
CRS 2011 brought good news 
and bad news on the digital 
front. The Coleman Insights/

CMA P1 study found Country listeners 
embracing and utilizing digital technology at a 
much greater level than just a few years ago. 
The bad news? As a format, we’re not terribly 
adept at transplanting our product onto digital 
platforms. Media and technology expert Shelly 
Palmer called out radio websites specifically, 
saying “the best of them suck.”
 Recognizing the vast chasm between not liking something and actually doing something 
about it, Country Aircheck has assembled a panel of experts, including Palmer, and asked 
them for real, actionable steps for improving radio station websites. Or, at the very least, 
for helping them suck less. Ready? Go!

Broadjam.com founder/CEO Roy Elkins oversees the ACM and 
CRB sites, among many others.

• The top 100 websites are all very simple. You know what to do 
when you get there and they’re all white – Google, Yahoo, Facebook. 
And there’s a reason. The Web is not entertainment yet. It’ll be a 
long time before we all watch movies there, although the generation 
coming up now is a different ballgame. When you see those sites, the 
content is what people click on, not the website. And you get to the 
website right away. They’re all designed identically because it works. 
If the site doesn’t load in 5-6 seconds, you’ll lose 85% of your traffic.

• Menus are north-south on the left. What I’ve seen in the last couple of years is that menus 
are moving away from across the top of the page. That’s important and the reason is that 
there’s more space for more topics. It’s not a standard yet, but we’ve noticed it. Since we’ve 

chosen to do that, we have almost no customer service calls anymore. Most people don’t scroll 
below the fold or click 2-3 pages into a site. They want it all right in front of them.

• Put one ad on the home page with a great graphic and white background. Radio sites are 
so cluttered with advertising they’re almost not effective. That’s a mistake. Where people’s 
eyes go is up to you as the designer. If you took all those ads and tried to send all those 
messages over the air in one break or in one minute, what would it sound like? People would 
change the channel, and that’s what’s happening. Radio is simple and concise – I turn the 
knob and hear one message. But if you get five or six ads on a page, and don’t deliver them 
effectively, as on a Facebook or Google page, people get skeptical about the purpose of the 
site. Even sponsors can be frustrated with it.

• Think about your content. There’s no radio show that reaches in a week what Facebook 
reaches in two minutes. If I had a radio website, I’d have a social network built right into it. 
I’d make it a destination for fans to socialize and listen to great music at the same time, not to 
come and read ads.

Emmis Interactive Co-President Deb Esayian helps serve clients including Lincoln 
Financial, Renda, Maverick Media and Emmis. 

• Are you engaging your listener? What do you know about them? 
For an economically viable business model, the answers to those 
two questions are going to determine the state of the business. What 
we know about them will become the currency. What we knew 
about them in the old model was whatever Arbitron told us through 
Scarborough or their survey system. Real measurement, or real-
time campaign measurement for advertisers, and actually knowing 
who your audience is, is the name of the game right now. Who 
knows whether Facebook, Groupon or Living Social are going to 
be standing five years from now, but they have $30 billion worth of 
advertising running through their system. 
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Don’t Be A
(Web) Tool,
Use Them

Real Strategies To Improve Your Site



• Cultivate your P1s. At best, a radio station can get about 22-25% of its cume into its 
database, and the vast majority of those are going to be P1s. If you can put your time, effort 
and marketing funds toward accumulating those folks, you are in a great spot. And that’s the 
way you can control your marketing dollars.

• Check your egos at the door. We have to recognize that this is a new world and we 
still have to learn some things. If you’re not feeling 100% comfortable about your  social 
networking and web strategy, then you need to get some education. There’s a lot of old-
school thinking from people who think they know how to do this. I also run into the other 
extreme of people who are shell-shocked by this whole interactive thing and look at me like 
a deer in headlights. Unfortunately, I find more people at the extremes than in the middle 
saying, “I’m learning this, I’m trying out different things and I’ve got an intelligent strategy.”

• Don’t give Facebook your business. It’s a phenomenal place for reaching out to listeners, 
having dialogue and engaging, but if we’re getting all of our data and our engagement points 
through Facebook, then we’re essentially giving them our business. That’s not right.

• Understand how to communicate online. We’re not particularly skilled at design and layout. 
We think everything’s important and it’s not. We need more understanding of publishing and 
that whole design, layout, interaction world. Setting some standards for what’s important to 
communicate is no different than the idea that you wouldn’t run 24 spots in an hour. Clutter on the 
website is equal to too many spots per hour. 

Digital media expert and broadcast personality Shelly Palmer 
does many things. Google him.

• Understand conversions, recency and loyalty. These matter. How 
recently did someone come?  Did everyone come six months ago 
and never come back? Unique visitors don’t matter to you, it’s how 
recently did they come back and are they loyal? Use these tools to 
create a really robust consumer relationship marketing database. Then 
decide who has permission to look at it, what you’re going to do to 
reward your brand ambassadors and keep those ambassadors as happy 
as possible because they are the people that make your brand.

• Ask the right questions. What is the job this website is supposed 
to do? When someone comes to this website, does it reasonably fulfill their expectations? Most 
important, what are my conversion metrics and is the website achieving those goals? In order to 
meet those goals, the site has to have a call to action. It could be, “Give us your name to put on a 
mailing list,” some kind of ecommerce or something in the middle. But convert it must, or it has 
no right to be. 

• Enter the decade. If you’re sporting a 1995 website in 2011, you’re doing more damage to your brand 

than good. Take the website off, put a nice Web 2.0 splash on there with a big Facebook, Twitter and 
Linkedin logo that’s linked directly to those pages. Get them to like you on Facebook, which then gives 
you the right to post on their walls and then add something of value five to 10 times a day or two to three 
times an hour for each shift. Get people engaged in a conversation that’s actually going to drive business. 
To say you’re giving up control of your business by doing that is a misunderstanding of what the job is.

• Create brand ambassadors. The world is young. so it’s never too late to start doing it right. 
Consumers are fragmented – in fact, they’re atomized. How do you create people that will think 
your curation is so extraordinary that they have to tune in because that’s the cultural center 
of their world – especially in Country, where it is a self-selected audience and people are so 
passionate? Passion is a great currency online and stations are squandering it. 

Girlilla Marketing Founder Jennie Smythe handles websites, social media and networks 
for clients both in and out of the music industry. 

• Don’t be all things to all consumers. The great fundamentals radio 
has learned from PPM haven’t been translated onto their websites. If 
they took that approach online they’d be in a much better position. 
I don’t think some of these people know what they want people to 
know. The web became their trashcan. They wanted to make money 
and instead of being careful, they took the money and put it on the 
site, not realizing it was not only an extension of their brand, but 
potentially a first step to new consumers of their brand.

• Put your Facebook and Twitter feeds on the homepage. It’s so 
complicated to get what you want on some sites. If you don’t have the 
functionality or the resources, the very least you can do is make sure people can find the mediums 
they care about. 

• Where is the stream player? Country is a format that isn’t offensive to other people in the 
office. If you can stream a player at your desk, nobody will complain.

• Back to fundamentals. Avoid too many graphics and banners. If you can’t answer who, what, 
where, when and why in a matter of three seconds of looking at the page, the visitor is done with 
you. If you asked a listener and site user to tell you the most important message they see on your 
homepage, the answer would blow your mind.

 Now that we’ve addressed some action items, the question becomes who assumes the role of 
web “curator.” Coleman Insights VP Chris Ackerman, who analyzed and presented the P1 study 
at CRS, says most stations have no clear point person for website and social media initiatives. He 
and others agree, however, that the job should fall to the PD, but with the caveat “that we free him 
or her from being an administrator in favor of more of being a big-picture brand manager.” That, 
however, is an issue for another day.                                                                                                                 CAC
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