 

due to technical error by engineers at individual stations or local equipment 

failure. The analog technology required sound to be relayed in real-time. There 

were occasions that during the real-time feed the satellite signals were lost or 

recording tape became damaged. To assist stations that for whatever reason 

missed the feeds, Latino USA producers took it upon themselves to put a digital 

sound file on a special website given only to stations that aired the program. This 

suggestion by long-time Latino USA technical producer Walter Morgan allowed 
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for digital Internet downloads. While this eliminated the need for real-time feeds, 

the technology was limited by bandwidth. Community stations that were rural still 

needed CD distribution due to poor, slow Internet connections. But large stations 

with fast Internet connections could access this alternative distribution quickly via 

the web. But this website was not made known to the general public. Because 

Latino USA is based at a major university campus, program producers had 

access to a vast amount of computer space. And to this day, this alternative 

distribution method is still being used and older digital episodes of this long-

running NPR program can still be accessed online at 

http://www.utexas.edu/coc/kut/latinousa/stationservices/mpeg/. 

Until the adoption of the web-based Public Radio Satellite System (PRSS) 

Content Depot in 2006, public radio stations relied almost exclusively on analog 

satellite distribution to receive programs. In fact, Content Depot still works in 

conjunction with analog satellite technology. However, instead of uploading an 

analog satellite feed from a station in real-time, programs are now digitally 

uploaded to PRSS Content Depot (https://contentdepot.prss.org/portal/cd.portal) 

and the digital sound file then gets distributed both on the web in digital form and 

via analog satellite feed. In other words, public radio currently uses a 

combination of 20th and 21st Century media in its technical practices. Another 

way to look at it is that it straddles old mass media and new digital media. And 

the theoretical approaches to its study are thusly affected. 

So although putting digital sound files on a website for download in 1999 

by Latino USA producers was never meant as a means of direct distribution to 
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the public, the increasing popularity of podcasting, the digital downloading of 

sound and video files for personal use on a computer or portable player, made 

this conversion a popular and technologically easy decision for the producers. 

Latino USA was created as a syndicated radio program in the early 1990s 

and aired its first episode in April of 1993. Latino USA is produced at NPR-

member station KUT-FM based at the University of Texas at Austin. It is 

considered an NPR “Acquired Program” (http://www.npr.org/programs/) and is 

nationally syndicated. This means that producers have editorial independence 

and remain self-reliant for their marketing and programming decisions. In the first 

four weeks after the launch of Latino USA’s podcast, approximately one 

thousand subscribers signed up for the free Internet downloads. Excitement over 

what was termed a “successful” podcast launch soon gave way to confusion on 

the part of the programs producers. They had no idea who these thousand 

people a week were. This not only disturbed the producers but also it pointed out 

a significant issue inherent with emerging digital media audiences. 

Ask any radio executive who his or her audience is and chances are there 

will be demographic information readily at hand. This is generally true across all 

mass media. Television executives have a good idea who watches which 

particular shows. Newspaper publishers can tell you with some respectable 

certainty who their readers typically are. For digital audiences, computer 

downloads and computerized unique views of Internet websites can be tracked. 

Beyond that, little could be said reliably. And in an age of computerized 
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automation, downloading a podcast doesn’t necessarily mean the downloaded 

sound file is actually heard. 

So the Latino USA radio producers began asking some basic questions 

related to this new digital audience: Who were these podcast listeners? Where 

across the country or world were they located? Why do they use the podcast 

option and how do they use it? Are they a “new” audience or simply part of the 

regular radio audience who converted to podcasts? This raises the question of 

how traditional radio listening and use of other media is affected by podcasting:  

Are people simply adding digital media consumption to their traditional media or 

is new media replacing old media? These basic questions regarding a newly 

created digital media audience are not limited to the world of podcasts. Similar 

questions could be applied to weblog (blog) audiences, online streaming 

audiences, and other forms of digital media. The general lack of knowledge 

about what academia has termed new (or digital) media begged for research into 

these new audiences of 21st Century media. 

 

DEFINITIONS 

 For most people, the newness of emerging digital media remains largely 

unknown. For purposes of this thesis, the following digital media are defined. 

PODCAST:  

A Podcast is a converged medium that combines audio (or video), the 

Internet, and portable media devices. The term is linked to Apple Computers 

because of its association with the iPod media player, but, in fact, podcasts can 
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be accessed and played by any variety of generic media devices and personal 

computers. The term itself is an over-arching one that refers to any audio content 

downloaded from the Internet either manually or automatically via software for 

personal use (Berry, 2005: 144). The term is misleading because a “podcast” is 

neither broadcast nor actually requires an iPod. Other terms include 

“audioblogging” and “blogcasting.”  

IPOD:  

The iPod is a personal audio player introduced by Apple Computers in 

2001 using MP3 digital audio technology. A misconception lingers that an iPod is 

needed to engage in podcasting.  While technical tools are necessary, much of 

what is needed is already in wide usage, which makes the popularity of 

podcasting possible. In order for a podcast to exist there must be a content 

provider (producer); an audience; a means of distribution (the Internet); access to 

software (RSS 2.0); and the technical tools to take podcast feeds (the computer 

or MP3 player).  

RSS:  

Rich Site Summary, also known as Really Simple Syndication, is an XML 

program for sharing Internet content from a variety of websites. RSS allows 

online sharing and publishing of information onto websites automatically. RSS is 

the technology driving blogs, headlines and syndicated content onto newspaper 

website feedreaders and bloglines, and audio blogs known as podcasts (Bhatt, 

2005: 28). 

BLOG:  
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A blog (or weblog) consists of interactive, non-synchronous Web pages 

whose host uploads postings that center around a topic. The topic need not be 

news, nor need it be written following the standards and practices of traditional 

media (balance in viewpoints, fact-based reporting, etc.). Although not all blogs 

allow for writing comments on the postings, blog readers typically are assumed to 

be able to respond by writing comments to bloggers’ postings as well as to other 

readers’ comments (Gil de Zúñiga, 2008:11). In general, a blog or weblog is a 

website consisting of frequently updated entries. It’s generally arranged in 

chronological order and can be viewed and shared with a large number of people 

in a short amount of time (Bhatt, 2005: 28). 

 

HISTORY 

Podcasting exploded as a digital media phenomenon in the U.S. and 

elsewhere beginning in 2004. Originally, podcasting was related to the successful 

diffusion of personal audio technology distributed by Apple® Computers known 

as the iPod™. Although initially linked, podcasting actually has a diffusion 

trajectory separate from that of the iPod and the subsequent personal Mp3 player 

market. Apple Computers introduced the iPod personal Mp3 player to the general 

market in October of 2001. The original device was a five-gigabyte unit that could 

hold up to 1000 songs in digital Mp3 audio format and retailed for about $399 

(Apple, 2001). By 2004, quarterly sales of the iPod reached the one million mark 

(Apple, 2005a).  During the Christmas season of 2006 alone, some 20 million 

iPods were sold (Apple, 2007a), and the Apple® brand controlled 75 percent of 
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the personal Mp3 audio player market (Apple, 2006a). By April of 2007, Apple 

computers announced that it had sold its 100 millionth iPod unit (Apple, 2007b). 

Sales of the iPod over Christmas of 2007 topped 22 million for that period alone 

(Apple, 2008). 

As a technological product innovation, the iPod rivaled only the Sony® 

Walkman™ for its market domination and societal impact. The Walkman™ 

eventually sold some 100 million worldwide units per year, spawned an industry 

of imitators, and solidified analog audiocassette technology as the industry 

standard from the 1970s to the 1990s (Ratazzi, 2004: 3). Already, the iPod has 

spawned an industry of imitators with many Mp3 players now available for 

purchase. Apple, however, appears to have enough low-end iPods to be 

competitive with cheaper imitations and retain its dominance of the portable Mp3 

player market. 

 When iPod sales hit the million-unit per quarter mark in 2004, the iPod 

spawned an unexpected development that came to be known as podcasting. The 

so-called “podfathers” are reported to be software pioneer Dave Winer and 

former MTV vee-jay Adam Curry. In 2004 Winer adapted RSS technology, 

popular within the growing online blogging community, to handle audio files. 

Podcasts were originally called “audioblogs” (Berry, 2005). Curry, an early 

adopter of the iPod, authored a simple program to identify Mp3 files on RSS 

feeds. His program downloaded the files to his computer, prepared them to be 

played by the iTunes™ software installed on his Apple Computer and 

automatically transferred those files to his iPod for later listening at his 
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convenience. Curry made his software available to open source programmers 

who improved it and soon led to the creation of websites like ipodder.com and 

jpodder.com, setting the technological stage for the podcast explosion to take off 

(Crofts, 2005). 

 Although initially linked, podcasting is an innovation independent of the 

iPod. While the iPod is a personal listening device that needs to be linked to a 

computer, the podcast is a converged medium requiring a combination of 

software, the Internet, and some hardware, either an iPod, a personal computer, 

or an Mp3 playing device such as an iPhone™, introduced in July of 2007. 

In June 2005, Apple Computers joined the wave of what the company had 

inadvertently created by adding podcasts directly into its iTunes software and 

website. By November 2006, iTunes boasted some 65,000 free podcasts and 3.5 

million songs available either for free or paid download along with 20,000 audio 

books, 5,000 music videos, and 250 television shows (Apple, 2006b). By August 

of 2007, Apple iTunes reported that it surpassed the 3 billion mark for paid 

downloads for music through its iTunes service, making Apple iTunes the third 

largest music retailer in the country (Apple, 2007b). To what extent digital copies 

of downloaded songs were listened to using iPods, generic Mp3 players, 

personal computers, or were burned to CD for use in a CD player can only be 

speculated; exemplifying the fact that producers and distributors of this digital 

media aren’t certain how their audience actually consumes their final product.  

Also in 2005, several major universities saw the medium’s potential as an 

educational tool. As a true digital medium, podcasting has properties that are 
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both mass media in nature, such as availability to the masses via the internet, 

and interpersonal in nature, such as personal feedback and individualized 

communication for use on a personal level.  In 2005 both Stanford University and 

MIT decided to put class lectures, major speeches, and research findings 

available by podcast to the general public (AWG, 2005). In theory, however, most 

of the expected users would be students who accessed the content for 

educational use and research. By this act, major colleges and universities saw 

the unique niche audience properties possible with podcasting. Today even 

medical professionals are using podcast technology, demonstrating the 

interpersonal nature of this digital medium. 

 For purposes of this thesis, it is not the educational or medical audiences 

that are the subject of study. That academia, medical and scientific fields are 

creating more uses for podcast technology helps to build this growing digital 

audience. But such niche-oriented use of the medium represents an 

interpersonal audience and not one that lends itself to mass media theory. It is 

the audience targeted by mainstream radio producers that are the subject of this 

study. Radio producers, researchers and marketers have shown major interests 

and investments in this growing audience. 

That adopters of this digital media are substituting their media usage is 

hypothesized but not statistically measured. The goal of this researcher (and 

podcast producer) was to examine theoretical issues related to podcasting and 

iPod usage and to measure specific audience traits as exemplified in the podcast 

distribution of National Public Radio’s Latino USA, a national radio program and 
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podcast. Such research advances our limited knowledge of the audience for this 

emerging digital medium. 

As for the podcast “business model,” National Public Radio has put forth a 

plan in which revenue can be collected by podcasts via underwriting. Because 

NPR stations technically own the network and control the governing board, NPR 

as a whole generally frowns upon network attempts to directly reach an 

audience, even digital ones, and bypassing stations. Consequently, any potential 

podcast revenue would be shared with individual stations (Glaser, 2005). Rather 

than merely repackaging previously produced programs, NPR develops original 

content for podcasting, including “best of” programs; theme-related podcasts 

such as science, books, travel, and movies; and edgier content than that allowed 

by FCC broadcast standards. The approach is not designed for mass appeal and 

could best be described as low-cost niche-casting. This focus on original content 

not available by traditional radio is an innovation helping to fuel podcast audience 

growth. In this regard, it is a trait currently being shared by its main “new media” 

competitor satellite radio.  

In the summer of 2004, a Google search for the term “podcast” would 

have returned zero results. In the summer of 2008, a similar search returned 162 

million hits (see Graphic 1:1). How many of these are academic, medical or 

scientific podcasts designed interpersonally for niche audiences, and how many 

are created by producers for the purpose of building a digital audience is still not 

known. While there are those who believe that the podcasting craze could be a 



 12 

passing fad, others point to signs that podcasting is actually changing the nature 

of radio broadcasting.  

The Pew Internet and American Life Project reported that roughly one in 

eight baby boomers downloaded a podcast as of August 2006. This contrasts 

with only seven percent of all Internet users just earlier in the year (Madden, 

2006b). All this combine to make podcasting an issue worthy of observation and 

study, particularly if it turns out to be a major innovation, like television or radio 

but for the digital age.  This thesis sets out to identify quantitative and qualitative 

theories surrounding the study of podcasting, describes problems inherent with 

measuring the true nature of digital media audiences, and does original social 

science research into the audience demographics of one particular podcast 

show, all in the hope of advancing our limited academic knowledge of this 

emerging digital audience. 
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CHAPTER 2: LITERATURE REVIEW 

 

 Literature directly regarding podcasting is understandably limited by the 

newness of the concept and practice of the phenomena. Podcasting literally did 

not exist before 2004 and most of the early books on podcasting focused almost 

exclusively on how to produce a podcast. Reliable information directly related to 

the podcast audience has largely been lacking. Given that four years after its 

creation millions of people actively participate in podcasting – although precisely 

how many millions is the subject of debate – podcasting is a 21st Century digital 

medium that is significantly lacking in terms of academic research. 

One early study that focused on a related “new” audience is a grant report 

for the National Association of Broadcasters written in June 2005 by Constance 

Ledoux Book and Don A. Grady. The report is titled, “Consumer Adoption of New 

Radio Distribution Systems,” and focuses on subscription satellite radio. Book & 

Grady profiled innovators and early adopters of satellite radio in focus groups. 

They found those early adopters fit a demographic consistent with most early 

users of new technology as defined by Everett Rogers in his Diffusion of 

Innovations theory (which will be described in detail later in this chapter). The 

great majority of satellite radio adopters (91 percent) were male, largely young 

(51 percent between the ages of 18 and 35), white (90 percent), educated (53 

percent held a college degree), and financially better off than the general public. 

Through their research, Book & Grady found that old media technology doesn’t 

become totally obsolete with the introduction of new technology. While the 
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information in the NAB Report is revealing, today, satellite radio had been seen 

in competition with podcasting (Glaser, 2005) and it’s not clear if adoption by the 

audience of this new medium has taken a similar trajectory. Satellite radio is a 

paid subscription service and podcasting is generally a free Internet download 

service (with the exception of paid music downloads). It is hypothesized that the 

podcast audience is significantly different from that of satellite radio in terms of 

demographics. The fact that the two largest satellite networks, Sirius™ and 

XM™, were recently allowed to merge in order to save the floundering satellite 

radio industry does not bode well for the future growth of this new medium. 

 

 AUDIENCE RESEARCH 

Most of the early attempts to gather information about the podcast audience have 

been unscientific at best. The online magazine www.TNCNewMedia.com 

conducted an early, unscientific web poll about podcast users and reported the 

following: 79 percent were male; 84 percent have high speed Internet access; the 

average age range is between 28-40; the average household annual income is 

$81,100; 88 percent have a college degree; 88 percent are also homeowners; 

and 99 percent own a portable listening device such as an MP3 player or iPod. In 

an October 25, 2005 email, TNC New Media founder and current CEO Tim 

Bourquin said he’s, “not sure if this represents podcast listeners in general but 

perhaps it does.” Prima facially the numbers appear consistent with those noted 

in many diffusion theory examples of first and early adopters.  
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 Similar information was found in a web survey by WTMD, a small but 

popular radio station in Baltimore. Like TNC New Media, the producers who 

conducted this unscientific research felt compelled to qualify the data. In a 

November 10, 2005 email, WTMD General Manager Stephen Yasko wrote: “This 

was not a statistically accurate survey by any means.” This survey was meant to 

gather music suggestions for the station’s live CD compilation and podcast 

questions were simply added at the end of the questionnaire literally as an 

afterthought. But the data revealed their audience does not subscribe to many 

podcasts, and those who subscribe to 5 or more podcast programs don’t 

generally listen to them all. For podcast producers who work in mainstream, 

traditional radio, this early research indicates that podcasting does not threaten 

traditional radio in terms of audience loss. 

In 2007 researchers connected with the weekly half-hour podcast titled 

Astronomy Cast conducted a survey of their digital audience. Using the incentive 

of providing access to “hidden” content, the researchers were able to get 2257 

valid survey returns, representing about 23 percent of their weekly podcast 

downloads or “active” audience as defined by eMarketer, a market research 

company (more on this later). The Astronomy Cast researchers seemed most 

concerned with audience demographics and sound file usage information. They 

found that their audience was 91.6 percent male, had an average age of 40 with 

a standard deviation of 10 years, and 67 percent had a college degree of at least 

four years or more (Gay, et. al, 2007:25). Additionally, only 58 percent of their 

podcast audience came from the U.S. They found this audience to be educated, 
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economically stable, heavily male, and surrounded by technology on a daily 

basis. The researchers concluded from their study that Astronomy Cast had a 

narrow, niche audience that gravitated towards science-based podcasts in 

general. Based on audience polling, Gay, et. al. proposed specific programming 

changes to the podcast. 

 
“From our survey respondents, we can begin to envision a formula for an ideal 
show. Specifically, the perfect show should be under one hour, feature two 
hosts, and include interviews with real scientists, five-minute news updates, 
and information on any celestial events of interest to amateur astronomers 
(Gay: 28).” 
 

Several market research organizations have attempted to establish the 

size of the national podcast audience. Early on, the Pew Internet & American Life 

Project put the number at 6 million (Rainie, 2005) while eMarketer put the 

number at 3 million (Didwania, 2006). Pew’s conclusion was based on iTunes 

data and iPod marketing information. However, eMarketer has not publicly 

released information on how they conducted their survey. But the fact that these 

two market research organizations had two very different audience estimates 

reflects the problematic nature of measuring digital audiences. Later, eMarketer 

would refine their definition of audience to differentiate “active” audience from 

occasional podcast listener. 

Perhaps the most definitive early demographic snapshot of the national 

podcast audience came from a survey of iTunes users released in October of 

2006. Demographically, it revealed that men represented a larger share of the 

iTunes podcast audience at a rate of almost 2-to1 despite the fact that the 

male/female ratio of all Internet users is almost equal. The survey also revealed 
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that the iTunes podcast audience was younger, 70 percent under the age of 45, 

well educated, and financially middle-class (comScore, 2007) as seen in Table 

2:1.  

Arbitron™, the respected radio audience measuring organization, reported 

at the beginning of 2008 that only about 12 percent of Americans over the age of 

12 had ever listened to a podcast in 2007 (PEJ, 2008). While revealing, this 

information does not give a definitive number as the national podcast audience 

size, although it does mention that podcast downloads are a daily practice of less 

than 1 percent of Americans over the age of 12. And eMarketer, which is 

aggressively trying to position itself as a major player in digital media market 

research, claims that in 2007, the national podcast audience was 18.5 million 

with an “active” audience of 6.5 million. The market research group defines 

“audience” as individuals who have ever downloaded a podcast from anywhere, 

and “active audience” as individuals who download a podcast at least once a 

week. In January, the company predicted the 2008 podcast audience would be 

28 million, with 10 million active podcast listeners (Verna, 2008). 

A 2007 New York Times survey tried to examine the audience for political 

blogs, a separate but similar audience by their digital nature to podcasts. The poll 

revealed that a majority of American adults (58 percent) had never visited a 

political blog. And the great majority of those who have visited a blog site did so 

only occasionally or rarely. The number of Americans who regularly visited 

political blog sites was about 4 percent of the adult population and “rivaled that of 

those who had downloaded podcasts or engaged in online dating.” The poll 
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found that the typical regular visitor for political blogs was an under 30 college-

graduate male who planned to vote in the 2008 election (Connelly, 2007). Still 

definitive descriptions about a national podcasting audience have yet to fully 

emerge. 

 

THEORETICAL LINKS 

21st Century digital media is unique in that both mass communication 

theory and interpersonal communication theory both could apply. Digital media 

has mass communication properties by nature of its potential widespread 

distribution via the Internet and mass email. Due to its niche nature and the 

potential connectedness also because of the Internet and personal emails, digital 

media also can possess interpersonal media traits, as well. Most of those 

interpersonal traits can be found in the niche audience applications as seen 

through academic podcasting on university campuses and in medical and 

science fields where feedback is sought and given. Although this thesis 

acknowledges this growing area of podcasting, such audiences were not the 

focus of this examination. This thesis looks at podcast audiences of radio 

networks and stations, produced by radio producers, with the distinct purpose of 

creating a mass audience for digital media. Because of this focus, most of the 

applicable theoretical links in this research fall within the realm of mass 

communication theory and traditional, mainstream social science. 

 

DIFFUSION OF INNOVATIONS 
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Sociologist Everett M. Rogers first outlined his Diffusion of Innovations 

theory in 1962 but greatly developed it in his third edition published in 1983. Over 

time Rogers’ theory has withstood rigorous academic scrutiny. As a sociologist, 

Rogers devoted much of his work into the sociological aspects of innovation and 

its widespread adoption. Rogers described diffusion as a process by which an 

innovation is communicated through certain channels over time among the 

members of a social system (Rogers, 1983: 10). As innovations are diffused, the 

consumers (or adopters) of this innovation can be identified. Rogers categorized 

those who adopted the innovation into the following: Innovators, Early Adopters, 

Early Majority, Late Majority, and Laggards. When plotted over time, the 

innovation, and the described adopters, diffuses among the general population 

following a predictable bell curve (Figure 2:2). Based on a 1940s case of an 

agricultural innovation (hybrid corn) adopted by Iowa farmers, Rogers defined his 

now well-known adopter categories (Rogers, 1962: 162). This graphic is 

sometimes presented as an S-curve when comparing units sold to time. 

Applying the Rogers model to the Apple iPod™, it could be argued that 

the innovators came on line when the original product was launched in late 

October 2001. Initial sales were so low that individual iPod sales were not 

counted in the company’s quarterly statements until Apple’s Fourth Quarter 2003, 

when 336,000 individual iPod units were reportedly sold for the three month 

period that ended in September, a significant increase over the 140,000 units 

sold during the same quarter in 2002 (Apple, 2003). Since this is the earliest time 

that the company reported unit sales, we will include these dates as part of the 
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Innovator phase of the iPod diffusion. Sales of the iPod for the 2004 Christmas 

Season topped four and a half million (Apple, 2005a), perhaps signaling the end 

of the Innovator phase and the beginning of the Early Adopter phase. With 39 

million individual iPod units sold in Fiscal Year 2006, we can argue this as 

signaling the end of the Early Adopter phase and the beginning of the Early 

Majority phase. With nearly 21 million units sold during the 2006 Christmas 

Season (Apple Computers, 2007), and Apple reporting in 2007 that it had sold it’s 

100 millionth iPod, the only remaining question is when will the Early Majority 

phase end and the Late Majority phase begin? Perhaps it has already happened. 

Apple reported Christmas 2007 iPod sales of over 22 million (Apple 2008), still 

healthy growth over the holiday season of a year prior, but not the spectacular 

growth they had been experiencing. And with 2008 turning out to be a time of 

economic recession expected to last well into 2009, sales will probably reflect 

lagging economic realities. 

Some have criticized Rogers’s diffusion theory by asserting that it 

assumes 100 percent adoption (Robertson, 1967: 16). But in truth, very few 

innovations ever reach 100 percent of the population. The telephone, electricity 

and to a lesser extent, television are technical innovations that came close to 100 

percent adoption. But not everyone has a home computer with Internet, for 

example, even in the year 2006, although 73 percent of American adults do 

(Madden, 2006a).  

But the diffusion and adoption of the iPod, and by extension all portable 

MP3 players, is only half of the issue at hand. There’s a parallel diffusion that 
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needs examination, that of podcasting itself. Recall in Chapter 1 of this thesis 

that the iPod resulted in the unintended development of the rise of podcasting. 

And while it’s almost impossible to properly use an iPod without a computer and 

Internet connection, it’s totally possible to access a podcast without an iPod or 

other MP3 player. The evidence suggests that in 2004 there were less than a 

thousand podcasts available for free download; there were between three and 

five thousand available in mid-2005; and at the beginning of 2007, there 

conceivably were upwards of 100,000 free podcasts available online. So 

podcasting has its own diffusion trajectory completely independent of that of the 

iPod.  

As far as the podcast audience is concerned, digital audio downloads can 

be tracked.  But at best, someone who downloads a podcast is merely a potential 

audience member. Does the person whose computer downloaded the podcast 

actually listen, particularly if the download is automated? Hard data on podcast 

audience research is greatly lacking and gets even more problematic as will be 

discussed further later in this thesis. It’s this issue that brings us to Assimilation 

Gap theory.  

 

ASSIMILATION GAP 

Robert G. Fichman’s and Chris F. Kemerer’s Assimilation Gap argument 

contends that just because someone physically buys a product doesn’t 

necessarily mean he or she uses it. Noting that most business innovations are 

made incrementally following an initial launch, Fichman & Kemerer were 
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concerned about the differences between the acquisition and the actual 

deployment of said innovation. Using the example of business software for 

medium to large companies, Fichman & Kemerer asserted that for some 

technologies, the use of cumulative acquisition (raw sales) can present an 

illusionary diffusion picture. This illusionary picture can lead to incorrect 

assessments about the true diffusion nature of the innovation being observed 

and its potential future prospects (Fichman, 1999:3). Normally, the gap between 

product acquisition and its deployment are close and parallel [Figure 2:3].   

 
 

 DIFFUSION OF ADOPTION & SUBSTITUTION 

To date, there is little empirical information that would lead researchers to 

conclude that there is an assimilation gap of major significance related to the 

iPod and MP3 player digital revolution. In fact, the data suggests that sales have 

continued unabated, initial adopters are buying newer, more improved versions 

of the innovation as they are released, and new adopters are buying the new 

products without regard to the older versions. Such a diffusion, in fact, is an 

almost textbook description of the Diffusion Theory Model of Adoption and 

Substitution advocated by John A. Norton and Frank M. Bass. Norton & Bass 

combine diffusion theory with a substitution model of adoption. Focusing on the 

diffusion of software in 1987, Norton & Bass theorized that new technologies 

open markets not before seen; and successive generations of the new 

technology allow early adopters to abandon older versions of the technology in 

favor of new ones; it compels new adopters to adopt the newer technology 
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without regard to the older version; and with short intervals between 

technological diffusions, the earlier technology may continue to diffuse, even as 

the substitution process is taking place (Norton&Bass, 1987:1069). This model is 

clearly applicable to the iPod and explains how podcasting could emerge as an 

unintended innovation spawned by the adoption of new technology. But in cases 

where there is a widening gulf between acquisition and actual deployment, there 

is a widening assimilation gap as shown in Figure 2:4. 

The potential Assimilation Gap for the podcast innovation may prove 

interesting if the audience is properly studied and proven to truly exist en masse. 

Bearing in mind that a podcast can be downloaded automatically by a computer 

using RSS technology (described in Chapter 1), there could very well be a gap 

between podcast downloads and actual listening. And there is anecdotal 

evidence that this is occurring. A Pew Internet & American Life Project study only 

asked if Internet users had ever downloaded a podcast. But the act of podcast 

downloading is clearly not a daily event for most (Madden, 2006b). Questions 

remain whether podcast downloads are listened on the computer, on an iPod, or 

not at all. Currently, the data suggests that the Assimilation Gap for iPods 

(buying and using the players) seems in line with Figure 2:3, but the Assimilation 

Gap for podcasting (downloading and listening) could be more like Figure 2:4.  

 

MEDIA SUBSTITUTION 

The concept of media substitution is not new although the opportunities in 

a media-saturated world seem to make it more relevant.  M. E. McCombs using 
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economic arguments first published Media Substitution as a concept in 1972. 

Media substitution works from the premise that as media competes for audience, 

there are winners and losers (McCombs, 1972). Over the years, others have 

examined the concept that there are only 24 hours in a day and only seven days 

in a week. And if media consumption is rising in one area, it must logically be 

diminishing in another. In their work on new (Internet) media, Barbara K. Kaye 

and Thomas J. Johnson examined a more formal Media Substitution Hypothesis. 

At the time of their research in 2002, Kaye & Johnson found that Internet use had 

not yet significantly affected traditional media consumption overall but their data 

indicated that individual heavy Internet users were, indeed, spending less time 

with traditional broadcast media like television (Kaye & Johnson, 2003: 260). 

Anecdotal evidence shows that iPod sales are affecting traditional media 

habits. The growth of digital media has been devastating to CD sales and the 

music industry in general despite the growth of paid music downloads. 

Podcasting could be affecting both broadcast radio listening and CD listening as 

well. To the extent that Media Substitution is currently occurring in podcasting on 

a widespread basis cannot yet be said with authority. This is particularly true 

because the actual size of the podcast audience remains the subject of debate 

among media researchers and industry players. Arbitron™ reported that at the 

beginning of 2008, some 30 percent of the American population over the age of 

12 had iPods, but only about 12 percent had ever listened to one podcast in 2007 

and podcast downloads are a daily practice for less than 1 percent of Americans 

over the age of 12 (PEJ, 2008). Media Substitution occurring at present should 
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have relatively small overall effects, but CD technology has already given up its 

1990s industry standard status over to digital media. Clearly, further research on 

Media Substitution and other qualitative factors surrounding Podcasting and Mp3 

player usage is desperately needed to get a clear picture of the current and 

future impact these innovations will eventually have on society. 

 

 MEDIA SUPPLEMENTATION 

The issue of whether the newness of emerging digital media is substituting 

or complementing audience media consumption choices is one of academic 

debate. Historically, it is rare that a media form becomes extinct. The first mass 

medium was paper print. That remains a viable medium today. But telegrams are 

now extinct as a technological medium. Vinyl records still physically exist but 

their technology has become an endangered species. Analog tape, whether in 

cassette or 8-track form, may soon go the way of the Do-Do. Even the compact 

disk (CD), which uses both analog and digital audio technology and replaced 

plastic records and record players, is threatened by the growth of digital audio 

players like the iPod. For many, the home computer has replaced the home 

stereo system long ago. On the other hand, television did not kill off radio and 

cinema as originally feared. Television replaced radio as the mass medium of 

choice by most people because of its superior audio/visual content, but radio 

positioned itself as a supplemental medium thereafter. Cable has changed the 

nature of broadcasting, but most television audiences simply supplemented their 

idea of what “television” was. And cinema remains as viable an industry today as 
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ever. These media forms adapted and audiences changed their consumption 

habits accordingly. For some media, there is audience substitution. For others 

there is supplementation. And sometimes, like radio, there are both. In 2001, a 

survey of online media users did not find media substitution when examining 

Internet use and television viewing. In fact, heavy Internet users were also heavy 

television viewers (Lin, 2001:24). It is hypothesized that a combination of media 

substitution and media supplementation is occurring with podcast audiences and 

other digital media audiences as well. 

 In a study of heavy Internet usage and adoption of webcasting, researcher 

Caroline Lin focused on a theoretical concept she called “Technological Fluidity.” 

Using media richness theory framed in 1986 by Daft & Lengel, Lin compares the 

Internet’s ability to combine text, graphics, audio, and visual communications like 

a fluid medium with back and forth properties (Lin, 2004: 449). As a fluid medium, 

the Internet is highly adaptable and can easily incorporate innovations such as 

podcasting, which emerged shortly after Lin published her research.  

 

USES & GRATIFICATIONS 

Social science approaches to consumer choices in media from the 1940s 

and 50s and again in the 1970s has led to what has been described as the Uses 

and Gratifications Approach to media consumption. The concept is based on the 

notion that consumers choose a particular medium because it gratifies a need or 

want. One of Uses & Gratifications earliest proponents, Elihu Katz, points out that 

the concept is commonly called the “Uses and Gratifications Approach” so as not 
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to get bogged down by theoretical pretensions or methodological commitments 

(Katz, et al., 1972: 510). With the rise of digital media, the U&G approach 

appears to be en vogue again as a social-psychological explanation for the 

adoption of new media by consumers. In 1972 Katz et. al. explained that the bulk 

of work in the U&G approach included five elements: One, that the audience is 

active and their choices regarding mass media consumption are goal-oriented; 

two, that the audience members media choices are motivated by needs 

gratification; three, that the media competes with other sources of needs 

gratification; four, that audience members can identify their motivations for 

choosing their media uses; and five, that audience members explore their media 

choices independently of other cultural and societal pressures (Katz: 511). 

In the case of the iPod, the particular need or want is audio – music or a 

specific radio program – in a portable, on-demand format. There are a variety of 

ways that this need or want could be gratified. A portable radio with headphones 

could give them radio access but not a specific program or particular music 

choice on-demand. A portable CD player could provide music on-demand. But an 

iPod can hold much more music, smaller and without worries of changing, losing 

or damaging CDs. These are some advantages that audience members 

(adopters) considered when choosing the iPod. Why consumers chose iPods 

over CD players or portable radios is currently mere speculation. For definitive 

answers, more study using the Uses & Gratifications Approach is needed. 

 

COMPLEX AUDIENCE THEORY 
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The concept of Media Abundance describes how in a digital age of 

increasing media abundance, consumers of media are inundated to the point that 

the individual consumers have a basic human incapacity to assimilate all the 

media choices.  Podcasting and iPods contribute to the growing media 

abundance. But it’s societal and mass media effects have yet to be thoroughly 

examined or understood. 

 In a 1998 book Nicolas Abercrombie and Brian Longhurst identified three 

types of audiences. The simple audience was one where speaker and audience 

were physically together such as at church, a school assembly or a theatrical 

play (Abercrombie, 1998: 43). There was direct contact between communicator 

and audience. Later, the mass audience was mediated. The physical connection 

was broken (Abercrombie: 57). Communication was mediated to larger 

audiences thanks to technology. Prior to the 20th Century, the mass media was 

largely print. But radio and television broadcasting become the quintessential 

mass media of the 20th Century.  Finally, we have the diffused audience in an era 

of media abundance (Abercrombie: 68). Media diffusion has increased 

exponentially in the digital age. The 21st Century is one saturated with media 

choices. And these choices can be simple, mediated or diffused. 

 

DIGITAL AUDIENCE MEASURES  

Web-based hits, links, downloads, uploads, streams, and overall access 

can be tracked but such digital information at best represents potential audience. 

While it is likely that someone who manually downloads a file from the Internet 
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will actually open that file, it is not a guarantee. The likeliness decreases with 

software automation. A downloaded file, whether it is text, graphics, audio, video, 

a computer program, etc., represents a middle step between audience reach and 

audience consumption. There could very well be an audience gap between 

downloading a podcast and actually listening to it. Subscribers to iTunes will find 

that the program plays episodes of subscribed downloads in order. In other 

words, if you subscribe to a weekly podcast, and you haven’t listened in a month 

or two and then open up iTunes again to listen, you would find the next unheard 

episode, weeks old, cued up by iTunes. Still, one does not have to listen to 

eventually navigate to a current episode (Joseph, 2008). 

 The purpose of this thesis is not only to get a demographic snapshot of 

the digital audience for a national radio program but also find out how this 

audience consumes the new medium. To that end, this producer turned 

researcher developed specific research questions and an online survey to 

measure these questions with many of the above-mentioned mass media and 

social science theories in mind. 
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CHAPTER 3: METHODOLOGY 

 

 In the fall of 2005 Latino USA producers attempted to conduct an online 

survey of its podcast listeners. While that survey was largely unscientific, not 

focused, had too many open-ended responses, and was generally viewed as a 

failed attempt at conducting research, it still was valuable in serving as a vital 

pre-test for this research. The open-ended questions helped to focus listener 

responses for the next survey. Based on that experience; from the lingering 

questions of Latino USA producers; and the general lack of hard academic 

literature regarding the podcast audience, this researcher developed a series of 

research questions that arose as a result of a public radio programs conversion 

from analog to digital audiences. While these research questions are specific to 

Latino USA, a weekly, nationally syndicated public radio program, they represent 

an important case study as this research would most likely apply to many public 

radio programs with a podcast component. 

 

SURVEY 

 To examine these academic questions and hypotheses a web-based 

survey [Addendum A] was produced building open the failed survey attempt of 

2005. Listeners who downloaded the Latino USA podcast from late June 2007 to 

early August 2007 were recruited to participate in the survey by going to the 

Latino USA website and clicking on a survey link. A 10-second audio “call out” at 

the beginning and end of the podcast invited listeners to access the online web-
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survey. The survey itself was administered through the University of Texas at 

Austin and complied with all university research rules and regulations through the 

Human Subjects and Institutional Review Board (IRB). The IRB is fully accredited 

with the Association for Accreditation of Human Research Protection Programs, 

Inc. that promotes ethically sound human research that meets quality academic 

standards. 

 As an online survey, literally anyone with a computer and Internet access 

could take the survey. To assure that Latino USA podcast listeners would be the 

ones targeted for the web survey, the audio “call out” as part of the podcast was 

the main means of recruiting survey participants. This audio callout directed 

podcast listeners to the Latino USA website where the survey link could be 

found. The text and graphic itself asked for participants to click on the link only if 

they were podcast listeners. The link had this simple invitation: If you are a 

podcast listener, please click here to take the Latino USA podcast survey. A 

similar message was delivered on air by the program host during the body of the 

radio show, directing radio listeners who were also podcast listeners to the 

programs website where the survey could be accessed. Additionally, any Internet 

visitors to the website would see the link located on the Latino USA website 

homepage, and internal memos of analytics from the website host reveal that on 

average about 3000 unique visitors spend significant time on the website each 

month. No other means of recruitment for survey participants were utilized. In this 

manner, to get an invitation to take the survey, research subjects had to listen to 

the podcast, listen to the radio program, or visit the show’s website. No email 
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invitations were sent out. No word of mouth or Internet viral campaigns were 

used. During the period that the survey was active, a web search using an 

Internet search engine such as Google or Yahoo with the terms “Latino 

podcast” would have hit the survey. So an Internet search conceivably could 

have brought some survey takers. Any other means of directing potential survey 

takers and test subjects to the website link could have been used by individual 

survey takers but was not employed as a strategy directly by this researcher. 

The online survey began by thanking survey takers for their participation. 

No incentives were given nor promised for participating, but survey takers were 

told that their participation would help the program’s producers improve their 

podcast service. The survey takers were informed that graduate was undertaking 

the research researchers based at the University of Texas at Austin in 

conjunction with radio program producers and that their responses could greatly 

improve academic knowledge of the growing podcast audience. Standard 

confidentiality statements were included and employed. Due to IRB regulations 

requiring special permission for research into under-aged populations, the survey 

was limited to podcast listeners aged 18 and up. This was not a problem for the 

researcher or Latino USA producers as there was no reason to believe that a 

juvenile audience of this adult radio program existed in any significant form. The 

introduction instructed participants to proceed only if they met this age 

requirement and only if they have ever downloaded podcasts. At this point, 

survey takers could opt out. The instructions clearly remarked that by 
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proceeding, participants affirmed they were aged 18 or above and voluntarily 

agreed to be the subject of this research. 

The first question of the survey asked subjects of they had ever 

downloaded an audio podcast. Based on a failed previous survey, it was believed 

that people who had never downloaded a podcast would attempt to take the 

survey anyway. If they responded “no” to this first question, they were directed to 

the demographic portion of the survey, which they could complete but their 

responses were recorded separately. If they answered “yes” they were directed 

to the second question, which asked if they had ever downloaded a video 

podcast. If they answered “no” they were directed to question five. If they 

answered “yes” they were directed to the third question, which asked if they 

mainly downloaded audio podcasts or video podcasts. Question four wanted to 

know the extent to which the participants were podcast listeners. It asked how 

many hours a week do subjects spend listening to podcasts. The potential 

responses were: 1.) an hour a week or less; 2.) More than 1 up to 3 hours; 3.) 

More than 3 up to 5 hours; 4.) More than 5 up to 7 hours; and 5.) More than 7 

hours per week. The question focused on whether the audience members were 

comprised of casual listeners or “hardcore” listeners of podcasts. 

Question five sought to examine the extent to which podcast listeners 

participated as audiences members in other media either “more,” “less,” or the 

“same” since becoming adopting this new digital medium. The specific media 

activities tested were: 1.) Listen to Traditional Radio; 2.) Listen to Online 

streaming audio; 3.) Watch Television; and, 4.) Listen to music CDs. (“No 
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response” was also a coded option but was unpublished as a respondent 

choice.) 

Question six took the concept of participating in other media a step further 

and asked the extent to which podcast listeners consumed other forms of online 

media. The potential responses were: 1.) Never or Rarely; 2.) Occasionally or 

Regularly; 3.) Constantly or Frequently; or, no response (coded as response 4 

but not published as an option). The particular online media tested were: 1). 

Newspaper Websites; 2.) Streaming Audio; 3.) Streaming Video; 4.) Read Blogs; 

5.) Post Blogs; 6.) You Tube; 7.) Myspace; and, 8.) Second Life. 

The seventh question asked subjects how they learned about the public 

radio podcasts to which they subscribed or otherwise downloaded on a regular 

basis. The coded responses were: 1.) Heard it in an on-air announcement; 2.) 

Found it while browsing on iTunes; 3.) Was directed to it by the program’s 

website; 4.) Heard about it from a friend; 5.) Found it on an NPR website; 6.) 

Google, Yahoo, or other web search engine; and, 7.) Other (please list__). 

 Question eight spoke directly to producer interests as to why listeners 

chose the podcast option. It asked subjects to choose a “main reason” for 

subscribing to public radio podcasts. Based on the open-ended responses of the 

failed previous survey, the responses were coded in the following choices: 1.) 

Convenience; 2.) Quality; 3.) Interest; 4.) Information; 5.) Uniqueness; and, 6.) 

Other (please list__). 

The ninth question recognized that podcast subscribers could download a 

podcast but never actually listen to it, or they may even delete the sound file 
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before downloading the next episode. This question asked test subjects to 

estimate the percentage of podcast episodes that they actually make time to 

listen. The coded responses were: 1.) 0-20%; 2.) 21-40%; 3.) 41-60%; 4.) 61-

80%; or, 5.) 81-100%. Similarly, recognizing that listeners may only hear parts of 

an episode rather than the entire program, question ten asked how often 

listeners fast-forwarded or skipped segments of the audio podcasts to which they 

subscribe. The coded responses were: 1.) Never or Almost Never; 2.) 

Sometimes or occasionally; 3.) Regularly or fairly often; or, 4.) Constantly or 

every episode. Question eleven asked the same thing for video podcasts with the 

same potential responses plus the fifth option, “I do not watch video podcasts.” 

 While questions ten and eleven were enough to satisfy researchers, 

Latino USA producers wanted more specific listener information for their 

particular program. Consequently, question twelve asked when downloading the 

Latino USA podcast, are listeners more interested in hearing the entire show or 

just one or two of the show segments. The coded responses were: 1.) Entire 

Show; 2.) One or Two show segments; 3.) Other; or, 4.) I do not download Latino 

USA podcasts. The fourth response was made necessary when producers 

pointed out that the expressed requirement for a tester to the podcast survey was 

whether he or she had ever downloaded a podcast. It did not ask if survey takers 

had ever specifically downloaded a Latino USA podcast, even though those were 

the listeners targeted in the invitation to take the survey. 

 The thirteenth question asked podcast listeners how they listen to 

podcasts, either by an iPod or some generic Mp3 player; through a cell phone, 
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or via computer. It was, in fact, during the survey testing period that Apple 

Computers introduced and successfully launched their highly publicized 

iPhone, which was billed as a cell phone with Internet access and Mp3 sound 

listening and other advanced digital media capabilities. If the respondents 

indicated they listened to podcasts mainly through personal computers, they 

were directed to the demographic section of the survey. The next series of 

questions was specifically aimed towards podcast listeners who used portable 

personal audio players. Because a computer, even a laptop, was not considered 

a portable listening device, podcast listeners who mainly used computers were 

excluded from this set of questions. 

 The fourteenth question asked since owning a portable digital audio player 

(either an iPod, generic Mp3 player, or cell phone with Mp3 capability) have 

research subjects consumed various other forms of media either “Less,” “More,” 

or the “Same.” (An unpublished “no answer” response was also coded.) The 

activities listed for these possible responses were the following: 1.) Listened to 

streaming online audio; 2.) Listened to traditional broadcast radio; 3.) Listened to 

CDs; 4.) Purchased a music CD; 5.) Listened to satellite radio; 6.) Listened to 

audio books; 6.) Watched television; 7.) Watched a DVD; 8.) Rented a DVD; 9.) 

Rented a Computer Video Game; 10.) Played a Computer Video Game; 11.) 

Read a print newspaper; 12.) Read a Magazine; and, 13.) Read a Book. 

 The fifteenth question was geared towards producer interest into what 

podcast listeners were actually doing as they listened to podcasts on their 

portable digital devices. The question asked what would podcast listeners (or 



 37 

watchers in the case of video podcast) “most likely” be doing while the podcast 

played. The research subjects were asked to pick one activity. The response 

options were based on open-ended responses from the first, failed attempt at a 

survey and were coded into the following:  1.) Morning commute; 2.) Evening 

commute; 3.) Working at job; 4.) Exercising; 5.) Grocery shopping; 6.) Household 

activities; 7.) Traveling; or, 8.) Other (please list__). The sixteenth question gave 

the same potential responses but asked for the research subject’s second “most 

likely” activity, acknowledging that podcast listeners from portable digital devices 

could be engaged in any variety of activities as they listen. 

 The final set of questions was comprised of vital demographic questions 

that producers wanted to know. Gender was the first of these and was question 

seventeen. Question eighteen asked subjects to identify their age group as of 

July 1, 2007. The potential responses were coded into the following: 1.) 18-24; 

2.) 25-34; 3.) 35-44; 4.) 45-54; 5.) 55-64; and 6.) 65+. Again, the survey was not 

geared for listeners under the age of 18 as the program is not geared for children 

and due to IRB restrictions from the host university. 

The nineteenth question asked respondents whether they lived in the 

United States. If they indicated “yes,” there were asked in Question 20 to give 

their five-digit postal zip code in order to identify the region of the country where 

they lived. If they answered “no” they were taken to Question 21 where they 

could type in the name of the country in which they lived. 

 Question 22 asked subjects to voluntarily divulge their race or ethnicity. 

The coded responses were: 1.) Hispanic or Latino; 2.) Black or African-American 
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(non-Hispanic); 3.) Caucasian or White (non-Hispanic); 4.) Prefer not to Answer; 

5.) Mixed Race; 6.) Asian American; 7.) Native American or Indigenous; and, 8.) 

Other (please specify__). 

 Question 23 asked subjects to identify the highest level of education they 

had completed. The coded responses were the following: 1.) Didn't graduate high 

school; 2.) High school diploma or GED certificate; 3.) Some college or a trade, 

technical or vocational degree; 4.) Undergraduate college degree; or, 5.) Post-

graduate degree. 

 Question 24 asked respondents to identify their income group. The coded 

responses were the following: 1.) Under $25,000; 2.) $25k-$34,999; 3.) $35k-

$49,999; 4.) $50k-$74,999; 5.) $75k-$99,999; 6.) $100k-$250K; 7.) More than 

$250K; or, 8.) Prefer not to answer. 

 In order to validate that survey takers were indeed comprised of our 

targeted audience of Latino USA podcast listeners, the twenty-fifth question 

asked test takers how did they hear about taking the online survey they had just 

completed. The potential responses were coded into the following: 1.) “Call Out” 

before or after podcast episode; 2.) On-Air (radio) Announcement; 3.) Found link 

on website; 4.) Email Invitation; 5.) Heard from a Friend; or, 6.) Other (please list 

__). 

 Finally, an open-ended optional question was given survey takers for 

suggestions or comments they could write to program producers. This was the 

last question. No responses were coded. All comments were delivered unfiltered 

to Latino USA producers and the program host. 
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 SURVEY DATA 

As a weekly show, Latino USA is released to National Public Radio 

member stations via satellite through the Public Radio Satellite System every 

Friday at 1 p.m. Eastern time. Latino USA began broadcasting on-air 

announcements to take the survey the last week of June, 2007 and ceased the 

first week of August, 2007. Similarly, the podcast “call-outs” began the last week 

of June, 2007 and ceased the first week of August, 2007. The website survey link 

went online on June 27, 2007 and the survey link was removed from the Latino 

USA website on August 9, 2007. The web survey itself remained active on an 

unpublished website maintained by the College of Communication at the 

University of Texas at Austin. The survey was closed and deactivated on August 

15, 2007. At that point, the data recorded 229 successfully completed web 

surveys. 

Web survey software administered by the College of Communication at 

the University of Texas at Austin statistically compiled much of the data 

responses and served as the permanent link from which the online survey was 

administered. Computerized results were generated by the survey software, 

which reported results to two decimal points. And the hard data was also 

exported as a Microsoft Excel document for later import into statistical 

software for potential cross tabulation. Separately, result data were input into 

statistical software (SPSS) for analysis, which reported results to one decimal 

point: However, one survey question, Question 20, could not be interpreted by 
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the web survey computer or statistical software. Question 20 asked testers to 

input their five digit postal zip code. Web survey computers treated it as a 

numerical value and calculated statistical means, mode, range, and standard 

deviation. This data had to be analyzed “by hand.” 

 

HYPOTHESES 

 Previous research and logic suggests that certain things will be found 

within the podcast demographics and are stated in the following hypotheses. 

H1: Ethnically, the Latino USA podcast (digital) audience will reflect the 

racial demographics of the radio (analog) program. Because Latino USA has a 

general and diverse audience appeal, it is hypothesized that listeners of all 

ethnicities will be interested in the podcast as reflected in the ethnic breakdown 

of the radio audience. 

 H2: Men will outnumber women podcast listeners by a two-to-one margin. 

This is consistently seen in Diffusion of Innovation cases. Men usually comprise 

the large majority of the innovators and early adopters of new technology. 

 H3: The podcast audience will be younger than the radio audience. 

Audience research data of public radio listeners by such respected sources as 

Arbitron™ indicates it is an older audience. The technical nature of digital media 

suggests a younger audience. This cohort is often referred to as “millenials” or 

the “net generation” (Flanigan, 2008:6). 

 H4: The podcast audience will be largely found in regions of the country 

where the Latino USA radio audience is underserved. It is believed that listeners 
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who do not have access to the radio program will be more prone to download the 

Latino USA podcast. 

 

RESEARCH QUESTIONS 

RQ1: Who is downloading the podcast and how does this podcast 

audience compare to the traditional radio audience of the program? Arbitron is 

a highly respected audience research company that provides demographic 

audience information for the so-called “terrestrial” radio audience, but no such 

research is available as yet for podcasts. At best NPR releases data, which 

tracks the monthly digital downloading activity. Since it is a monthly statistical 

track, and not a per episode track, the “average” weekly download within that 

month must be calculated. And if a single person downloads episodes on two or 

more computers at different locations, there is no way of knowing from the 

tracking data. 

RQ2: Where geographically are podcast listeners located?  Are they 

focused around major markets or spread out across the country? Does the new 

podcast audience actually come from terrestrial radio? This information cannot 

be determined by NPR’s monthly download tracking information. Arbitron 

determines this information for radio audiences by calculating audience size per 

station. Each radio station has potential audience reach and is located in specific 

geographic regions. On the other hand, podcast down loaders can literally come 

from anywhere in the world where there is a computer with unfettered Internet 

access. 
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RQ3: Why do digital audience members subscribe to an online podcast 

when a radio broadcast and online streaming is already available? Producers of 

the weekly program do not know why listeners choose the podcast option. As a 

syndicated weekly program, Latino USA does not air in all markets, and can run 

in inconvenient times in the markets that it does serve. For example, the weekly 

half hour radio program airs in its hometown market of Austin, Texas on NPR-

member station KUT-FM on Fridays at 4 p.m.  Since Austin is a state capitol, this 

is prime drive time for radio. Many state employees begin their home commutes 

at that hour. But in San Francisco, the program airs at 6 p.m. on Sundays on 

KQED. In Philadelphia, it airs at 5 a.m. Saturdays on WHYY. At WNYC in New 

York, the program airs 9 p.m. Tuesdays. So even if a local station carries the 

program, it may air at inconvenient times for listeners who wish to hear it. To 

remedy this, for years Latino USA producers made a RealAudio stream 

available to the general public from its website of www.latinousa.org. But the 

RealAudio stream was discontinued due to lack of an audience, especially after 

the podcast became available.  

RQ4: Do audience members actually listen to the podcasts that they 

download? In an era of automated downloads, digital downloading isn’t 

necessarily a guarantor of audience listening. And once the sound file is 

downloaded and opened, to what extent do listeners hear the entire program? Do 

they fast-forward through parts? Or do they treat their podcasts like a radio and 

listen to the programming in its entirety? If they do, then podcasting becomes 
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personalized radio programming for the individual – something new for 21st 

Century digital media. 

RQ5: To what extent are podcast listeners substituting or supplementing 

their consumption of traditional media? Have they reduced their consumption of 

such media or have they merely supplemented their media consumption with 

new digital technology?  
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CHAPTER 4: RESULTS 

 

 A total of 229 records were completed. As stated earlier, host computers 

housed by the College of Communication at the University of Texas at Austin 

generated results to two decimal points. Host computers tabulated results that 

were turned into Results Tables (p. 84 – 92). Separately, result data exported to 

Excel software were either imported or input by hand into statistical software 

(SPSS) for cross tabulation analysis (p. 93 – 103). SPSS results were reported in 

tables to one decimal point. Due to decimal rounding, percentage totals do not 

always equal exactly 100 percent. 

 

DESCRIPTIVE RESULTS 

Although it was redundantly announced, reported, and stated in the survey 

that only individuals who had ever downloaded a podcast should take this 

survey, the first question [Table 4:1], which specifically asked if testers had ever 

downloaded a survey, 209 (or 91.27%) replied “yes” and 20 or 8.73% replied 

“no.” Those who replied “no” were immediately directed to Question 17, which is 

the first of the basic demographic questions of the survey.  

The second question asked testers if they had ever downloaded a “video 

podcast.” Out of 209 valid responses, 132 or 63.16% replied “yes” and 77 or 

36.84% replied “no.” The “no” responses were directed to question five. The 

“yes” responses were asked the third and fourth questions. Question 3 asked 

testers who have downloaded video podcasts if they “mainly” watched video 
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podcasts or listened to audio podcasts, to which 11 or 8.33% indicated they 

mainly “watch video” podcasts and 121 or 91.67% indicated they “mainly listen” 

to audio podcasts.  

Question 4 asked in a typical week how many hours to test subjects spend 

listening to audio podcasts. Five respondents or 3.79% had “no answer;” 16 or 

12.12% indicated “less than 1 hour;” 23 or 17.42% responded “more than 1 hour 

up to 3 hours;” 32 or 24.24% responded “more than 3 hours up to 5 hours;” 18 or 

13.64% responded “more than 5 hours up to 7 hours;” and 38 or 28.79% 

indicated “more than 7 hours” [n=132]. 

Question 5 [Table series 4:2] asked all valid respondents [N=209] the 

extent to which they participated in specific media consumption practices “more,” 

“less,” or “the same” since listening to audio podcasts. The first of these was 

“listen to traditional radio” to which 32 or 15.31% said they did “more;” 89 or 

42.58% said they did “less;” 83 or 39.71% said they listened “the same,” five or 

2.39% replied “not applicable.” The next was “listen to streaming audio online,” 

where 57 or 27.27% said they did “more;” 71 or 33.97% said they did “less;” 52 

or 24.88% said “same;” and, 29 or 13.87 responded “not applicable.” The next 

was “watch television” to which 29 or 13.87% said they did “more;” 92 or 44.01% 

said they did “less;” 71 or 33.97% said they did the “same;” and 17 or 7.42% said 

“not applicable.” The next was “listen to music CDs,” to which 44 or 21.05% said 

they did “more;” 74 or 35.41% said they did “less;” 81 or 38.75% reported doing 

the “same;” and, 10 or 4.78% reported “not applicable.” Again, for all responses 

to Question 5, the valid sample was 209. 
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Question 6 [Table series 4:3] wanted to know what online media (or 

websites) podcast listeners [N=209] use. It lists various media and asks if they 

use those media “never or rarely,” “occasionally or sometimes” or “regularly or 

frequently.” The first media tested was “newspaper websites” to which 20 test 

subjects or 9.57% responded “never or rarely,” 53 or 25.36% responded 

“occasionally or sometimes,” and 136 or 65.07% replied “regularly or frequently.” 

The next was online “streaming audio,” to which 66 or 31.58% responded “never 

or rarely,” 78 or 37.32% said “occasionally or sometimes,” and 65 or 31.1% 

responded “regularly or frequently.” The next was “streaming video” to which 78 

or 37.32% replied “never or rarely,” 97 or 46.41% said “occasionally or 

sometimes,” and 34 or 16.27% responded “regularly or frequently.” The next was 

“read blogs” to which 82 or 39.23% replied “never or rarely,” 68 or 32.53% said 

“occasionally or sometimes,” and 59 or 28.23% responded “regularly or 

frequently.” The next was “post blogs,” to which 151 or 72.25% replied “never or 

rarely,” 33 or 15.79 said “occasionally or sometimes,” and 25 or 11.96% 

responded “regularly or frequently.” The next was “YouTube” to which 72 or 

34.45% replied “never or rarely,” 101 or 48.32% said “occasionally or 

sometimes,” and 36 or 17.22% responded “regularly or frequently.” The next was 

“MySpace” and 155 or 74.16% of the testers replied “never or rarely,” 31 or 

14.83% said “occasionally or sometimes,” 23 or 11.0% responded “regularly or 

frequently;” and two or 1.0% did not record an answer. The final one was 

“Second Life” and 204 respondents or 97.61% replied “never or rarely,” four or 

1.91% said “occasionally or sometimes,” one or 0.48% responded “regularly or 
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frequently.” For all of these responses to Question 6 the valid sample was 209 

respondents. 

Question 7 [Table 4:4] asked respondents how did they first hear about or 

discover the public radio podcasts to which they regularly subscribed. The 

response “on-air announcement” was selected by 47 or 22.49% of the sample, 

83 or 39.73% responded “Browsing iTunes,” 12 or 5.74% chose “directed by 

program’s website,” 9 or 4.31% selected “heard about it from a friend,” 44 or 

21.05% said “found it on NPR website,” five or 2.4% responded “Google™, 

Yahoo™ or other search engine,” and nine or 4.31% said “other.” There were 

209 valid responses. 

Question 8 [Table 4:5] asked podcast listeners to choose one word as the 

main reason why they decided to subscribe to the public radio podcasts to which 

they regularly listen. The word “convenience” was chosen by 72 or 34.44% of the 

respondents; 26 or 12.44% chose “quality;” 61 or 29.19% chose “interest;” 42 or 

20.1% chose “informative,” five or 2.4% chose “uniqueness;” and, three or 1.43% 

chose some “other” response [N=209]. 

Question 9 [Table 4:6] asked respondents to determine the percentage of 

automatically downloaded podcast episodes they actually listen to that come to 

their computer via RSS subscription (automatic podcast subscription). Out of 209 

respondents, eight or 3.82% indicated they listen to “0-20%” of the podcast 

episodes they download; 12 or 5.74% indicate they listen to “21-40%” of their 

downloaded podcast episodes; 23 or 11% responded they listen to “41-60%” or 

their episodes; 53 or 25.36% replied they listen to “61-80%” or their episodes; 
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and, 113 or 54.06% responded they listen to between “81-100%” or their podcast 

episodes. 

Question 10 [Table 4:7] asked how often podcast listeners “skipped” or 

“fast-forwarded” while listening to the audio podcast episodes to which they 

subscribe and 134 or 64.11% said they “never or almost never” fast-forward 

through their podcasts; 64 or 30.62% replied they will fast-forward “sometimes or 

on occasion;” nine or 4.31% say they “regularly or fairly-often” fast forward; and 

two or 0.96% say they “constantly or almost every episode” fast forward through 

their podcasts. There were 209 valid responses. 

Question 11 asked the same question as Question 10 but for video 

podcast audiences. While watching a video podcast, 66 or 31.57% say they 

“never or almost never” fast-forward through their videos; 36 or 17.22 replied 

they will fast-forward “sometimes or on occasion;” 16 or 7.65% say they 

“regularly or fairly-often” fast forward; two or 0.96% say they “constantly or 

almost every episode” fast forward through their podcasts; one or 0.48% say they 

“always” fast forward; and, 88 or 42.11% say they do not watch video podcasts. 

Total valid respondents were 209. 

Question 12 [Table 4:8] specifically asked if podcast listeners to the public 

radio program “Latino USA” were more interested in listening to the entire half-

hour program, or simply to popular show segments. A total of 189 or 90.43% of 

testers responded they were interested in the “entire program;” 19 or 9.1% they 

were only interested in “one or two segments,” and one or 0.48% reported they 

do not download Latino USA podcasts. There were 209 valid responses. 
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Question 13 [Table 4:9] asked what was the primary listening device for 

podcast subscribers to physically listen to episodes. There were 125 respondents 

or 59.8% who said they primarily listened with an “iPod or stand alone Mp3 

player;” zero or 0.0% said they listened with a “cell phone with Mp3 capability;” 

80 or 38.27% said they listened via “computer;” four or 1.91% said they primarily 

listened to podcasts be some “other” means. There were 209 valid responses. 

Respondents who selected answers other than “iPod or stand alone Mp3 player” 

were directed to the demographic section of the survey beginning with Question 

17.  

Questions 14-16 were strictly for iPod (or other portable Mp3 player) 

listeners [n=125]. Question 14 [Table series 4:10] asks if listeners use other 

digital and traditional media “more,” “less” or the “same” because of their iPod or 

stand alone Mp3 player. The first activity was “listened to streaming audio 

online,” to which 15 or 12.0% said they did “more;” 50 or 40.0% replied “less;” 39 

or 31.2% responded “same;” and, 21 or 16.8% answered “not applicable.” The 

next activity was “listened to broadcast radio” to which 11 or 8.8% said they did 

“more;” 63 or 50.4% said “less;” 47 or 37.6% responded “same;” and four or 

3.2% answered “not applicable.” The responses for “listened to music CDs” were 

17 or 13.6% who said they did “more;” 75 or 60.0% said “less;” 32 or 25.6% 

responded “same;” and one or 0.8% answered “not applicable.” The responses 

for “purchased a music CD” were 16 or 12.8% who said they did “more;” 57 or 

45.6% said “less;” 47 or 37.6% responded “same;” and five or 4.0% answered 

“not applicable.” The responses for “listened to satellite radio” were six or 4.8% 
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who said they did “more;” 13 or 10.4% said “less;” 11 or 8.8% responded “same;” 

and 95 or 76.0% answered “not applicable.” The responses to “listened to audio 

books” were 37 or 29.6% who said they did “more;” seven or 5.6% said they did 

“less;” 27 or 21.6% responded “same;” and 54 or 43.2% answered “not 

applicable.” The responses to “watched television” were six or 4.8% who said 

they did “more;” 46 or 36.8% said they did “less;” 64 or 51.2% responded “same;” 

and nine or 7.2% answered “not applicable.” The responses to “watched a DVD” 

were 13 or 10.4% who said they did “more;” 18 or 14.4% said they did “less;” 91 

or 72.8% responded “same;” and three or 2.4% answered “not applicable.” The 

responses to “rented a DVD” were 12 or 9.6% who said they did “more;” 25 or 

20.0% said they did “less;” 80 or 64.0% responded “same;” and eight or 6.4% 

answered “not applicable.” The responses to “rented a video game” were one or 

0.8% who said they did “more;” 14 or 11.2% said they did “less;” 11 or 8.8% 

responded “same;” and 99 or 79.2% answered “not applicable.” The responses 

to “played a video game” were six or 4.8% who said they did “more;” 15 or 12.0% 

who said they did “less;” 16 or 12.8% responded “same;” and 88 or 70.4% 

answered “not applicable.” The responses to “read a print newspaper” were eight 

or 6.4% who said they did “more;” 28 or 22.4% said they did “less;” 84 or 67.2% 

responded “same;” and five or 4.0% answered “not applicable.” The responses to 

“read a magazine” were eight or 6.4% who said they did “more;” 20 or 16.0% 

said they did “less;” 94 or 75.2% responded “same;” and three or 2.4% answered 

“not applicable.” The final activity was “read a book” to which 19 or 15.2% said 

they did “more;” 14 or 11.2% said they did “less;” 91 or 72.8% responded “same;” 
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and one or 0.8% answered “not applicable.” Again, there were 125 valid 

responses to Question 14. 

Question 15 asked portable digital audio podcast listeners what activity 

they were “most likely” to be doing while listening to (or watching) podcasts. And 

Question 16 asked what was their “next most likely” activity. The results of the 

two questions were combined [Table 4:11] had 93 responses or 37.2% chose 

“commuting” which breaks down even further to 51 or 20.4% doing their “morning 

commute” and 42 or 16.8% doing their “evening commute.” Another 39 or 15.6% 

said they were “working at job;” 42 or 16.8% said they were “exercising;” 0 or 

0.0% said they were “grocery shopping;” 42 or 16.8% said they were doing 

“household activities;” 15 or 6.0% said they were “traveling,” and 19 or 7.6% 

responded they were engaged in some “other” activity. The combination of first 

and second “most likely” responses gave us a valid sample of 250 testers.  

When looking only at Question 15 (the “most likely” option) [Table 4:12] 31 

or 24.8% of iPod listeners reported they were “most likely” to be in their “morning 

commute;” eight or 6.4% answered “evening commute;” 26 or 20.8% replied 

“working at job;” 25 or 20.0% said “exercising;” 18 or 14.4% reported doing 

“household activities;” and 17 or 13.6% reportedly were most likely “traveling.” 

There were 125 total responses. 

 

DEMOGRAPHICS 

Question 17 [Table 4:13] begins the demographic portion of the survey by 

asking the respondents gender. Some 87 or 37.99% responded “female” and 142 
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or 62.01% replied “male.” There were 229 valid responses. When the data was 

input into SPSS for statistical analysis, only the 209 valid responses were 

tabulated. Among “valid” podcast listeners [Table 4:14], the breakdown was 79 or 

37.6% “female” and 130 or 62.2% “male.” 

Question 18 [Table 4:15] asked respondents to self-identify the age group 

to which they belong as of July 1, 2007. The results showed 18 or 7.86% were 

between “18 – 24;” 77 or 33.62% said they were between “25 – 34;” 64 or 

27.95% said they were between “35 – 44;” 38 or 16.59% responded they were 

between “45 – 54;” 27 or 11.79% said they were between “55 – 64;” and five or 

2.18% said they were “65 and over.” There were 229 valid responses. Table 4:16 

shows the same results only for the Valid Podcast Listeners. The breakdowns 

were similar where 15 or 7.2% were between “18 – 24;” 72 or 34.4% were 

between “25 – 34;” 62 or 29.7% were between “35 – 44;” 31 or 14.8% were 

between “45 – 54;” 24 or 11.5% were between “55 – 64;” 4 or 1.9% were “65 or 

above; and 1 record (0.5%) failed to record. 

Question 19 [Graphic 4:17] asked if podcast listeners lived in the United 

States and 216 or 94.32% indicated “yes” and 13 or 5.68% indicated “no.” Those 

who replied “yes” were asked to enter their five-digit postal zip code in Question 

20 which computers treated as a numerical value. There were 215 zip-code 

records tabulated for Question 20 ranging from 01852 to 99508 and representing 

202 unique zip codes.  The computers used the numerical information that was 

input and analyzed mean, medium and mode information, clearly not the purpose 

of gathering the five-digit zip codes. The raw information was analyzed by hand 
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and later input into Microsoft Excel® Software. Based on provided zip code 

information, approximately 19.0% of podcast listeners came only from the state 

of Texas, 15.0% came only from the state of California, 9.0% came from the 

NY/NJ/CT Tri-State region, 8.0% came from the DC-Beltway region; 8.0% came 

from the American Northwest territories; 6.0% came from the “Far West” (not 

including California); 6.0% came from Florida and Georgia combined; 5.0% came 

from the American Southwest (not including Texas and California); 5.0% were 

“foreign;” and 19.0% came from “other” U.S.-based locations. Those who replied 

“no” to Question 20 were asked to enter their country of residence in Question 

21. There were two listeners from Japan, two from Canada, three from various 

Latin American countries, two from Korea, one from the African continent, and 

rest from various European states. 

Question 22 [Table 4:18] asked respondents to self-identify their race or 

ethnic identity. The responses were 113 or 49.34% “Hispanic or Latino;” 12 or 

5.24% “Black or African American (non-Hispanic);” 72 or 31.44% “White or 

Caucasian (non-Hispanic);” six or 2.62% “prefer not to answer;” six or 2.62% 

“mixed race (non-Hispanic);” seven or 3.06% “Asian, Southeast Asian or Pacific 

Islander;” zero or 0.0% “Native American or Indigenous;” and 13 or 5.68% merely 

indicated “other.” There were 229 valid responses. Table 4:19 shows the ethnic 

breakdown among the 209 valid podcast listeners. There were 100 or 47.8% 

Hispanic or Latino, 11 or 5.3% Black, 68 or 32.5% White or Caucasian; six or 

2.9% preferred not to answer; seven or 3.3% “mixed” race; six or 2.9% were 

Asian or Pacific Islander; and 11 or 5.3% indicated “other.” 
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Question 23 [Table 4:20] asked test subjects to identify the highest level of 

education that they completed. Among the 229 survey takers who recorded 

answers in this section, two or 0.87% “did not graduate high school;” six or 

2.62% had a “high school diploma” or equivalency; 30 or 13.1% had “some 

college, trade or technical school;” 83 or 36.24% had an “undergraduate degree;” 

and 108 or 47.16% had a “graduate degree.” Looking only at 209 valid podcast 

listeners [Table 4:21], one or 0.5% “did not graduate high school; one or 0.5% 

had a high school “diploma or GED;” 28 or 13.4% had “some college, trade or 

technical school;” 79 or 37.8% had a “bachelor’s degree;” 99 or 47.4% had a 

“graduate degree;” and one or 0.5% had “no answer.” By simple subtraction, we 

can see that among the 20 people who attempted to take the podcast survey 

who had never downloaded a podcast, one did not graduate high school; five had 

a diploma or equivalent; two had some college, trade or technical school; four 

had an undergraduate degree; and nine had a master’s degree or higher. That 

adds to 21, but subtract one for the “no answer” record that came from the SPSS 

software on 209 valid podcasts, and that “minus one” can come from anywhere 

within the subgroup of 20. 

Question 24 [Table 4:22] asked test subjects to identify their income level. 

Among the 229 people who attempted to take the survey, 32 or 13.97% said their 

annual household income was “under $25K;” 14 or 6.11% selected $25K - 

$34,999;” 29 or 12.66% selected “$35K - $49,999;” 45 or 19.65% reported $50K - 

$74,999;” 34 or 14.85% reported “$75K - $99,999;” 60 or 26.2% reported $100K - 

$250K;” two or 0.87% reported “$250K+;” and 13 or 5.68% selected “prefer not to 
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answer.” Among the 209 valid podcast listeners [Table 4:23], 25 or 12.0% said 

their annual household income was “under $25K;” 14 or 6.7% selected $25K - 

$34,999;” 25 or 12.0% selected “$35K - $49,999;” 42 or 20.1% reported $50K - 

$74,999;” 33 or 15.8% reported “$75K - $99,999;” 57 or 27.3% reported $100K - 

$250K;” two or 1.0% reported “$250K+;” and 11 or 5.3% selected “prefer not to 

answer.” 

Question 25 [Table 4:24] asked all test subjects how they learned about 

taking the survey they just completed. Among all 229 subjects, 141 or 61.57% 

said they learned about the survey by the “’call out’ before or after the podcast 

episode;” 37 or 16.16% said they heard an “on-air announcement” about the 

survey; 41 or 17.90% said they “found link on website;” two or 0.87% said they 

received an “email invitation” to take the survey (no such emails were actually 

sent by the researcher); five or 2.18% said they “heard from a friend” about the 

survey; and a total of three or 1.31% selected some “other” option or had no 

answer. Table 4:25 shows the breakdown for the 209 “valid” podcast listeners. 

By simple subtraction it can be determined that out of the 20 non-podcast 

listeners who attempted to take the survey, three claim to have learned about the 

survey from the “call out” from the podcast episode (although they answered they 

have never downloaded an audio podcast episode); six said they learned about 

the survey through an “on-air announcement;” seven “found link on website;” two 

“heard from a friend;” and, two selected “other.” 

Question 26 was an open-ended free area where test subjects could leave 

personal messages for the host and producers of Latino USA with a maximum of 
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1000 characters. Out of 229 responses more than half, 123 or 53.71%, felt 

moved to leave a personal message in this area.  All messages where turned 

over to Latino USA producers and editors and were not analyzed as part of this 

research. 

 

CROSS TABULATIONS 

Statistical analyses were performed in several areas in order to determine 

the extent that media substitution or supplementation was occurring in several 

areas. The first of these cross tabs can be found on Table 4:26 where the radio 

listening habits of all podcast listeners where compared to those whose primary 

listening device is an iPod or portable Mp3 player. Using Pearson Chi-Square 

analysis in SPSS software, the difference appears to be statistically significant 

with an extremely high Chi-Square value [X2 = 159.422a, df = 16; p<001]. While 

all podcast listeners reported listening to less traditional radio [N=209], iPod 

users [n=125] are listening to significantly less radio. The number (54) who listen 

less was more than 100 percent higher than the expected count (26.8). 

Similarly, by comparing iPod users to the listening habits of other media, 

significant differences can be found. Table 4:27 compares the TV Watching 

habits of all podcast listeners [N=209] to that of iPod listeners [n=125] and 

significant differences were also found [X2 = 149.966a, df = 12; p<001]. Again, 

the number who say they watch less TV (40) was significantly higher than 

anticipated (20.2). 
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Table 4:28 compares the Music CD listening habits of all podcast listeners 

to iPod listeners and found a statistically significant difference [X2 = 99.716a; df = 

12; p<001]. Again, the number who say they listen less (50) was much higher 

than anticipated (26.6). 

Table 4:29 compared the Internet Audio Streaming habits of all podcast 

listeners [N=209] to iPod users [n=125]. The analysis showed a statistically 

significant difference, [X2 = 72.373, df = 8; p<001] that was mainly due to an 

unusually high number (19) of “not applicable” responses, which was 12.3 more 

than expected and the very low number (2) of “regular” audio stream listeners 

that listen less since owning an iPod, some 13.9 lower responses than would be 

expected statistically. 

Table 4:30 searched for gender variations within certain tables, the first 

being a cross tabulation analysis of Listening Device by Gender. While there 

were variations in the expectations, there were no statistically significant 

differences [X2 = 4.247a, df = 3; p=0.236]. 

Table 4:31 compared Listening Device by Age and found some significant 

difference [X2 = 35.829a, df = 18; p=0.007]. Two variables factored into these 

differences, both concerning younger podcast listeners. First, the youngest group 

of podcast listeners (18-24 year-olds) was not listening on iPods as highly as 

expected [4 listeners when 9 were expected]. Then the next older group (25-34 

year-olds) was listening to more iPods than expected [49 when 43.1 were 

expected]. Their respective converses were also true (higher than expected 
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computer listening for 18-24 year-olds and lower than expected computer 

listening for 25-34 year-olds). 

Table 4:33 continues a search for difference by gender but in terms of 

Activity While Listening for the iPod users [n=125]. Some differences were noted. 

For example, the number of women who did “household activities” (12) was 

much higher (+5.2) than expected (6.8). Conversely, the number of men doing 

household activities (6) was much lower (-5.2) than expected (11.2). And women 

were doing more “exercising” while they listen (14) than was expected (9.4). 

While marginal, these differences did not measure to be statistically significant 

[X2 = 16.311a, df = 6; p=0.012]. 

Table 4:34 looked at Activity While Listening by Age and found no 

statistically significant difference in the numbers [X2 = 35.472a, df = 30; p=0.226]. 

Also, Table 4:35 looked at Activity While Listening by Ethnicity and found no 

statistically significant difference in the numbers [X2 = 27.202a, df = 30; p=0.613]. 

Further Chi-Square analysis was conducted in order to seek statistically 

significant differences by Gender, Ethnicity and Age. As reported in the Results 

of Chapter 4, Listening Device by Gender [Table 4:30] found variations but no 

statistically significant differences [X2 = 4.247a, df = 3; p=0.236]. 

Table 4:31 compared Listening Device by Age and found statistically 

significant difference [X2 = 35.829a, df = 18; p=0.007] but it was not clear from the 

analysis tables where the statistical significance was coming from. Two variables 

concerning younger podcast listeners were at play. The youngest group of 

podcast listeners (18-24 year-olds) was not listening on iPods as highly as 
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expected [4 listeners when 9 were expected] and the next older group (25-34 

year-olds) listened to more iPods than expected [49 when 43.1 were expected]. 

For researchers, the real story in terms of different habits by age was the 45 

year-old benchmark. So Age [N=209] was recoded into two factors: “Under 45” 

and “45 and Older.” The recoded results [Tables 4:32], in fact, were not 

statistically significant [X2 = 11.585a, df = 6; p=0.072]. 

Table 4:33 searched for difference by gender [N=209] in terms of Activity 

While Listening for iPod users [n=125]. Some differences were noted. For 

example, the number of women who did “household activities” (12) was much 

higher (+5.2) than expected (6.8). And women were doing more “exercising” 

while they listened (14) than was expected (9.4). While marginal, these 

differences did not measure to be statistically significant [X2 = 16.311a, df = 6; 

p=0.012]. 

Table 4:34 showed no statistically significant difference in comparing 

Activity While Listening [n=125] by Age [N=209] [X2 = 35.472a, df = 30; p=0.226].  

Table 4:35 looked at Activity While Listening [n=125] by Ethnicity [N=209] 

and found no statistically significant difference in the numbers [X2 = 27.202a, df = 

30; p=0.613]. The comparison was difficult to see because the ethnicity 

demographic was filled with categories that had very few responses [Table 4:19] 

especially “Mixed” (6 responses), “Prefer Not to Answers” (6 responses), Asians 

(7 responses), Native American (0 responses) and “Other” (11 responses). To 

reduce the statistical comparisons, the ethnicity choices were recoded into just 

four categories: Hispanic, Black, White, and Other. When examining Activity 
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While Listening [n=125] by Recoded Ethnicity [N=209] [Table 4:36], the 

difference was still not statistically significant [X2 = 18.323a, df = 15; p=0.246]. 

Also, looking at Listening Device [N=209] by Recoded Ethnicity [N=209] 

there remained no statistically significant difference [X2 = 18.342a, df = 9; 

p=0.031]. 
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CHAPTER 5: DISCUSSION & CONCLUSION 

 

 Much of the hypotheses in this research involve comparing Latino USA’s 

terrestrial radio audience to the survey results for podcast audiences. Arbitron 

Audience Research conducted national radio audience data analysis for Latino 

USA with additional internal research analysis conducted by National Public 

Radio. Arbitron™ is a private, commercial audience research service paid for by 

subscribers. Founded as a television research group in 1949, Arbitron began to 

focus on radio audience research when Nielson television ratings started to 

dominate the market. Arbitron describes itself on its website as a media and 

marketing research firm whose core business is to measure local and network 

radio audiences in the United States as well as consumer research and the 

development of software for analyzing media audiences and marketing 

information (http://www.arbitron.com/about/home.htm). The group also measures 

television, cable and online radio and conducts market research. Arbitron 

audience research is proprietary data paid for by subscribers. Latino USA show 

producers provided the Arbitron audience information used for comparison in this 

research. (While information provided by Arbitron and by internal NPR analysis is 

properly sourced within this work, it is not information generally available to the 

public.)  

Results of the podcast survey proved some of the hypotheses set out prior 

to the test, but disproved others.   
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 HYPOTHESES 

H1: Ethnically, the Latino USA podcast (digital) audience will reflect the 

racial demographics of the radio (analog) program. Because Latino USA has a 

general and diverse audience appeal, it was hypothesized that listeners of all 

ethnicities would be interested in the podcast as reflected in the ethnic 

breakdown of the radio audience. According to Arbitron audience research, 17% 

of Latino USA’s national listening audience was Hispanic, and 6% was Black as 

of Fall 2007 (Robins, 2008: 25). According to the responses to Question 22 

approximately 5.3% of the podcast audience is Black, which is not significantly 

different from the radio audience. But nearly 48% of the podcast audience is 

Hispanic and less than a third (32.5%) is White. From this data, it is clear that the 

podcast audience is much more ethnically Latino than the largely White radio 

audience. The study does not support the hypothesis. 

 H2: Men will outnumber women podcast listeners by a two-to-one margin. 

Consistently in Diffusion of Innovation cases, men usually comprise the majority 

of the innovators and early adopters of new technology. According to Arbitron 

audience research, nearly 55% of the national radio audience is female as of Fall 

2007 (Robins: 25). However, as seen in the responses to Question 17 only 

37.6% of the valid podcast audience was female and 62.2% was male.  While 

this ratio was not quite a two-to-one margin, it certainly approached it. While not 

a ringing endorsement, it can reasonably be argued that H2 was supported by 

the data. 
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 H3: The podcast audience will be younger than the radio audience. 

Audience research data by Arbitron indicates that public radio listeners are, in 

general, an older audience. In fact, Arbitron audience research indicated the age 

of the national listening audience specifically for Latino USA broke up in the 

following manner: 4% were aged 12 – 24 (the podcast audience research did not 

test anyone under the age of 18); 9% were aged 25 – 34; 18% were aged 35 – 

44; 23% were aged 45 – 54; 22% were aged 55 – 64; and 25% were aged 65 

and up (Robins: 25). Conversely, 7.2% of the valid podcast audience as seen in 

the responses to Question 18 [Table 4:26] were aged 18 – 24; 34.4% were 35 – 

34; 29.7% were aged 35 – 44; 14.8% were aged 45 – 54; 11.5% were aged 55 – 

64; 1.9% were aged 65 or over; and 0.5% (1 case) failed to be recorded. 

Collectively, 70% of Latino USA’s national radio audience was aged 45 and 

above according to Arbitron audience research (Robins: 25). But according to 

this survey, 71.3% of the valid podcast audience was under the age of 45, almost 

the polar opposite. This strongly supports H3. 

 H4: The podcast audience will be largely found in regions of the country 

where the Latino USA radio audience is underserved. It was believed by 

researchers that listeners who do not have access to the terrestrial radio program 

would be more prone to download the Latino USA podcast via the World Wide 

Web. According to Arbitron audience ratings, as of Fall of 2007 some 60% of 

Latino USA’s national listening audience could be heard on just 10 stations (and 

their repeater stations) in the following markets: San Francisco, CA provided 

13.1% of Latino USA’s entire national listening audience; Austin, TX provided 
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8.0%; New York, NY provided 8.0%; San Antonio, TX provided 5.6%; 

Albuquerque, NM provided 5.6%; Chicago, IL provided 4.6%; Newark, NJ 

provided 4.2%; Philadelphia, PA provided 4.1%; Seattle, WA provided 3.7%; and 

Sacramento, CA provided 3.4% (Robins: 25). When collected into regions, the 

top 10 radio stations were: California – 16.5%; Texas – 13.6%; New York – 

12.2%; Southwest – 5.6%; Northwest – 4.6%; Pennsylvania – 4.1%; and Far 

West – 3.7%. This does not include approximately 120 radio stations and 

“repeater” stations that comprise 40% of the national radio audience according to 

Arbitron. Arbitron estimates that 81 radio stations and 48 “repeater” stations carry 

Latino USA on a weekly basis [Graphic 5:1]. While 60% of the national audience 

is generated by the 10 stations (and seven repeaters) mentioned above, the 

remaining 71 stations and their repeaters, comprising 40% of the audience 

measured by Arbitron, break down into the following regions: Texas – 18.6%; 

California – 10%; New York Tri-State – 7.1%; DC Beltway – 7.1%; Northwestern 

Territories – 8.6%; Far West – 8.6%; Florida/Georgia – 11.4%; Southwest – 

12.6%; and “other” – 17.1% (Robins: 25). These percentages are for number of 

stations, not for audience. For example, 18.6% of the 71 stations and their 

repeaters that comprise 40% of the national radio listening audience are from 

Texas; 10% of are from California; etc. The podcast listening audience seen in 

Graphic 4:17 has Texas – 19%; California – 15%; New York Tri-State – 9%; DC-

Beltway – 8%; Northwest – 8%; Far West – 6%; Florida/Georgia – 6%; 

Southwest – 5%; Foreign – 5%; and, Other – 19%. Given the complexity of 

measuring national radio audiences; the lack of comparing like items; and the 
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general regional breakdown; it cannot be reliably determined that H4 is 

supported, although the data leans towards the conclusion that it is not. In short, 

while it was hypothesized that the Latino USA podcast would be more popular 

where the national radio program was largely unavailable, the data, as it stands, 

cannot support this. The podcast does not appear to be a distribution substitute 

for where the terrestrial radio program is generally unavailable locally or available 

only at inconvenient times of the day, contrary to what was hypothesized. 

   

RESEARCH QUESTIONS 

RQ1: Who is downloading the podcast and how does this podcast 

audience compare to the traditional radio audience of the program? Arbitron 

audience research indicates that Latino USA’s national radio audience is 55% 

female; 72% “white;” 71% aged 45 and over; and 64% college graduate (Robins: 

25). This survey indicates that the Latino USA podcast audience is 62.7% male; 

47.8% “Hispanic/Latino;” 70% under the age of 45 (looking at Table 4:16, 64.1% 

of the podcast audience is between the ages of 25 – 44); and 85.2% have at 

least a college degree (and 47.4% with at least a graduate degree). Rather than 

reflect the demographics of the terrestrial radio audience, the podcast audience 

appears altogether different, demographically speaking. In general, it can be said 

that Latino USA’s podcast audience is significantly younger, more educated, 

more male, and more “Latino” than the national radio audience. The regional 

breakdown, however, is an altogether different matter. 
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RQ2: Where geographically are podcast listeners located?  Are they 

focused around major markets or spread out across the country? Much of the 

data to answer this research question was presented in H4 above. Some 

additional observations, however, can be made. Looking at the top 10 stations 

and their repeaters that comprise 60% of the national radio audience, it can be 

reliably determined that 35.7% of the entire radio audience comes from states 

that comprise the old American Southwest, from Texas to California. As for the 

remaining (non-top 10) stations that comprise 40% of the radio listening audience 

as measured by Arbitron, 41% of those stations are located in the old American 

Southwest. Similarly, when looking at the podcast audience data provided by this 

survey, 39% of the podcast audience comes from the old American Southwest. 

All this is compelling enough to indicate that the podcast audience, 

geographically speaking, is remarkably similar to the radio audience. This 

conclusion is further supported by a lack of a large foreign podcast listener base, 

as Latino USA is not heard in foreign markets. This leads this researcher to 

conclude that people who know about Latino USA thanks to their local NPR 

station are more likely to be podcast audience members than people who live in 

regions where the radio program is not available. Question 7 of the survey asked 

how podcast listeners learned about the podcasts to which they listen. The most 

popular response (Table 4:4) was “Browsing iTunes,” which represented nearly 

40% of podcast listeners. But if this were completely true, then it would seem 

logical that the audience would be located in many regions of the country where 

the radio program was not available locally, or even have more listeners from 
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outside the country. Perhaps the more nuance conclusion is that having Latino 

USA air locally made podcast audiences more aware of the program (similar to 

audience “reach”) and then finding the program while browsing iTunes made 

them more willing to subscribe to the weekly podcast (similar to actual listening 

audience). 

RQ3: Why do digital audience members subscribe to an online podcast 

when a radio broadcast and online streaming is already available? According to 

Latino USA producers, the syndicated nature of the weekly half-hour program 

makes the Latino USA local “air times” inconsistent across the country. For 

example, the weekly half hour radio program airs in its hometown market of 

Austin, Texas on NPR-member station KUT-FM on Fridays at 4 p.m. But in San 

Francisco, the program airs at 6 p.m. on Sundays on KQED. In Philadelphia, it 

airs at 5 a.m. Saturdays on WHYY. At WNYC in New York, the program airs 9 

p.m. Tuesdays. It was assumed that the issue of convenience for the radio 

broadcast (or lack of convenience) would be a major one for podcast listeners 

and to some extent the survey data appears to have borne that out by the 

popularity of the “convenience” response within the survey. Question 8 directly 

asked subscribers to choose a “main reason” for subscribing to the podcasts to 

which they listen. The word “convenience” was chosen [Table 4:5] by 34.44% of 

the respondents; 29.19% chose “interest;” 21.1% chose “informative,” 12.44% 

chose “quality;” and so on. The first response, “convenience” was one that the 

new technology (podcasts) could address uniquely. The remaining responses 

spoke more to the editorial content of the podcast itself. By combining these 
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responses, the following phrase could apply to this research question directly: 

Listeners choose to subscribe to podcasts even though the radio option is 

available because podcasts are more convenient while the content was 

interesting, informative and of high quality. Such a blanket statement is 

supported by the data by encompassing 97.17% of all podcast survey 

respondents. 

RQ4: Do audience members actually listen to the podcasts that they 

download? In an era of automated downloads, digital downloading isn’t 

necessarily a guarantor of audience listening. Question 9 asked respondents to 

rate the percentage of podcast episodes that they actually listen to that are 

automatically downloaded to their computer via RSS subscription. And the data 

indicates that they do. More than 79% of podcast subscribers listened to more 

than 60% of their automated podcasts (based on Table 4:6) and more than half, 

54.06%, said they listened to at least 80% of their podcasts downloads. 

Furthermore, as we see in Question 10 [Table 4:7], 64.11% of podcast listeners 

“never or almost never” skipped or fast-forwarded through their podcast episodes 

and 30.62% saying they will fast-forward only “sometimes or on occasion.” 

Finally, when asked in Question 12 if podcast listeners were interested in the 

entire half-hour episode of Latino USA or just in a segment or two [Table 4:8], 

more than 90% replied they were interested in listening to the entire half-hour 

program. Based on these combined responses it can be reliably reported that 

podcast audiences do listen to their podcasts. While the process can be 
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automated, podcast audiences report that they actually listen to downloaded 

episodes. 

RQ5: To what extent are podcast listeners substituting or supplementing 

their consumption of traditional media? The real question is whether podcast 

listeners have reduced their consumption of other media or have they merely 

supplemented their media consumption with new digital technology? Question 5 

of the survey asked the extent to which listeners listened to specific media 

“more,” “less,” or the “same” since becoming podcast subscribers. The 

responses [Table 4:2a] show that that 42.58% of podcast listeners say they listen 

to “less” radio compared to 39.71% who listened the “same” and 15.31% who 

claim to listen “more.” Similarly, Table 4:2c shows that 44.01% watch television 

“less” as opposed to 33.97% who watch the “same” and 13.87% who say they 

watched “more” TV. Clearly, the data shows a complex picture where media 

substitution appears to be occurring in some, while media supplementation is 

occurring among others. This picture looks surprising different when looking 

specifically at iPod (or portable Mp3 player) users [Question 14]. Table 4:10b 

shows that 50.4% of iPod users listened to less traditional radio and Table 4:10g 

showed 36.8% watched less television versus 51.2% who watched the same. A 

Pearson’s Chi-Square analysis that compared all podcast listeners [N=209] to 

iPod users [n=125] showed differences that were statistically significant among 

various media. Radio Listening by iPod users [Table 4:26] was significant [X2 = 

159.422a, df = 16; p<001]. Television Watching by iPod users [Table 4:27] was 

statistically significant [X2 = 149.966a, df = 12; p<001]. Music CD listening was 
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statistically significant [X2 = 99.716a; df = 12; p<001]. Even online Audio 

Streaming differences were statistically significant [X2 = 72.373, df = 8; p<001]. 

Given the data as a whole, it can reliably be reported that Media 

Supplementation and Media Substitution both are occurring, but iPod users are 

significantly more likely to be substituting rather than supplementing their media 

usage when separated from all podcast listeners including computer-only. 

 

 DISCUSSION 

 As far as the producers of NPR’s Latino USA are concerned, the podcast 

survey was a major success. It provided valuable insight into their podcast 

audience and gave producers information that was previously unknown. 

Unfortunately, most radio programs that also produce podcasts remain largely in 

the dark in terms of hard information regarding their podcast audiences. But the 

unscientific way in how the survey was conducted makes expanding the results 

to all podcasting highly problematic. Nonetheless the results presented here 

provide important insight into this new, digital audience, especially since there is 

a general lack of original social science research overall into this field. Still, the 

results raise important questions, worthy of future study. The results imply that 

for radio producers the podcast audience is very different from the radio 

audience, demographically speaking. In the literature we see this isn’t 

necessarily true for a niche-program like Astronomy Cast, whose podcast 

audience is much more similar to its radio show. From this it can be concluded 

that for a program like Latino USA, which strives to be a mainstream program 
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with a diverse, mainstream audience, podcasting audiences are much more 

narrow – attracting niche audiences specifically seeking Latino content. By 

contrast a program that starts out with more of a niche-audience such as 

Astronomy Cast retains its narrow audience in a podcast. 

 Another important point to make is that a major portion of the national 

podcast audience was not studied in this research – that of school and medical 

podcasts, extremely niche in nature and almost interpersonal in their approach. 

The area where podcasts are growing the fastest at the end of 2008 into 2009 is 

universities, where lectures and class presentations are now podcasted. The 

same could be said for medical fields and among scientists and researchers, in 

general. These are podcast programs that are not designed for a mass audience. 

These are highly personalized productions designed for much smaller audiences 

than that sought by radio podcasts producers. While individually, these 

specialized podcasts have small audiences, they collectively represent an 

audience of millions. No research to date has been done looking into these 

audiences. It’s not even clear how many professors, researchers, and medical 

professionals use podcasts. This is an area that is ripe for further research. 

 

CONCLUSIONS 

The researcher acknowledges certain weaknesses in this study. By 

focusing on one particular podcast program, the survey is not random and Table 

4:25 shows that a majority of survey takers – 66% of Valid Podcast Listeners – 

learned about the survey by hearing the “call out” that aired immediately before 



 72 

and immediately after the podcast itself. As such, the survey takers were 

targeted and not random. Yet, despite being targeted, the response rate 

represented by 209 valid surveys was not encouraging. According to internal 

tracking numbers provided by radio station KUT-FM in Austin, Texas, which 

hosts the site from which podcasts are downloaded, an average of 2427 weekly 

podcast downloads had been the norm for an eight-month period leading up to 

the summer of 2007, with a low of 2124 weekly podcast downloads in September 

of 2006 and a high of 2857 weekly downloads in April 2007. Using the average of 

2427 weekly downloads, 209 valid surveys translates into an 8.6% response 

rate.  Also, it was recently learned by Latino USA producers that the 

computerized download count also includes a handful of “third party” podcast 

websites that make the program available for download. Because those third 

party downloads are not calculated, this makes the calculated response rate an 

inflated number. This poor response rate of a targeted audience significantly 

questions whether the sample accurately reflects the responses and attitudes of 

the entire podcast audience. However, the lack of empirical information on 

podcast audiences in general makes this research, despite these obvious 

weaknesses, a giant leap forward in the academic understanding of this new and 

growing digital medium. 

 Still, the poor response rate despite a targeted survey raises potentially 

significant questions about this digital audience. Within the survey, there were 

specific questions determined to ascertain whether podcast subscribers actually 

listened to the podcasts to which they subscribe. And within this sample, it is 
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clear that podcast subscribers actually listen to their automatically downloaded 

podcasts. But if this sample represents the “core” audience rather than reflects 

typical behavior, then the responses recorded in this research obviously do not 

reflect the beliefs and practices of the entire population researchers attempted to 

study. In other words, perhaps there was such a poor response rate because the 

larger majority of people who downloaded podcasts never physically heard the 

episodes and therefore missed the “callouts” to take the survey embedded before 

and after the podcast. Apple iTunes will automatically display the most recent 

unplayed podcast episode onto its iTunes browser, making it difficult (but not 

impossible) to play a podcast out of order (Joseph, 2008). But “playing” a 

podcast is a much different proposition than “listening” to the podcast. And while 

unplayed podcasts can accumulate thanks to automatic downloads, online host 

sites still track the download of a podcast episode simply as a download. 

Producers assume that once downloaded, the podcast is actually listened to by 

an audience member. 

 Arbitron, the respected audience research organization, is trying to 

address this in more traditional mass media with their “Portable People Meter™ 

(PPM™)” technology. In the past, Arbitron relied on media “diaries” where 

volunteers actually tracked their daily media consumption via a written diary that 

they eventually give to Arbitron researchers for analysis. But the PPM™ actually 

makes the process passive rather than active for the volunteer. According to their 

website (http://www.arbitron.com/about/home.htm), the PPM™ works when the 

portable device picks up and tracks inaudible signals embedded in the audio 
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portion of broadcast media. Whenever someone with a PPM™ is near this media 

a record of the signal gets made. No diaries are necessary. In the future, the 

reliability of determining actual podcast audience could possibly be measured by 

People Meter technology, rather than by tracking digital downloads, or taking a 

volunteers word for it. 

The data from the Latino USA online podcast survey greatly expanded the 

podcast producers’ knowledge of this unknown audience. Demographically, the 

podcast audience looks significantly different from the radio audience from 

whence it emerged but does not appear to be regionally different. In fact, prior to 

this research, it was not clear whether the podcast audience emerged on its own 

or simply came from the normal radio audience. It had been hypothesized that 

the podcast audience would reflect the demographics of the radio audience, 

except in regards to age where younger people were expected to be more 

comfortable in using new technology. While the difference in age was correctly 

hypothesized, this research shows a vastly different picture, demographically 

speaking, but not so regionally speaking.  The regional similarities between both 

audiences show that podcasts are not a means of extending the audience 

beyond the reach of the radio audience, as program producers had hoped. There 

is a podcast audience for Latino USA, and that audience is equal to or less than 

1% the size of the radio audience. If the podcast audience were measured like a 

station, it would need to be at least tripled in its current size to be considered a 

significant station. And it would need to be quadrupled in size to be considered a 

minor “top 10” performing station for the program. As such, the podcast audience 
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for Latino USA is clearly a high quality audience, but in terms of quantity, it is, 

essentially, insignificant. And that finding in itself is significant. 

Why is the podcast audience so small? Quite, simply, the data obtained in 

this research leads to the conclusion that, despite attempts by producers to 

create a mass audience of podcast listeners, audiences themselves recognize 

podcasts as a niche medium while the radio program is viewed as the mass 

medium. In the end, it is the interpersonal connection that draws listeners to 

become podcast subscribers. The nature of the podcast is not the mass appeal.  

 

FUTURE RESEARCH 

It can now be said with empirical authority that podcasts are a niche 

medium and future research needs to incorporate interpersonal communication 

theory to its study in addition to mass communication theory. As digital media, 

some mass communication tenets apply through podcasts use of the Internet as 

a distribution medium. But podcast downloading and loading is a deliberate 

decision by an individual. There’s a passivity involved in consuming broadcast 

mass media. Print mass media requires more activity by consumers than 

broadcast media. Podcasting is even less passive. More research into how and 

why those decisions are made would increase our knowledge of this digital 

medium significantly. And it is presumed that interpersonal communication 

concepts would explain some, if not all, of these decisions. 

In the case of podcast programs which duplicate – rather than supplement 

– regular mass medium programming, the fact that podcast audiences do not 
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well-reflect typical mass media audiences of the same programming can now be 

assumed. In the case of Latino USA, further research will function on the 

assumption that the podcast audience looks nothing like the radio audience. The 

same should hold true for other programs. But this has yet to be empirically 

established with reliability. 

Incentives must be used to encourage a higher response rate for future 

surveys. While 209 responses are enough to conduct this research with some 

statistical reliability, Latino USA podcast listeners did not respond well to the 

survey “callout” in general with a response rate of under 9 percent. By contrast, 

the Astronomy Cast podcast survey had 2257 responses, representing about 23 

percent of their entire podcast audience. The Astronomy Cast survey gave an 

incentive of giving access to “hidden content” for successful completion of the 

survey (Gay, 2007). This incentive worked well for an audience of science geeks. 

As radio producers, Latino USA personnel have access to radio giveaways and 

promotional materials that could easily be provided as an incentive to online 

survey takers with little to no cost. 

Finally, further audience research should be conducted within the context 

of seeing podcasts as a niche medium. Where podcasting is catching on the 

fastest is within medical fields, on college campuses and within the scientific 

community. None of these potential uses of podcast programming were studied 

in this research, but this very well may be where the future of the medium lies. 
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Results: Tables & Graphs 

 
 
Chapter 1 
 
Graphic 1:1 – Google Search dated July 10, 2008 for “podcast.” 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Chapter 2 
 

Table 2:1 - Demographic Profile for iTunes Podcasting Audience (Oct. 2006) 

 
   Demographic All Internet Podcast Audience 
 Gender 
        Male 51%  63%  
        Female 49%  37% 
 Age 
        18-24 14%   29% 
        25-34 20%  14% 
        35-44 24%  27% 
        45-54 22%  23% 
        55-64 13%    5% 
        65+   6%   2% 
Household Income 
    Less than $25,000  9%   7% 
     $25,000-$50,000  21%  16% 
     $50,000-$75,000   29%  27% 
     $75,000-$100,000   17%  19% 
     $100,000+         24%  31% 
Education Level 
     High School      28%  25% 
     Some College/Assoc 34%        28%  
  Degree/Grad.School 37%   47% 

SOURCE: comScore, Inc.  
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Figure 2:2 - Innovativeness and Adopter Categories Based on Time of Adoption 

 

SOURCE: Rogers’ Diffusion of Innovations (1983) p. 247. 

 
Figures 2:3 - Diffusion Curves for Alternative Definition of “Adopter.” 

 

SOURCE: Fichman & Kemerer (1999) p. 2. 

 

Figure 2:4 - Growing Assimilation Gap Model 
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SOURCE: Fichman & Kemerer (1999) p. 3. 

CHAPTER 4 RESULTS TABLE 
 
Table 4:1 – Have You Ever Downloaded an Audio Podcast? 
 

PODCAST DOWNLOAD 
 

Answer     Count  Percentage 
Yes (1)     209 91.27% 
No (2)      20  08.73% 
Not Applicable (4)      0  00.0% 

    TOTAL 229 ±100% 
 
 

Table 4:2 - Since Listening to Podcasts which media do you use more, less or the same? 
 

(A) Listen to Traditional Radio 
 

Answer     Count  Percentage 
More (1)    32  15.31% 
Less (2)    89  42.58% 
Same (3)    83  39.71% 
Not Applicable (4)    05  02.39% 

    TOTAL 209 ±100% 
 

(B) Listen to Streaming Audio Online 
 

Answer     Count  Percentage 
More (1)    57  27.27% 
Less (2)    71  33.97% 
Same (3)    52  24.88% 
Not Applicable (4)    29  13.87% 

    TOTAL 209 ±100% 
 

(C) Watch Television 
 

Answer     Count  Percentage 
More (1)    29  13.87% 
Less (2)    92  44.01% 
Same (3)    71  33.97% 
Not Applicable (4)    17  07.42% 

    TOTAL 209 ±100% 
 

(D) Listen to Music CDs 
 

Answer     Count  Percentage 
More (1)    44  21.05% 
Less (2)    74  35.41% 
Same (3)    81  38.75% 
Not Applicable (4)    10  04.78% 

    TOTAL 209 ±100% 
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Table 4:3 – Which web resources do you use Never or Rarely, Occasionally or Sometimes, 
or Regularly or Frequently? 
 

(A) Newspaper Websites 
 

Answer     Count  Percentage 
Never or Rarely (1)    20  09.57% 
Occasionally or Sometimes (2)   53  25.36% 
Regularly or Frequently (3)  136  65.07% 

    TOTAL 209 ±100% 
 

(B) Streaming Audio 
 

Answer     Count  Percentage 
Never or Rarely (1)   66  31.58% 
Occasionally or Sometimes (2)  78  37.32% 
Regularly or Frequently (3)  65  31.10% 
   TOTAL 209 ±100% 

 
(C) Streaming Video 

 
Answer     Count  Percentage 
Never or Rarely (1)   78 37.32% 
Occasionally or Sometimes (2)  97 46.41% 
Regularly or Frequently (3)  34  16.27% 
   TOTAL 209 ±100% 

 
(D) Read Blogs 

 
Answer     Count  Percentage 
Never or Rarely (1)   82  39.23% 
Occasionally or Sometimes (2)  68  32.53% 
Regularly or Frequently (3)  59  28.23% 

    TOTAL 209 99.99% 
 

(E) Post Blogs 
 

Answer     Count  Percentage 
Never or Rarely (1)   151 72.25% 
Occasionally or Sometimes (2)   33  15.79% 
Regularly or Frequently (3)   25  11.96% 

    TOTAL 209 ±100% 
 

(F) YouTube 
 

Answer     Count  Percentage 
Never or Rarely (1)    72  34.45% 
Occasionally or Sometimes (2)  101 48.32% 
Regularly or Frequently (3)   36  17.22% 

    TOTAL 209 ±100% 
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(G) MySpace 
 

Answer     Count  Percentage 
Never or Rarely (1)   155 74.16% 
Occasionally or Sometimes (2)   31  14.83% 
Regularly or Frequently (3)   23  11.00 

    TOTAL 209 ±100% 
 

(H) SecondLife 
 

Answer     Count  Percentage 
Never or Rarely (1)   204 97.61% 
Occasionally or Sometimes (2)    4  01.91% 
Regularly or Frequently (3)    1  00.48% 

    TOTAL 209 ±100% 
 
 
Table 4:4 – How did you first learn about the PUBLIC RADIO podcasts to which you 
subscribe? 

 
 

Answer     Count  Percentage 
On-Air Announcement (001)  47  22.49% 
Browsing iTunes (002)    83  39.73% 
Program’s Website (003)  12  05.74% 
Heard from Friend (004)  09 04.31% 
Found on NPR Web site (005) 44 21.05% 
Internet Search Engine (006) 05 02.40% 
Other (009)   09 04.31% 

    TOTAL 209 ±100% 
 
 
Table 4:5 – What one word would you use to describe your MAIN REASON for subscribing 
to podcasts? 

 
 

Answer     Count  Percentage 
Convenience (001)   72  34.44% 
Quality (002)     26  12.44% 
Interest (003)    61  29.19% 
Informative (004)  42 20.10% 
Uniqueness (005)  05 02.40% 
Other (009)   03 01.43% 

    TOTAL 209 ±100% 
 
 
Table 4:6 – What percentage of automatic podcast downloads do you actually hear? 

 
 

Answer     Count  Percentage 
0–20$ (001)     08  03.82% 
21%–40% (002)     12  05.74% 
41%–60% (003)     23  11.00% 
61%–80% (004)    53 25.36% 
81%–100% (005)  113 54.06% 

    TOTAL 209 ±100% 
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Table 4:7 – How often do you “fast-forward” or skip through podcasts? 

 
 

Answer     Count  Percentage 
Never or almost never (001)  134  64.11% 
Sometimes/occasionally (002)   64  30.62% 
Regularly/Often (003)   09  04.31% 
Constantly/Almost Always (004)  02 00.96% 
Always (005)    00 00.00% 

    TOTAL 209 ±100% 
 
 
Table 4:8 – Are you more interested in the entire show of Latino USA or show segments? 

 
 

Answer     Count  Percentage 
Entire Show (001)   189  90.43% 
Show Segments (002)     19  09.10% 
Do Not Listen (003)    1  00.48% 

    TOTAL 209 ±100% 
 
 
Table 4:9 – What is your primary listening device for podcasts? 

 
 

Answer     Count  Percentage 
IPod/Mp3 player (001)   125  59.80% 
Cell Phone w/ Mp3 (002)    0  00.00% 
Personal Computer (003)  80  38.27% 
Other (009)     4 01.91% 

    TOTAL 209 ±100% 
 
 
Table 4:10 - Since owning an iPod, do you consume the following media more, less or the 
same? 

 
(A) Listened to streaming online audio 

 
Answer     Count  Percentage 
More (1)    15  12.0% 
Less (2)    50  40.0% 
Same (3)    39  31.2% 
Not Applicable (4)   21  16.8% 

    TOTAL 125 ±100% 
 

(B) Listened to traditional broadcast radio 
 

Answer     Count  Percentage 
More (1)    11  08.8% 
Less (2)    63  50.4% 
Same (3)    47  37.6% 
Not Applicable (4)    04  03.2% 
   TOTAL 125 ±100% 
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(C) Listened to music by CD 
 

Answer     Count  Percentage 
More (1)    17  13.6% 
Less (2)    75  60.0% 
Same (3)    32  25.6% 
Not Applicable (4)    01  00.8% 

    TOTAL 125 ±100% 
 

(D) Purchased a Music CD 
 

Answer     Count  Percentage 
More (1)    16  12.8% 
Less (2)    57  45.6% 
Same (3)    47  37.6% 
Not Applicable (4)    05  04.0% 
   TOTAL 125 ±100% 

 
(E) Listened to satellite radio 

 
Answer     Count  Percentage 
More (1)    06  04.8% 
Less (2)    13  10.4% 
Same (3)    11  08.8% 
Not Applicable (4)   95  76.0% 
   TOTAL 125 ±100% 

 
(F) Listened to audio books 

 
Answer     Count  Percentage 
More (1)    37  29.6% 
Less (2)    07  05.6% 
Same (3)    27  21.6% 
Not Applicable (4)   54  43.2% 
   TOTAL 125 ±100% 
 

(G) Watched Television 
 

Answer     Count  Percentage 
More (1)    06  04.8% 
Less (2)    46  36.8% 
Same (3)    64  51.2% 
Not Applicable (4)    09  07.2% 
   TOTAL 125 ±100% 

 
(H) Watched a DVD 

 
Answer     Count  Percentage 
More (1)    13  10.4% 
Less (2)    18  14.4% 
Same (3)    91  72.8% 
Not Applicable (4)    03  02.4% 
   TOTAL 125 ±100% 
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(I) Rented a DVD 
 

Answer     Count  Percentage 
More (1)    12  09.6% 
Less (2)    25  20.0% 
Same (3)    80  64.0% 
Not Applicable (4)    08  06.4% 

    TOTAL 125 ±100% 
  

(J) Rented a Video Game 
 

Answer     Count  Percentage 
More (1)    01  00.8% 
Less (2)    14  11.2% 
Same (3)    11  08.8% 
Not Applicable (4)   99  79.2% 
   TOTAL 125 ±100% 

  
(K) Played a video game 

 
Answer     Count  Percentage 
More (1)    06  04.8% 
Less (2)    15  12.0% 
Same (3)    16  12.8% 
Not Applicable (4)   88  70.4% 
   TOTAL 125 ±100% 

  
(L) Read a Print Newspaper 

 
Answer     Count  Percentage 
More (1)    08  06.4% 
Less (2)    28  22.4% 
Same (3)    84  67.2% 
Not Applicable (4)    05  04.0% 

    TOTAL 125 ±100% 
 

(M) Read a Magazine 
 

Answer     Count  Percentage 
More (1)    08  06.4% 
Less (2)    20  16.0% 
Same (3)    94  75.2% 
Not Applicable (4)    03  02.4% 
   TOTAL 125 ±100% 

  
(N) Read a Book 

 
Answer     Count  Percentage 
More (1)    19  15.2% 
Less (2)    14  11.2% 
Same (3)    91  72.8% 
Not Applicable (4)    01  00.8% 
   TOTAL 125 ±100% 
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Table 4:11 - What are the MOST LIKELY Activities you will be doing as you listen to 
podcasts? (Top 2 answers combined) 

 
Most Likely Activity 

 
Answer     Count  Percentage 
Morning Commute  52  20.8% 
Evening Commute  42  16.8% 
Working at Job   39  15.6% 
Exercising   42 16.8% 
Household Activities  42 16.8% 
Traveling   15 06.0% 
Other (009)   19 07.6% 
   TOTAL 250 ±100% 

 
 
Table 4:12 - What is the MOST LIKELY Activity you will be doing as you listen to 
podcasts? (Top answer only.) 

 
Most Likely Activity 

 
Answer     Count  Percentage 
Morning Commute  31  24.8% 
Evening Commute  08  06.4% 
Working at Job   26  20.8% 
Exercising   25 20.0% 
Household Activities  18 14.4% 
Traveling   17 13.6% 
   TOTAL 125 ±100% 

 
 
Table 4:13 - Gender Breakdown of All Survey Takers 

 
 

Answer     Count  Percentage 
Female (1)     87 37.99% 
Male (2)    142  62.01% 

    TOTAL 229 ±100% 
 
 

Table 4:14 - Gender Breakdown of Valid Podcast Listeners 
 

 
Answer     Count  Percentage 
Female (1)     79 37.6% 
Male (2)    130  62.2% 

    TOTAL 209 ±100% 
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Table 4:15 – Age group (as of 7/1/2007) of All Survey Takers 
 
 

Answer     Count  Percentage 
18 – 24 (001)    18  07.86% 
25 – 34 (002)     77  33.62% 
35 – 44 (003)    64 27.95% 
45 – 54 (004)   38 16.59% 
55 – 64 (005)   27 11.79% 
65 & over    5 02.18% 

    TOTAL 229 ±100% 
 
 
Table 4:16 – Age group (as of 7/1/2007) of Valid Podcast Listeners 

 
 

Answer     Count  Percentage 
18 – 24 (001)    15  07.2% 
25 – 34 (002)     72  34.4% 
35 – 44 (003)    62 29.7% 
45 – 54 (004)   31 14.8% 
55 – 64 (005)   24 11.5% 
65 & over    4 01.9% 
Did Not Record    1 00.5% 

    TOTAL 209 ±100% 
 
 
Graphic 4:17 – Podcast Audience Location by Zip Code 
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Table 4:18 – Ethnic Breakdown of All Survey Takers 
 
 

Answer     Count  Percentage 
Hispanic/Latino (001)  113  49.34% 
Black non-Hisp (002)     12  05.24% 
White non-Hisp (003)   72 31.44% 
Prefer No Answer (004)    6 02.62% 
Mixed (005)     6 02.62% 
Asian/Pacific Isl./SE Asian (005)   7 03.06% 
Native America/Indig.    0 00.00% 
Other     13 05.68 

    TOTAL 229 ±100% 
 
 
Table 4:19 – Ethnic Breakdown of Valid Podcast Listeners 

 
 

Answer     Count  Percentage 
Hispanic/Latino (001)  100  47.8% 
Black non-Hisp (002)     11  05.3% 
White non-Hisp (003)   68 32.5% 
Prefer No Answer (004)    6 02.9% 
Mixed (005)     6 02.9% 
Asian/Pacific Isl./SE Asian (005)   7 03.3% 
Native America/Indig.    0 00.0% 
Other     11 05.3 

    TOTAL 209 ±100% 
 
 
Table 4:20 – Education Level of All Survey Takers 

 
 

Answer     Count  Percentage 
Didn’t Graduate HS (001)   2  00.87% 
HS Diploma or GED (002)    6  02.62% 
Some College, trade, tech. (003) 30 13.10% 
Undergrad Degree (004)  83 36.24% 
Graduate Degree or More (005) 108 47.16% 

    TOTAL 229 ±100% 
 
 
Table 4:21 – Education Level of Valid Podcast Listeners 

 
 

Answer     Count  Percentage 
Didn’t Graduate HS (001)   1  00.5% 
HS Diploma or GED (002)    1  00.5% 
Some College, trade, tech. (003) 28 13.4% 
Undergrad Degree (004)  79 37.8% 
Graduate Degree or More (005)  99 47.4% 
No Record (006)    1 00.5% 

    TOTAL 209 ±100% 
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Table 4:22 – Reported Income Level of All Survey Takers 
 
 

Answer     Count  Percentage 
Under $25K (001)  32  13.97% 
$25K – $34,999 (002)   14 06.11% 
$35K – $49,999 (003)  29 12.66% 
$50K – $74,999 (004)  45 19.65% 
$75K – $99,999 (005)  34 14.85% 
$100K – $250K (006)  60 26.20% 
More than $250K (007)   2 00.87% 
Prefer No Answer  13 05.68% 

    TOTAL 229 ±100% 
 
 
Table 4:23 – Reported Income Level of Valid Podcast Listeners 

 
 

Answer     Count  Percentage 
Under $25K (001)  25  12.0% 
$25K – $34,999 (002)   14 06.7% 
$35K – $49,999 (003)  25 12.0% 
$50K – $74,999 (004)  42 20.1% 
$75K – $99,999 (005)  33 15.8% 
$100K – $250K (006)  57 27.3% 
More than $250K (007)   2 01.0% 
Prefer No Answer  11 05.3% 

    TOTAL 209 ±100% 
 
 
Table 4:24 – How All Survey Takers learned about Survey 

 
 

Answer     Count  Percentage 
“Call Out” w/ Podcast (001) 141  61.57% 
On-Air Announcement (002)  37 16.16% 
Found Website Link (003)  41 17.90% 
Email Invitation (004)    2 00.87% 
Heard from Friend (005)    3 01.31% 
Other (009)     5 02.18% 

    TOTAL 229 ±100% 
 
 
Table 4:25 – How Valid Podcast Listeners learned about Survey 

 
 

Answer     Count  Percentage 
“Call Out” w/ Podcast (001) 138  66.0% 
On-Air Announcement (002)  31 14.8% 
Found Website Link (003)  34 16.3% 
Email Invitation (004)    2 01.0% 
Heard from Friend (005)    1 0.5% 
Other (009)     3 01.5% 

    TOTAL 209 ±100% 
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CROSSTABS 
 
Table 4:26 – Crosstab: All Radio Listeners by iPod-only listeners. 
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Table 4:27 – Crosstab: All TV Watching by iPod-only. 
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Table 4:28 – Crosstab: All CDs by iPod-only. 
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Table 4:29 – Crosstab: All Internet Audio Streaming by iPod-only. 
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Table 4:30 – Crosstab: Listening Device by Gender. 

 
 



 94 

Table 4:31 – Crosstab: Listening Device by Age. 

 
 
Table 4:32 – Crosstab: Listening Device by Age Recoded. 
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Table 4:33 – Crosstab: Activity While Listening by Gender. 

 
 



 96 

Table 4:34 – Crosstab: Activity While Listening by Age. 
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Table 4:35 – Crosstab: Activity While Listening by Ethnicty. 
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Table 4:36 – Crosstab: Activity While Listening by Ethnicity Recoded. 

 
 



 99 

Table 4:37 – Crosstab: Listening Device by Ethnicity Recoded. 
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GRAPHIC 5:1 – Stations and Repeaters that carry NPR’s Latino USA. 

 
Audience data copyright © 2007 Arbitron, Inc.; AudiGraphics® copyright © 2007 AudiGraphics, Inc. All rights 

reserved. 
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Appendix - Survey 
 
Title:  Online Survey of Public Radio Podcast Listeners 

 
Latino USA Podcasting Research 
Summer 2007 
QUESTIONNAIRE  
 
INTRODUCTION:  Hello and thank you for participating in this online 
questionnaire. This survey is being done in partnership with Latino USA and local 
National Public Radio affiliate KUT 90.5 FM and conducted by graduate 
researchers at the University of Texas at Austin.  These groups are interested in 
the growing audience of podcast listeners.  Your observations and opinions are 
very important to us and are valuable for the accuracy of our survey. We 
appreciate your participation. Your answers, of course, will be kept confidential 
as allowed by law. 
 
Persons who are age 18 and above are invited to participate in this survey. The 
questionnaire is designed for people who download and listen to public radio 
podcasts. If you voluntarily agree to complete the survey, and are above the age 
of 18, weʼd like to start by asking you some general questions about your podcast 
and public radio habits. [Participants may opt out.] 
 
1. Have you ever downloaded an audio podcast? 

1. Yes 
2. No [skip to question 17]. 

 
2. Have you ever downloaded a video podcast? 
  1. Yes  

2. No [Skip to Question 5] 
 
3. Which do you mainly do: listen to an audio podcast or watch a video podcast? 
  1. Listen to an audio podcast 
  2. Watch a video podcast. 
 
4. In a typical week, approximately how many hours do you spend listening to 
podcasts?  

1. Less than one-hour.  
2. More than 1 up to 3 hours. 
3. More than 3 up to 5 hours. 
4. More than 5 up to 7 hours. 
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5. More than 7 up to 10 hours. 
6. More than 10 hours per week. 

 
5. As a podcast listener, please indicate which of the following activities you 
participate in either (1)more, (2)less or the (3)same (or 4 no response). 
  1. Listen to Traditional Radio  1. 2. 3. 4.  
  2. Listen to Online streaming audio 1. 2. 3. 4. 
  3. Watch Television    1. 2. 3. 4. 
  4. Listen to music CDs   1. 2. 3. 4. 
 
6. Which online media do you use (1) Never or Rarely, (2) Occassionally or 
Regularly, (3) Constantly or Frequently (or 4 no response). 
  1. Online Newspapers  1. 2. 3. 4. 
  2. Streaming Audio   1. 2. 3. 4. 
  3. Streaming Video   1. 2. 3. 4. 
  4. Read Blogs   1. 2. 3. 4. 
  5. Post Blogs    1. 2. 3. 4. 
  6. You Tube    1. 2. 3. 4. 
  7. Myspace.com   1. 2. 3. 4. 
  8. SecondLife   1. 2. 3. 4. 
 
7. How did you first hear about or discover the public radio podcasts to which you 
subscribe?  
  1. Heard it in an on-air announcement 
  2. Found it while browsing on iTunes 
  3. Was directed to it by the programʼs website 
  4. Heard about it from a friend 
  5. Found it on an NPR website 
  6. Google, Yahoo, or other web search engine. 
  7. Other (please list): ______________________. 
 
8. What word would you use to describe as the main reason that you subscribe to 
public radio podcasts? 

 1. Convenience 
 2. Quality 
 3. Interest 
 4. Information 
 5. Uniqueness 
 6. Other (please list) ______________________. 
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9. As a podcast subscriber, you automatically receive downloads of new 
episodes of a particular podcast. Some people delete episodes without listening. 
If you were to make a best guess, what percent of new public radio podcast 
“episodes” that you receive do you take the time to listen to? 
  1. 0-20% 
  2. 21-40% 
  3. 41-60% 
  4. 61-80% 
  5. 81-100%. 
 
10. While listening to an audio podcast episode, how often do you “skip forward” 
or “fast-forward” through segments of the podcast? Mark the answer that “best” 
describes your sentiments. 
  1. Never or Almost Never 
  2. Sometimes or occasionally 
  3. Regularly or fairly often 
  4. Constantly or every episode. 
 
11. While watching a video podcast episode, how often do you “skip forward” or 
“fast-forward” through segments of the podcast? Mark the answer that “best” 
describes your sentiments. 
  1. Never or Almost Never 
  2. Sometimes or occasionally 
  3. Regularly or fairly often 
  4. constantly or every episode. 
  5. I do not watch video podcasts. 
 
12. When downloading the podcast of Latino USA, are you more interested in 
hearing the entire show, or just one or two of the show segments? 

1. Entire Show 
2. One or two show segments 
3. Other 
4. You do not download Latino USA podcast 

 
13. Do you primarily use an Mp3 player (like an iPod), a cell phone with Mp3 
player capability, or a computer to listen to podcasts? 
  1. Mp3 player/iPod 
  2. Cell phone Mp3 player 
  3. computer [skip to question 17] 
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14.  Since owning a portable digital audio player (either iPod, generic Mp3 player 
or cell phone with Mp3 capability), have you participated in the following 
activities: Less, More, or the same?      1 Less
 2 More 3. Same 4. N/A. 
 01. Listened to streaming online audio 1. 2. 3. 4. 

02. Listened to broadcast radio  1. 2. 3. 4. 
03. Listened to CDs    1. 2. 3. 4. 
04. Purchased a Music CD   1. 2. 3. 4. 
05. Listened to satellite radio  1. 2. 3. 4. 
06. Listened to audio books  1. 2. 3. 4. 
07. Watched television.   1. 2. 3. 4. 
08. Watched a DVD    1. 2. 3. 4. 
09. Rented a DVD    1. 2. 3. 4. 
10. Rented a video game   1. 2. 3. 4. 
11. Played a video game   1. 2. 3. 4. 
12. Read a print newspaper  1. 2. 3. 4. 
13. Read a magazine   1. 2. 3. 4. 
14. Read a book    1. 2. 3. 4. 

 
15. What activity are you MOST LIKELY to be doing as you listen to (or watch) 
podcasts on an Mp3 player, cell phone or other portable listening/viewing device? 
Select one. 
  1. Morning commute  
  2. Evening commute  
  3. Working at job 
  4. Exercising 
  5. Grocery shopping 
  6. Household activities 
  7. Traveling 
  8. Other.  
 
16. If you are not engaged in your most likely activity while listening to (or 
watching) podcasts on your portable device, what activity are you NEXT MOST 
LIKELY to be doing? Select one. 
  1. Morning commute  
  2. Evening commute  
  3. Working at job 
  4. Exercising 
  5. Grocery shopping 
  6. Household activities 
  7. Traveling 
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  8. Other.  
 
The final questions are for demographic purposes only. 
 
17. What is your gender? 
  1. Male 
  2. Female 
 
18. To which age group do you belong? 
  1. 18-24 
  2. 25-34 
  3. 35-44 
  4. 45-54 
  5. 55-64. 
  6. 65+ 
 
19. Do you live in the United States? 
  1. Yes 
  2. No [Skip to question 21]. 
  
20. What is your ZIP code? (We will use this information only for geographic 
analysis not for mailings or marketing purposes.) 
 ______________________________  [Skip to question 22]. 
 
21. In what country do you live? 
 _________________________________________.  
 
  
22. What race or ethnicity do you consider yourself? 
  1. Hispanic or Latino 
  2. Black or African-American (non-Hispanic) 
  3. Caucasian or White (non-Hispanic) 
  4. Prefer Not to Answer 
  5. Mixed (non-Hispanic) 
  6. Asian, Southeast Asian, or Pacific Islander 
  7. Native American or Indigenous 
  8. Other. 
    
23. What is the highest level of education that you have completed? 
  1. Didn't graduate high school 
  2. High school diploma or GED certificate 
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  3. Some college or a trade, technical or vocational degree 
  4. Undergraduate College degree 
  5. Post-graduate degree. 
 
24. Which of these groups contains your annual household income? 
  1. Under $25,000 
  2. $25K-$34,999 
  3. $35K-$49,999 
  4. $50K-$74,999 
  5. $75K-$99,999 
  6. $100K-$250K 
  7. More than $250K 
  8. Prefer Not to Answer. 
 
25. How did you hear about taking this survey? 
  1. “Call Out” before or after podcast 
  2. On Air Announcement 
  3. Found link on website 
  4. Email 
  5. Friend 
  6. Other ___________ (please list) 
 
26. If youʼd like to leave a message for the producers, host or editors of Latino 
USA, you may make your comments in the following area.  (A maximum of 1000 
characters.) 
 
____________________________________________________ . 
 
This is the end of the survey. Thank you very much for your participation. Your 
feedback is very important to us. 
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