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Abstract:

What are the broadcast implications of the new technologies we see emerging? What impact will they have on the economic and business models of broadcasters, both public and commercial, and how will they affect the listeners, the consumers and citizens on the receiving end? What will ‘radio’ be like ten years from now in a new media fusion?
The future of radio, as we describe it, will be multi-platform with live and recorded audio content being delivered through analogue AM/FM to digital terrestrial to satellite radio and Internet based protocols. Over the next ten years as radio moves further into a digital domain, technology is transforming how we receive radio, what we receive and how we interact with it. This paper looks at the dynamics shaping radio’s future and how the bottom up pressure of consumer/citizen demands – through the development of a personalised media market, like podcasting – is proving more successful than the top down approach of technologies like DAB which have been driven by European policy elités rather than market demand. 
Both public and commercial radio operators are fearful that increased choice will lead to further fragmentation. The advertising industry, which underscores media revenues, sees digital media collapsing the premise of spot advertisement. While satellite subscription radio has proved itself as a market success in the US here in Europe several pan-European satellite radio projects are now emerging in an attempt to realise the potential of a combined European radio market. Yet on the other extreme digital technology is creating an iPod generation who see radio, and content, as something they can create and control themselves and is fuelling a wildfire global network of niche, net-based ‘radio’ channels. So the digital landscape can allow us to see radio becoming trans-national, serving vast new communities, or networked microcosms where citizens can become their own radio schedulers and use ‘radio’ as a more intimate and democratic communications medium.  This paper looks at how the technology landscape, from podcasting to pay-radio, is altering the economic and business assumptions of radio, for both public and commercial broadcasters, and how listeners are helping shape that future through their use, and exploitation, of new cross media hybrids and the development of ‘my media’. 
1.    Back to the Future: It is the message, not the medium.

“The aspiration of our time for wholeness, empathy and depth of awareness is a natural adjunct of electric technology”, Marshall McLuhan (1962)  Understanding Media.

The future is a place of uncertainty for research and media analysts. Yet there are tools which allow us to study what is currently shaping the future. We can see the technology landscape emerging and begin to perceive, by our understanding of political economics, media sociology, international communications and information communications technology, the trends and tendencies which lie behind how we as human beings, as consumers and citizens, use and employ new means of communications to extend our social reality and help create media markets and businesses.  
While McLuhan describes the ‘medium is the message’, shaping our communications, at the heart of the interaction between media and society is our human impulse to make ourselves known, to ourselves and to others, from the cave drawings of pre-history, to oral and written cultures, through the invention of the printing press, the telegraph, the telephone, radio, television and the Internet. It is our psychological and social need to tell stories, through all our creative means and senses, which drives the message. The medium shapes it, but the historical links between smoke signals and text messages, between cave man drawings and television, between folk songs and talk radio, between townhall meetings and Internet forums are real; they are the linear track of our human narrative. The instinct and appetite to communicate drove the technological track, from flint stones to semi-conductors, built the media markets from pens to mobile phones, and extended the means of communication to the many not the few. Each layer of invention extended access and reach, even speed, but it is perhaps only in this – the electronic age – that access to impart as well as receive messages is becoming more general via the Internet and digital media.  
It is this premise, that the tidal wave behind media innovation is the extension of human communications, balanced within its operation in a political and social economy, which helps us analyse current technological trends to see how media, in this case radio, will operate in the future. 
      2. Back to the Future: The lessons of DAB.
To think about radio at the beginning of 2016, just over ten years from now, we can start by thinking about our recent past and recall the world of 1996 and what we then thought about the future. ‘The Future will be DAB’ was the clarion call in Europe. 1996 marked the beginning of the DAB roll-out, the European vision for a digital terrestrial common platform for audio content. The European Broadcasting Union (EBU), the pan-European organisation of public broadcasters committed itself to a DAB future, despite often division debates amongst its members. The EBU, in line with World DAB, the global network of broadcasting and technology players committed to promoting DAB, described a top-down approach to digital, led by public broadcasters and state policy, with public broadcasters like the BBC even becoming involved in developing DAB radio sets, with Loughborough University, in order to push-start the consumer transition.

The DAB roll-out 1996-2000 was marked by significant spending by public broadcasters in Scandinavia, Germany and UK on DAB transmission networks, new PBS services and endless false dawns with every Christmas being marked by a PR line which said ‘this Christmas will be the one DAB radio sets take off’. Only in the UK was the commercial sector given incentives to enter the DAB market and consequently it was largely only in the UK that business models for DAB were developed. In the UK a proactive PBS, the BBC, responding to policy directives, partnered with the commercial sector’s national players, to stimulate a digital transition, which even with that level of partnership, proved slow. Today the UK is the best example of a DAB market, with 10.5% of adults living in a DAB home with the most popular digital channel, boosting a reach of nearly a million listeners a week
. Ironically while DAB was lead by the BBC – and the commercial sector only entered because of significant market incentives – the latest audiences figures, after a ten year history in the UK, show that the commercial sector battle to win share from the BBC is being helped by national digital radio. The business case for digital, particularly in a consolidated market, has been made in the UK and whether its DAB – or DVB in the future – the UK will remain a digital radio leader because of the vested interests of all sectors of the radio market. It is now no longer about doing DAB ‘because you have to’ but because it makes economic and market sense.

DAB’s slow, and often strangled, birth is closely related to the lack of a business model across most European markets – except the UK. Not surprisingly audiences are responding to choices which are offering something extra whether straight forward music choices like Emap’s The Hits or BBC’s Asian Network. The real audience break through for DAB in the UK was in 2004 and ironically came through TV – and today up to 17 million people listen to radio via digital television – many discovering the new DAB stations there.
The DAB story might be a cautionary one for anyone doing future studies. No-one in 1996 predicted that TV would play a positive part in securing the future of digital radio and many European broadcasters lost millions on DAB pilots and projects. Finland, despite being one of the early leaders, switched off its DAB network in early 2005.  Most DAB advocates thought sound quality would be a big factor in why people, consumers and radio fans, opted for DAB. In the end superior sound became an irrelevant and largely undelivered aspect of DAB. Content and extended choice, along with the ability to shift time and control your own radio schedule, drove demand.

The lessons of the DAB decade are not that DAB was, as a technology, a success or failure. Its limited success, and indeed market failure in Finland for example, had far more to do with failing to understand how the radio market operated and how audiences responded to radio rather than the technology itself. None of our digital technology landscapes are flawless as technological solutions – the key is to explore the factors which make technologies, particularly media technologies, useful in social communications and which ultimately make strong business cases.  
While the UK highlights the matrix needed to artificially stimulate a market the incrementally breakthrough in audience rating is closely linked with access – as the majority of homes went digital through TV sets – it provided a digital tipping point by allowing mass audiences, in their millions, to hear the digital radio channels without having to invest in new radios. Access opened a market, content drew demand and for once the much repeated DAB Christmas breakthrough is finally here. 
3. Back to the Future: the lessons of Email and SMS.
But if the UK DAB model is a case study in just about making a top down initiative work new media, indeed media in general, is full of bottom up successes, which have surprised the experts, from e-mail becoming the engine of the Internet to SMS becoming a European way of life in mobile telephony. At the core of the wave of new media success stories are communications and the human desire to both receive and impart communications and content. E-mail did not replace or destroy telephony (although it did undermine letter-writing) but became the way in which human life, both personal and professional, was universally transformed by the Internet. It extended communications, increased access and ultimately led to a vast social, political and economic transformation. None of this was predicted in the development of the Internet – as it was initially believed that the Internet would be a global business and information tool rather than a public mass communication system. SMS or text messaging was equally a consumer push led by teenagers wanting to save money. Now it’s a standard extension of communications, again increasing access and the speed of person to person and one to many communications. 
That push to communicate has been behind the innovation use of digital media in other waves like blogging which ultimately led to podcasting – a form of audio blogging. Blogging is now being employed by multinational corporations like Microsoft as a business tool so just as in e-mail and SMS it’s the human interaction with new media technologies which is creating lasting waves. The impulse for that wave is communications but because its consumer led its been quickly adopted by industry and the market to ensure new mobile tools, like a Blackberry with e-mail and SMS, or internet enable mobile phones and new business models have developed. 

Convergence has come to mean many things but for the consumer the last five years has underscored one definition for convergence – mobile communications tools which allow you to have multimedia and interactive content. 
4. Back to the Future: the New Age of the Wireless.
‘The hybrid or the meeting of two media is a moment of truth and revelation from which new form is born’, Marshall McLuhan.
The picture of radio in 2016 becomes easier to envisage if we stop looking for single headline solutions – like DAB, ten years ago, or that ‘killer’ application – which have generally involved a direct transmutation of a 20th Century innovation. Radio, like television, is not only going digital but crossing over and becoming something new. But something new does not kill the old and our media cultures have shown us the nature of parallel media lives. When television was born in Ireland, New Year’s Eve, 1961, just two months before I was born, people who bought TV sets returned their old ‘wirelesses’ – their home radios – thinking as indeed the broadcasters did that radio was dead. One retailer recalls a scrap yard of old value radio because ‘no-one could image why you would listen to the radio when you had the pictures’. 

But they did. Radio went on, after the advent of TV to have an even stronger life as a mass medium through the transition to FM in the seventies and development of mobile transistor FM radios. Equally TV was seen as the dead of cinema yet new means of technically exploiting film releases, through home video and DVD, has ensured the cinema industry is not just thriving but expanding; with the cinema release often being the tip of the ice-berg in terms of its business model.  Indeed the growth of the DVD market – and the ubiquity of home and mobile DVDs – now threatens the traditional economies of the TV market. 
Radio’s strength, and TV’s weakness, through the 1990s was its innate mobility in an age when content on demand dictates survival. In the first years of this century we see mobility of content for all the traditional media – cinema/television/print/radio/telephony being delivered through digital. Radio’s analogue strengths; accessibility, mobility, intimacy, companionship have helped it survive amid the new media choices of digital games and the Internet. Indeed according to research, radio is the only medium to have growth, in terms of time spent listening, during the phenomenal increase in Internet usage.
  Its digital transition has altered the nature of the time and space programming dimension allowing audiences or users to determine what they listen to, when and where; no longer shackled to the dictates of a pre-ordered schedule. This has emancipated radio programming and for radio and TV may ultimately de-construct the nature of the channel in favour of programmes. 
Through the Internet (particularly podcasting) or digital platforms (like satellite) listeners can now experience content outside the original time schedule and geography. But the nature of communications as experienced through radio is also about the joys of live interaction, conversation and companionship. Podcasting can create a near live experience but it’s not yet live. The live experience, which remains a key reason why people listen for news and companionship, continues to drive new radio offerings in both analogue and digital (Five Live Extra in the UK for example). 
For audiences/users the key remains offering the radio experience in new ways – through extending their power as audiences to have more control or power over the content; content on demand and their ability to have new choices
. Equally new models are being created through the concept of ‘my media’ – the audience/user as content creators – as in blogging and podcasting. ‘My media’ – is defined as being personalised to the extend that it creates niche media – people communicating with small numbers of other people – but at its heart it’s about digital extending the production means of content creation to everyman.
 
We have seen this trend with digital cameras and mobile phones where phones now carry cameras/videos and can be matched with free editing software to make mini digital films. Blogging (the merging of a website and a log or diary) allows people to share profound and banal thoughts and ideas. It can be both a political and a commercial tool as mere as a personal e-diary. Its extension into audio – through podcasting – and video (vlogging) – allows for multimedia messages. Not everyone will want to communicate like this but the mobile phone has shown us how quite a complex innovation has become universal to a degree which was not anticipated in 1990 when the first handsets were on the market.
Given that the mobile phone already allows for diverse means of communications; voice, text, video etc, it’s not too difficult to see how a multimedia, or cross-media, handset which expands the general ability to create and share content can become omni-present within ten years. Multimedia as a concept has remained poorly defined but if we talk about cross-media, the meeting of two distinct media – like radio and television, or voice telephony and text emails, it becomes easier. The key for radio is access and mobility. In Ofcom’s research 79% of people stressed being able to access radio on the move, when and where they wanted. And interestingly despite all the recent hype about mobile TV – recent UK audience research shows mobile TV is not popular – largely because it does not allow them to do other things
. They want TV on computers and the ability to choose what to watch, when it suits, but for the future enhanced audio based content – like Nokia’s Visual Radio – may fit commuters’ needs
. Businessweek estimates mobile phone radio could be worth $70 million in 2005 and that radio could be the trigger for mobile content sales. 
 The marriage will be about broadcasting (both radio and television) and the Internet – allowing rich, diverse content exchanges in a truly mobile environment. Regardless of what platform we are considering – that remains a directional goal underscored by the growth of mobile media in the past five years. That expansion is linked to broadband roll-out – which is acting as a transformer in societies like the US and Korea – but even there we are seeing transitional stages. The objective for the user will be ease of use – a mirroring of desk/home capacity and access – in a mobile environment – and a future where the platform should become irrelevant and the content supreme.

That idea though is challenged by market realities and the battle between competing technological visions to command the media market – to corral the social communicative impulses into business models. Telephony companies like Nokia want to be in the driving seat with multimedia devices – some using digital terrestrial platforms like DVB – which is now seen as the stage beyond DAB by some regulators.
 ComReg, in Ireland, talks about ‘leap-frogging’ the DAB phase. But the nature of a multi-platform digital radio world will ensure the software solutions to read and access different platforms – as digital portal. 
In ten years satellite radio will be a stronger business model in key sectors across the world, operating in parallel with both terrestrial and analogue digital choices and in parallel with Internet- assisted radio. Different platforms will serve different needs and objectives and will ultimately seek different business models with satellite depending on subscriptions while Internet-assisted radio may move to micro-payments.
5. Back to the Future – Making Content Pay.
‘The wireless music box has no imaginable commercial value – who would pay for a message sent to nobody in particular?’ – response to David Sarnoff in his appeal for investment in radio in 1920s. 
Modern media commerce was invented with radio at the beginning of the last century and while it has transmuted with each age the fundamentals remain the same. Public broadcasting grew from the state and developed concepts of public funding, such as the TV licence in UK and Ireland. Commercial broadcasting, still only 50 years old, developed sponsorship models and ‘spot’ advertisement or the commercial break, in radio and television. 
In Ireland state radio carried adverts from its very day of broadcasting in 1926 and RTE Radio continues to carry advertisement and sponsorship since as a broadcaster it is no more than 50% public funded. In the 40s and 50s, like the so called ‘golden days’ of wireless radio depicted in Woody Allen’s film ‘Radio Days,’ sponsored programmes were the standard tool of production funding. The intervening years saw the development of mass market, mass consumerism and the rapid expansion of media ‘spot’ advertisement. 
The challenge for the advertisement industry is that digital fragmentation, lots of digital radio choices (as in the UK) or new net-based stations, is shattering the premise of mass media commerce. New models involve getting closer to more defined and self-selecting audience groups, offering things they are more likely to be interested in, because of that self-selection and getting closer to sales rather than advertising through interactivity and ‘return paths’. This can generally be seen as the movement from ‘ambush’ to ‘permission’ commerce in new media. Equally sponsorship is back in vogue with fragmented audiences making sponsorship more valuable, and more economic, for advertisers. In the media market terminology the shift is from hard selling – and spot advertisement – to soft selling and marketing budgets where connecting commercial messages with audiences will come closer to the content whether in the product placement, in US television and film, or in direct sponsorship of content/programmes. (Thussu 2000)
Maurice Lévy, chief executive of Publicis, the world’s fourth largest advertising group, said recently that his industry was at a ‘cliff-hanger’ moment.
 The business was premised on ‘buying’ advertising space – yet increasing new media meant more choices were reaching less and the value or impact of ‘spot’ advertisement was weakened. For Lévy a mind-set needed to be changed and the industry needed to adapt recognising that ‘when you are communicating through the Internet and interactive TV’ you have more information and interaction with your target audience. 
This re-balancing of the commercial mind-set is reflected in the challenge of new media to the traditional media business model best summed up as: amass as much audience as you can and sell that mass to advertisers. The proliferation of choice through digital – and the ability to change the time-space dimension – has meant niche channels and advert avoidance. Ofcom’s research shows TV has a 44% ad avoidance level compared to 16% in radio – but radio users irritation with adverts and their desire, and ability, to avoid them is growing. All of that bad news for the giant advertisement industry, worth over $350 billion in 2004, which has had to re-think how they sell.
 Part of that re-think has led to what is called ‘ambush’ advertising – similar to Internet pop-up adverts and crawls – and email and texting advert campaigns. The difficulty with these – and the Internet experience has proven the point – is that these are so intrusive they tend to have the opposite effect to advertisement and create hostility. Whatever about TV and radio adverts someone directly targeting you on a one-to-one, without your permission, breaks the norms of persuasion. Equally anti-virus technology on the Internet is undermining spam mail and pop-ups. Technology may open the potential to reach millions on a one to one basis but equally technology is also opening means of block access. The limits of ambush are clear and it is forcing the commercial world back to the creative table.
Permission not ambush is the way of the future digital media commercial interaction. Given that users can avoid averts, through tools like TiVo in TV, or skim over them in an Mp3 player, advertisers need to work harder to get attention. Ironically digital is also giving them more intelligence on audiences than ever before so what is possible now is to more directly target products/services/messages to appropriate audiences  - based not just on the standard demographics of current audience rating but on more intuitive things such as interests/passions/spending patterns. Targeting an audience who listen to a digital radio station like The Hits in the UK, means you can get ‘closer’ to them and their interests. The audience research in the UK shows digital radio audiences are also likely to be high users of Internet radio and other new media platforms.
 The opportunities for direct selling, using the Internet alone, are obvious. Given the age profile of current digital radio users in the UK, where the profile is now large enough to see trends, you can project forward and see them, ten years older and representing a norm rather than the exception. Increasing advertisement spending will migrate into the Internet and be linked with retail opportunities.
6. Digital radio business models: Making Content Pay.
For the radio content industry other businesses models are emerging which recognise the fragility of direct advertisement in new media. One is subscription radio, pay per listen, a business model now well established by B Sky B in digital television. While B Sky B carries advertisement its primary business funding model is subscription by user. In the US satellite radio through XM and Sirius have proven the critics wrong and shown that audiences are willing to pay for radio – largely because its advert free and more precisely what they want as an audio choice. The success of satellite radio in the US is also  linked to the high level of commercial minutes in US commercial radio and equally the lack of real ‘national’ radio choices providing consistency right across the States particularly to motorists. Now half a dozen companies are seeking to offer similar choices in Europe but while the business model for satellite radio has been demonstrated in the US – the real challenges in Europe will be the dominance of national radio, the different languages and cultures across Europe and the fact that advert free radio, or near advert free radio, exists in many key radio markets through diverse public broadcasting choices. (Forrester, 2005) 

Satellite Radio in Europe faces distinctly different challenges than the US because we currently have few examples of pan-European media but where it can work is by offering new choices not currently possible in a national environment. In reality many of those choices are happening through digital TV sets already (offering same language radio stations to neighbouring countries) so the real advantage would be mobile reception. Equally there is the potential for new services, whether speech or music, and in many cases the satellite providers see themselves working in a multi-platform environment through national DAB and DVB networks as well as through the Internet. 
The second business model involves micro-payments – audience/users paying small tariffs for access to content rather than an on-going subscription. The parallel new media business model here is the ringtone market, worth about $500 million
. Already in 3G networks people pay small tariffs for content but that is likely to be extended to radio business models developing around podcasting or Internet/software assisted radio. How it can work is that someone who wants a radio service, like a download or a daily podcast, can pay as they go or on demand. The tariff is likely to remain low so that costs do not inhibit use but they will provide a growing revenue stream for production
.
The third business model is one being used by DAB in the UK – ‘datacasting’.  An example here is the recent offering of Sky TV via DAB digital radio on Digital One. 

“Datacasting is a key part of the digital radio business model running along side the opportunities for advertisement revenue”, according to Ralph Bernard, of G Cap, one of the largest radio groups in the UK.
 Datacasting basically involves using the digital spectrum, particularly in digital terrestrial platforms like DAB, for things other than traditional radio. Other uses for datacasting are financial stock exchanges services for example but again it’s about using the medium to provide an economic return on the content exchange. 
The real tipping point for the UK, as the largest DAB market, will be to see the use of the DAB spectrum to create sales return paths. With a viable audience now listening and using digital radios that seems closer and will ironically, just as the DAB wagon seems to be derailing, breathe new life into terrestrial audio by strengthening its commercial and business value. 
7. Digital Radio Futures: Podcasting as a case study.
Why is podcasting interesting for digital radio futures and what can it tell us, as a case study, about the changing social and economic landscape of radio as a medium and business?  Podcasting is something of a misnomer as it has nothing particularly to do with Apple and iPod and it’s not a broadcast medium. It took centre stage in 2004 and it was an article in the Guardian newspaper in MediaGuardian which used the name podcasting while many of its advocates had been using the term audio-blogging.
 Dave Winer at Harvard Law School had developed free source software from the mid 1990s which became RSS – Really Simple Syndication – which is now the basis for news and audio aggregation. Adam Curry, a former NPR radio host and radio enthusiast, came up with the concept behind ‘audio-blogging’ – for using the Internet, RSS and MP3 players as a new grassroots radio movement and Curry remains something of a self-proclaimed ‘pied piper’ for podcasting through his own podcast, The Daily Source. 
But what podcasting represents, and it is a moving trend rather than a finished product, is ‘hybrid energy’ – as McLuhan would term it – when one medium, radio crossing into another, the Internet. In this case it moves beyond the classic Internet radio forms, live-streaming, which simply used the Internet as a distribution platform and allows the meeting of radio and the Internet to create something new through a software marriage. The RSS is the facilitator or enabler which is allowing old media, whether newspapers, radio or television, to become something new in the Internet. 
In mid 2004 podcasting was still an embryonic digital media movement, largely dominated by alternative media and digital version of radio hams. In the autumn of 2004 ‘podcasting’ returned only a few thousand hits on a Google search. By autumn 2005 it’s closer to 3 million hits and podcasting has gone mainstream with many of the big broadcasters, both public and commercial, providing podcasts, while new media businesses are now creating and launching new radio/audio services using podcasting.

Podcasting allows people to create their own ‘radio’ programmes and stations, literally from their home using a microphone, a computer and some editing software, which can then be distributed through the Internet using RSS. Curry’s own podcast has tens of thousands of subscribers but mainstream broadcast channels are already finding millions of people eager to take the podcasts of established and popular shows. For public broadcasters the podcasts allow an extension of existing content while for commercial broadcasters the opportunity to do specific sponsorship deals relating to key podcasts is driving them to offer more and more podcasts. The balance for the commercial operators will be pushing audiences away from the live broadcasts – which are what they sell to advertisers – in favour of packaging and selling podcasts to pre-selecting audiences. Besides amateur radio, which is largely being self-funded and is cheap to do, the new territory which podcasting is opening is new ‘radio’ programmes and channels which exist only in this form and which are then being funded solely by sponsorship and getting closer to those old 1950s deals with one manufacturer/company being associated with a particular programme.  

The BBC started a podcasting pilot in May 2005, running until December 2005, using key segments including the main interview from its BBC Radio 4 breakfast show. NPR, National Public Radio in the US, launched its own pilot in late 2005 and within two months had had 4 million subscribers to its podcast
. While the US population is 280 million NPR audience reach is a maximum of 30 million so an initial 4 million take-up for podcasting, with only one show on offer, shows the potential impact of this form of distribution. The challenge to extending podcasting is intellectual rights, much like the earlier debates over Internet radio in general, but broadcasters are now beginning to look at trying to create digital rights packages which will allow them to extend distribution to audiences through podcasting. The music mainstream mixes which are being offered are often new, unsigned bands – extremely popular with young audiences – but equally not presenting music rights issues since the bands are generally keen to have a platform to reach audiences.
Podcasting, and its movement as a social, audio technology, throughout 2005 demonstrates the power of bottom up demand. Much like blogging, which came to the forefront during the US led Iraqi invasion in 2003, as an alternative medium, podcasting grew from the bottom up driven by amateurs keen to exploit digital media’s capacity to allow citizens – rather than consumers – to express their views.

The difference between the citizen and consumer arc, in the social use of technology, can be perceived by the ways in which blogging and later audio blogging were used by the alternative media and NGOs in the US from late 2002 to 2005. Largely as a reaction to the consensual and corporate media view of US media, particularly in TV, grassroots movements like MoveOn.org (which started with one student and a laptop in a flat in New York) began to push the use of new media and the Internet as a distribution platform to gather force against the pro-war establishment. 

Blogging extended then across many social and even professional networks and became not just a protest form of communications but a means of getting your message out into the ‘infosphere’.
 Audio-blogging – podcasting – equally grew from outside any business model dynamic. None of these processes could have been invented in an MBA class. Instead podcasting grew from the desire to ‘be your own media’ – a slogan of the civil rights movement of the 1960s – to become your own messenger. Once it spread – and the Internet allows global spread in real-time spread – it was then, like blogging, adopted and exploited by mainstream media and business. 
In a real sense the creation of business economy behind podcasting came after the communication concept – and its attraction – was proven. Apple itself only became associated with podcasting in July 2005 when it expanded iTunes to meet that need. Now podcasting has been given to the Harvard MBA class to explore as a business model and major corporations like IBM are using it to communicate their staff and clients and Apple has moved into video with a million videos sold in the first twenty days on its iTunes service.
As a business model it has nascent attractions which are part and parcel of new media economics. You have a pre-selecting client base who automatically get an audio/radio programme update so you are assure of connecting with them in a way that traditional media does not give you. A company – say a fast-food company – matched to a light entertainment/comedy radio programme – with a subscriber list – has a lot to gain from that sponsorship. It is more intimate, and potentially easier to track and audit, than sponsorship in a live radio show. Besides sponsorship – based on those criteria – there is the development of micro-payments where individuals say for a travel/educational/business show pay micro payments for each feed.

8. Scenarios for the Digital Radio Future explored.

In a sense there are elements of all five Ala-Fossi’s digital radio scenarios in my read of the future (Ala-Fossi 2005). Given the premise that digital radio will be multi-platform, available on a number of different digital platforms, it is extremely likely that ten years from now we will still be using analogue FM radio in junction with a range of digital solutions: digital terrestrial, satellite and Internet. We will continue in that time period to see different developments within national and geographical landmasses depending on the stability and needs of the radio and media markets and societies in those areas. So there will be digital diversity operating in a multimedia market with people receiving radio through a range of functions from radio sets to digital TVs to multi-media mobile devices.  But the driving force will be mobility and the ability to meet the ‘my media’ culture for on demand content which is personally shaped or selected rather than mass produced. 
According to one media commentator, Paul Holmes, of the US based PR agency: ‘consumers will turn to a more personalised array of media drawing on information from a variety of sources’ – including blogs and podcasts.
 Trusted filters and aggregators become more important than ever in such a ‘my media’ culture – so the gateways – whether the BBC or Google will become more crucial to the management of content and communications. But what will change is the user’s ability to interact, to rate sources, to feed back and ultimately to create his or her messages and inputs.  
What is clear is that there will be increasing choice available not just in radio/audio options but also in how we receive and interact with them. The DAB and iPod generations are currently different. The DAB UK owners are largely older and more committed to quality and diversity as reasons for choosing DAB while the iPod generation – and MP3 habitual users – are younger
. The reality is they, the iPod Generation, are the mainstream media users of the future and their concepts of media, and radio in particular, is determined by their ability to control it, to have it when and where they want, in a mobile and flexible form. The Knowledge Agency which conducted the research for Ofcom in the UK describes it as a generation which wants to take their ‘lifestyle’ with them on the move. Wireless broadband, linked to satellite, enhances our ability to have our communicative technologies mirrored where ever we are.  
         Consequently the growth in subscribed radio feeds will mean non-linear radio will grow and will begin to become as important as linear radio in the future. Both will complement each other – indeed fed off each other – and that change will also begin to change the production mind-sets- that programmes are conceived not just as live, once off editions but as shows which will have a longer shelf life and which must work both in a live and recorded/down-loaded/RSS feed life. The mix of linear and non-linear will also change the business plans with the doomsday scenario of the ‘death of radio’ because of fragmentation and advert avoidance being met with the more realistic re-invention of the market into one which sells segments of its audience as well as the entire audience. 
But it is Marko’s fifth scenario, one of a software solution, which is most interesting and which will begin to meet the demands of our multi-platform media world. The lesson from the development of podcasting is less about the value of Apple’s iPod but more about the value of free source software like RSS. In the future, ideally, such software solutions will allow citizens-consumers to interact with a variety of digital and indeed analogue platform with ease. RSS may free source software but it is now at the basis of lots of media businesses.  By 2016 the likelihood is that cohabitation software which will ‘read’ and translate’ different inputs in a mobile multimedia device will exist – but given the nature of the global media market its equally likely that that multimedia device – and entry point – will be controlled by some of the key media global corporate players whether Nokia, Microsoft, Samsung or Apple – and that is where the technology market battle will continue to be fought. 
Already Internet ‘interface’ software and devices are emerging like the Internet browser, Flock, based on Firefox source code, which provides a one-stop shop for RSS feeds, blogging and social networking. Google and Yahoo have equally both developed portals which enable users to find and use blogs and podcasts
. The pace of change is rapid and a mobile device which uses a search portal and has the ability to ‘read’ lots of different forms of media, from different platforms seems possible. 

Ultimately the platform battle may be more accurately described as digital terrestrial/satellite versus the Internet. A broadband enabled Internet sphere may yet prove the most versatile match for our social needs. Bart Decrem, the founder of Flock puts it: ‘The web has evolved very dramatically from a big library to a library, shopping mall and increasingly, a social space where people can exchange information, communicate with each other and share information’.

That is an image of the future beyond technology platforms which fits perfectly with the ideology of social communications or even participatory democracy from Aristotle Edmund Burke to Thomas Jefferson
. James Curran describes public broadcasting as the best model to foster a democratic media system yet in a digital media age new forms of public, or not for profit, media are emerging which may allow us to re-think the media and democracy axis (Curran 2000, Murdock 2004). Graham Murdock talks about the extension of the public broadcasting philosophy into new online intellectual and cultural productions, like Wikipedia, which operate on a social contract and points to the emergence of ‘citizen journalism’ in South Korea and the UK.

The Internet, ironically given how quickly it was dismissed in the 1990s as the future of radio, may yet be the engine not just for radio but for that magical concept of the ‘meeting of media’ where new forms can take place. As a vision, ‘a social space where people can exchange information, communicate with each other and share information’ – it seems remarkably close to the idealism of Habermas’s public sphere yet if we test our emerging technologies against that vision, whether DAB/DVB/DRM or Satellite, the closest we get to that being delivered, in a digital world, is through an Internet/software assisted model. This is not a return to the early idealism of the Internet as the basis of new global liberties and freedom but the recognition that the Internet is entering a new phase which may finally see it become a new innovative, communications medium in its own right – not simply re-mapping newspapers, radio and TV. 
Beyond the early rebelliousness of Napster and  Lawrence Lessing’s ‘digital commons’ clash with Intellectual Property, corporate business and national regulation, we are now perhaps seeing a tamer but more workable model for how the Internet can be used as a social communications network. Lessing’s view that the Internet – much like the Wild West – fostered innovation in its unregulated state is true, but it is true of all early stages of exploration and change and just like the Wild West law and order, copyright and regulation, have corralled the net into a more rule based universe. Lessing’s point, though that intellectual freedom at a code level is essential to the creativity of the Internet-enabled world, is supported by the podcasting case study – in that unless free source code is nurtured and advanced the real potential for that Internet-enabled world will not be realised. 
 The Internet itself was liberated by common interface software – the World Wide Web, developed by Tim Berners-Lee of CERN in 1989. (Berners-Lee and Fischetti 1999) which allowed a research network to become a public good.
While questions about the ‘digital divide’ and digital inequality’ will naturally challenge any Internet-based model in reality the developing world is likely to jump over technology phases and move to a wireless internet enabled environment. While electricity, computers and landline internet connections may be low in the developing world the number of mobile phones is high and the ‘infosphere’ vision of social communications can bypass the landline phase in Africa and Asia
. 
The final question may be - but will it still be radio? Predominately it will be an audio service, which will sound and be experienced much like all radio – in the mind because audio content remains the easiest content to absorb in a mobile environment – or in the midst of parallel activities, like driving. But it will be augmented by data and visuals and we will see hybrids emerge where the lines are completely fused. Arte, a TV channel in Europe now has a web-based radio service, several key newspapers now have a ‘radio’ like service online – re-positioning content back and forth in different forms – for different media. We probably have not yet found words for the hybrids that will come – television on mobile is already with us and being tagged mobTV - while podcasts on mobiles are being tagged mobcasting. The clay is still forming – the names are still being cast. Our difficulty now is to keep describing, and naming, the changes as the speed of convergence accelerates.
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