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METHODOLOGY

The Scottish Radio Listener is one of the most
comprehensive media studiesin Scotland, comprising
3000 in-depth interviews across five Scottish Radio TSAS

Interviews were conducted in-home with adults aged 15+

during October - December 2002

The 35-minute interview covered
Radio Listening, Attitudes
Attitudes Key Media

Consumer Behaviour




SURVEY HIGHLIGHT
Total Scottish Survey Area

Media Usage

People feel they are spending more
time with Radio and more time on the
|nternet nowadays.




Do you spend more or less time with media nowadays?
All Respondents — Total Scottish Survey Area (2002)

31

Radio Cab/Sat TV  Terrestrial TV Daily Sunday Magazines On the
Newspapers Newspapers Internet

More Bl Less

Source: Scottish Radio Listener 4 Base : All respondents, Total TSA




Do you spend more or less time with media nowadays?
15-24’s — Total Scottish Survey Area (2002)

Radio Cab/Sat TV  Terrestrial TV Daily Sunday Magazines On the
Newspapers Newspapers Internet

More B Less

Source: Scottish Radio Listener 2002 Base : 15-24's, Total TSA




SURVEY HIGHLIGHT

Total Survey Area

Media Footprints

Among all respondents SRH continues

to be avery strong media brand in
Scotland as shown in the following
MEDIA FOOTPRINTS




Footprints Of Key Media — Total Survey Area
Among All Respondents

Fun Advertising

Puts me in touch with my world Have useful advertising

Modern

Any SRH
M Daily Record

Useful Traditional

Adverts aimed at people like me Trustworthy Scottish TV
B REAL

Source: Scottish Radio Listener 2002 Base : All Respondents in Total Survey Area




SURVEY HIGHLIGHT

Total Survey Area

Media Footprints

Radio Clyde is avery strong medium in

Glasgow and west central Scotland
among all respondents as shown in the
following MEDIA FOOTPRINTS




Footprints Of Key Media — Clyde TSA
Among All Respondents

Fun Advertising

30
Puts me in touch with my world Have useful advertising

Would not want to be without For Young People

Important part of my life "A For Older People

Finger on the pulse of the region Modern

M Daily Record

Useful Traditional
Scottish TV

Adverts aimed at people like me Trustworthy Radio Clyde
B REAL
Source: Scottish Radio Listener 2002 Base : All Respondents in Clyde TSA




SURVEY HIGHLIGHT
Radio Clyde Survey Area

Media Footprints

Clyde 1 and Clyde 2 have a strong
Image among their listeners as shown
In the following MEDIA FOOTPRINTS




Footprints Of Key Media — Clyde TSA
Among Clyde 1 Listeners

Fun Advertising

50
Puts me in touch with my world 4 Have useful advertising

Would not want to be without /é g
g
A

Important part of my life ‘ \
“"' ) NN

Finger on the pulse of the region

\
Useful \

Adverts aimed at people like me Trustworthy Daily Record
[ Scottish TV

Traditional
Clyde 1

Source: Scottish Radio Listener 2002 Base : Clyde 1 Listeners




Footprints Of Key Media
Among Clyde 2 Listeners

Fun Advertising

Modern

Traditional
Clyde 2

Adverts aimed at people like me Trustworthy Daily Record
[ Scottish TV

Source: Scottish Radio Listener 2002 Base : Clyde 2 Listeners




Consumer Behaviour
Market Sectors




Survey Contents

Motoring

-Car ownership, acquisition and buying behaviour. Purchasing and spend
intentions, dealership awareness, repairs and servicing

Home Ownersnip

-Household tenure, intention to move home and type of property
sought, mortgages, awareness of property developers

Furniture & Furnisnings

-Purchasing and spend intentions, store awareness and loyalty
Household Appliances

-Purchasing and spend intentions, store awareness and loyalty

Home Improvements

-Types of home improvements intend to carry out; awareness of and
likelihood of shopping at D1Y outlets/companies

Holidays & Travel

_Rﬂlf%a Ss & short breaks, booking arrangements, Airports and

Vigtor Attractions
- Visits to themeparks, places of entertainment and historic interest




Survey Contents

Leisure Activities

-Participation in leisure and entertainment activities, purchase of
sports clothing & equipment

Grocery Shopping

-Store usage, spend, shopping behaviour
Other shopping

-Clothing - store awareness and visiting intentions, Shopping Centres
The Internet

-Access and usage, research of/ purchase of items via the net
Education

-Choice of Courses, Perceptions of educational establishments
Mobile ‘ phones

-Ownership, intention to purchase/upgrade/change, method of payment
and service provider, awareness of/attitudes to retailers

Home Entertainment
-Ownership of high tech equipment, DVD’s Videos, Satellite and Cable




Consumer HIGHLIGHTS

Total Survey Area

Car Ownership & Method of Purchase
Scotland’s Top Internet Purchases
Further Education

Mobile Phones

Holidays




Cars Ownership and Method of Purchase
Most Recent Bought Last Car

Car Ownership

Bought new from manufacturer/ dealer

Bought nearly new from dealer

Bought used from dealer

Bought used privately from small ad

Bought used from friend/ acquaintance

Other

Banking Facilities

Computer Software

Source: Scottish Radio Listener 4 (2002)
Total Su rvey Area (0/0) Base:All respondents with Car in Household




Top Internet Purchases
Total Survey Area

Airline Flights
Tickets | 22

Holidays

Books | 20

Music

Videos/DVDs
Clothes

Banking Facilities
Computer Software
Computer Games
Computer Hardware
Other Travel
Groceries

Mobile Phones
Wines & Spirits

Source: Scottish Radio Listener 4 (2002)
Total Su rvey JAY g=F:! Base:All respondents with Internet Access




Further Education
Subject Areas Studying/Considering

Art

Business

Engineering

English Lang/Literature
Other Languages
Geography

History

IT

Maths

Science

Social Sciences
Vocational Courses
Other Adult Education

Total Survey Area

(%)

Source: Scottish Radio Listener 4 (2002)
Base:All respondents Studying/Considering FH




Mobile Phone Service Providers
Currently Use

O2 (BT Cellnet)
Orange

T Mobile (One20ne)
Virgin

Vodafone

Other

Don"t Know

Total Survey Area

(%)

Source: Scottish Radio Listener 2002
Base:All respondents Who Own a Mobile Pho




Holidays Taken/Planning to Take

Scotland

Rest of
UK/ Ireland

Last Holiday
Next Holiday

Europe

Rest of World

21

- Source: Scottish Radio Listener 2002
Base: All Adults who have taken a holiday in last 12 months and those planning one

Total Survey Area in the next 12 months




