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Right out of the gate, gut feeling, artist 
stature and playlist fi t are the top consid-
erations in add decisions, as they were 
in 2016. Label/artist relations matter a 
lot, too, but the big story is that program-
mers are increasingly focusing on sales 
and streaming consumption, as well as the 
artist’s recent airplay history and current 
chart data. For instance, sales ranked fi rst 
(fourth overall), but moved up from 74% to 
82% year-to-year as having a “very likely” or 
“somewhat likely” infl uence on add deci-
sions. Proof of performance also gained in 
signifi cance, as the artists’ success or failure 
with their prior single jumped from 71% to 
80% importance. 

How these and other factors infl uence 
decisions on conversions – i.e. increasing 
airplay for songs already on the air – will be 
the focus of the second part of this feature 
(page 18). But fi rst, on with the adds: 

DO THE LOCAL-MOTION
While national statistics abound, it is local 
research that attracts the most interest for 
new music decisions. Included as a survey 
question for the fi rst time, local streaming 
data scored highly, with more than three-
fourths of respondents sayin g it was very 
or somewhat important – far more than 
those interested in national streaming 
fi gures. And local callout, ranking ninth 
last year, moved up to No. 7 and was the 
next-highest-scoring factor, ranking No. 2 
among “very likely” responses (excluding 
“somewhat likely” mentions). Even if some 
respondents don’t have access to their own 
local callout, they certainly say they value it.

Also growing in importance was the 
network effect of word-of-mouth from other 
PDs, as two-thirds of respondents said it 
was at least “somewhat likely” to infl uence 
new adds. But one voice looms particularly 
large: Among stations indicating they have 
a corporate mandate, corporate PD or 
consultant, nearly seven in 10 regarded the 
mandate as a “very/somewhat likely” factor. 
Looking at only those who cited a factor 
as “very likely” to shape their decision, the 
corporate mandate came in No. 1; the next 
four-highest-scoring “very likely” consider-
ations were the same as in 2016, and in the 
same order, as well.

GREATEST GAINERS
Although they were not generally the 

most signifi cant factors, airplay- and re-
search-related considerations posted nearly 
all of the 10 largest increases year-to-year. 
Three of the four biggest gainers regarding 
new adds were chart-related. Leading the 
pack was the “Most Added data/ranking,” 
jumping from 20% to 37% as a “very/some-
what likely” infl uence. Consensus among 
programmers also rose in relevance for 
conversions (see separate story).

Coming in at No. 2 was “National air-
play chart growth,” tracking station/spin 
increases as measured, for example, by 
Country Aircheck’s “Airborne” designation 
threshold; it climbed in importance from 
54% to 69%. “Playlist fi t” grew from 75% to 
88%, while “National airplay chart posi-
tion” (reaching top 40, 30, etc.) was fourth, 
achieving a majority by rising from 49% to 

Call it “golden ears” or 
natural talent, but PDs 
and MDs continue to base 

playlist add decisions on three 
“intangible” factors more than 
any others. Data-based factors 
have seen growth, however, in 
the second annual Country 
Aircheck/Stone Door Media Lab 
Music Decision Survey of reporting 
Mediabase stations.

 FOR YOUR CONSIDERATION 
DATA  R E V I S I T E D

Intangibles Lead Second Annual Reporter Survey

Factors Infl uencing Add Decisions

2016 2017 
Rank Rank  2016 2017 Factor type
 2 1 Gut feeling 90.5% 96.7% intangible
 1 2 Artist stature/reputation 95.9% 90.2% intangible
 3 3 Playlist fi t (tempo, sound, etc.) 75.4% 88.0% intangible
 4 4 Sales data  73.7% 81.5% research
 6 5 Prior single’s success/lack of 70.7% 80.4% airplay
 New 6 Local streaming data … 76.1% research
 9 7 Local callout 68.5% 69.6% research
 10 8 Word-of-mouth from PDs 64.0% 69.6% intangible
 New 9 Corporate mandate … 68.6%* internal
 5 10 Artist free show for station 71.7% 68.5% marketing
 12 11 National airplay chart growth 54.0% 68.5% airplay
 8 12 Relationship with artist 68.9% 67.4% intangible
 15 13 National airplay chart position 48.7% 60.9% airplay
 13 14 Streaming data (overall) 52.1% 60.9% research/other media
 New 15 Consumption per spin … 58.7% research/airplay
 11 16 Relationship with label 58.6% 54.3% intangible
 7 17 Local concert appearance 70.3% 51.1% marketing
 14 18 Airplay at specifi c stations 49.3% 48.9% airplay
 New 19 National streaming data … 43.5% research
 21 20 Shazam data 32.0% 42.4% research
 19 21 Listener requests 34.1% 40.2% research
 17 22 Persuasion of regional rep 41.9% 40.2% intangible
 16 23 National callout 48.0% 39.1% research
 27 24 Most Added data/ranking 20.0% 37.0% airplay
 22 25 Persuasion of nat’l label exec 32.0% 35.9% intangible
 18 26 Label reputation 37.9% 34.8% intangible
 New 27 Input from corporate PD … 34.2%* internal
 20 28 Artist visit to station 33.8% 29.3% marketing
 24 29 Mscore data 31.6% 29.3% research
 25 30 Streaming data: Spotify 31.1% 27.2% other media
 New 31 Input from consultant … 23.5%* internal
 28 32 Streaming data: Apple 19.5% 21.7% other media
 23 33 Social media data 32.0% 20.7% other media
 26 34 Streaming data: YouTube 20.3% 20.7% other media
 29 35 Concert tix/meet-and-greets 17.6% 14.1% marketing
 30 36 Streaming data: Pandora 13.6% 14.1% other media
 New 37 Airplay on syndicated shows … 10.9% airplay
 31 38 SiriusXM airplay/data 9.3% 5.4% other media
 32 39 National TV performance 6.7% 3.3% other media
 33 40 Music video 6.7% 1.1% other media

Intangible            Research              Airplay               Internal             Marketing        Other media

Top Decliners: New Add Infl uencers
(Overall rank trend in parentheses)
Rank   2016 2017 Change Factor type
 1 Local concert appearance (7-17) 70.3% 51.1% -19.2%  marketing
 2 Social media data (23-33)  32.0% 20.7% -11.3%  other media
 3 National callout (16-23)  48.0% 39.1%  -8.9% research
 4 Artist stature/reputation (1-2)  95.9% 90.2%  -5.7%  intangible
 5 Music video (33-40)  6.7% 1.1% -5.6%  other media

Top “Very Likely” New Add Infl uencers 
(Excluding “somewhat likely” responses)
 2016 2017           
 Rank  Rank     2016 2017  Factor type
 New 1  Corporate mandate … 58.8%*  internal
 1 2  Local callout  55.3% 57.6%  research
 2 3  Gut feeling  50.0% 47.8%     intangible
 3 4  Playlist fi t (tempo, sound, etc.) 38.7% 45.7%  intangible
 4 5  Artist stature/reputation 37.8% 41.3%  intangible

Top Gainers: New Add Infl uencers
(Overall rank trend in parentheses)

Rank        2016 2017 Change Factor type
1 Most Added data/ranking (27-24) 20.0% 37.0% +17.0% airplay

 2 National airplay chart growth (12-11) 54.0% 68.5% +14.5% airplay
 3 Playlist fi t (tempo, sound, etc.) (3-3) 75.4% 88.0% +12.6% intangible
 4 National airplay chart position (15-13) 48.7% 60.9% +12.2% airplay
 5 Shazam data (21-20)  32.0% 42.4% +10.4% research
 6 Prior single’s success/lack of (6-5) 70.7% 80.4% +9.7% airplay
 7 Streaming data (overall)(13-14) 52.1% 60.9% +8.8% research
 8 Sales data (4-4)   73.7% 81.5% +7.8% research
 9 Gut feeling (2-1)   90.5% 96.7% +6.2% intangible
 10 Listener requests (19-21)  34.1% 40.2% +6.1% research
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Top Gainers: Spin Increase Infl uencers 
(Overall rank trend in parentheses)                             

Rank      2016 2017 Change Factor type
 1 Prior single’s success/lack of (12-8) 50.0% 63.0% +13.0% airplay
 2 Most Added data/ranking (35-30)   9.0% 21.7% +12.7% airplay
 3 Sales data (6-4)   72.0% 81.5%   +9.5% research
 4 Shazam data (23-22)  27.4% 35.9%   +8.5% research
 5 Mscore data (22-20)  30.7% 38.0%    +7.3% research
 6 Label reputation (27-25)  24.0% 30.4%   +6.4% intangible
 6 Streaming data (overall) (15-14) 45.8% 52.2%   +6.4% research/other media
 8 Persuasion of nat’l label exec (25-26) 25.3% 30.4%   +5.1% intangible
 9 Relationship with artist (13-13) 48.7% 53.3%   +4.6% intangible
 10 Streaming data: Pandora (34-36) 12.2% 15.2%   +3.0% other media

Top Decliners: Spin Increase Infl uencers 
(Overall rank trend in parentheses)
Rank     2016 2017 Change Factor type
 1 National callout (11-16) 53.3% 42.4% -10.9%  research
 2 Social media data (25-34) 25.3% 17.4% -7.9%  other media
 3 Local concert appearance (7-9) 65.8% 59.8%  -6.0%  marketing
 4 Listener requests (16-19) 44.4% 39.1% -5.3%  research
 5 Artist stature/reputation (5-5) 74.7% 69.6% -5.1%  intangible

Top “Very Likely” Spin Increase Infl uencers
(Excluding “somewhat likely” responses)        

2016 2017      
Rank Rank   2016 2017 Factor type
 1 1 Local callout 80.3% 77.2% research
 New 2 Corporate mandate … 49.1%* internal
 3 3 Playlist fi t (tempo, sound, etc.) 30.7% 42.4% intangible
 5 4 Gut feeling 24.3% 35.9% intangible
 New 5 Local streaming data … 29.4% research

Intangible            Research              Airplay               Internal             Marketing        Other media

2016 2017      
Rank Rank  2016 2017 Factor type
 1 1 Local callout 90.8% 87.0% research
 2 2 Gut feeling 79.7% 82.6% intangible
 3 3 Playlist fi t (tempo, sound, etc.) 78.7% 81.5% intangible
 6 4 Sales data 72.0% 81.5% research
 5 5 Artist stature/reputation 74.7% 69.6% intangible
 New 6 Local streaming data … 68.5% research
 8 7 Artist free show for station 61.3% 63.0% marketing
 12 8 Prior single’s success/lack of 50.0% 63.0% airplay
 7 9 Local concert appearance 65.8% 59.8% marketing
 9 10 National airplay chart growth 60.0% 58.7% airplay
 New 11 Corporate mandate … 58.5%* internal
 New 12 Consumption per spin … 57.6% research/airplay
 10 13 Word-of-mouth from PDs 54.7% 54.3% intangible
 13 14 Relationship with artist 48.7% 53.3% intangible
 15 15 Streaming data (overall) 45.8% 52.2% research/other media
 13 16 National airplay chart position 48.7% 51.1% airplay
 11 17 National callout 53.3% 42.4% research
 17 18 Relationship with label 44.0% 41.3% intangible
 17 19 Airplay at specifi c stations 44.0% 40.2% airplay
 16 20 Listener requests 44.4% 39.1% research
 22 21 Mscore 30.7% 38.7% research
 New 22 Input from corporate PD … 38.0%* internal
 New 23 National streaming data … 37.0% research
 23 24 Shazam data 27.4% 35.9% research
 27 25 Label reputation 24.0% 30.4% intangible
 25 26 Persuasion of nat’l label exec 25.3% 30.4% intangible
 20 27 Persuasion of regional rep 32.9% 29.3% intangible
 New 28 Input from consultant … 25.9%* interna
 24 29 Streaming data: Spotify 27.0% 25.0% other media
 35 30 Most Added data/ranking   9.3% 21.7% airplay
 29 31 Artist visit to station 20.6% 18.5% marketing
 31 32 Streaming data: YouTube 17.6% 18.5% other media
 32 33 Streaming data: Apple 16.7% 18.5% other media
 25 34 Social media data 25.3% 17.4% other media
 30 35 Concert tix/meet-and-greets 18.9% 15.2% marketing
 34 36 Streaming data: Pandora 12.2% 15.2% other media
 New 37 Airplay on syndicated shows … 12.0% airplay
 36 38 National TV performance 6.8% 6.5% other media
 39 39 SiriusXM airplay/data 1.4% 4.3% other media
 37 40 Music video 5.3% 1.1% other media

Factors Infl uencing Spin Increases
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61%. Notably, Shazam gained in attention, as 
well. Correlations between these various activity 
statistics, Shazam and chart outcomes have been 
previously reported, and an update on those 
fi ndings will be presented at CRS 2018 during 
the “Matrix of the Metrics” panel.

WHAT OTHER MEDIA?
Although streaming data increased sharply in 
signifi cance for new add consideration, none of 
the major streaming sources – Spotify, Pandora, 
Apple or YouTube – scored well individually. 
In terms of new adds, programmers’ interest in 
other competitors vying for listener attention, 
including social media, SiriusXM, national TV 
performances and music videos, all declined. So 
did local concert appearances, and to a much 
less extent, station visits.

SPIN ME RIGHT ROUND
Are the factors PDs and MDs consider very dif-
ferent when it comes to increasing spins, com-
pared to those for adding new singles? Not too 
much, actually. As you see in the box scores, the 
rankings certainly vary, but just three of the 40 
factors in this survey scored significantly higher 
percentages for being “very likely” or “some-
what likely” to influence bumping up spins 
over adds. No. 1 was overall leader local callout 
(reported to be influential among 87% of 
respondents for spin increases vs. 70% for new 
adds); it also ranked No. 1 among “very likely”-
only mentions. The second-largest difference 
was local concert appearances (60% vs. 51%); 
and although not regarded by the majority as a 
major force, Mscore (38% vs. 29%) posted the 
third-biggest differential between conversions 
and new adds.

Among spin increase factors themselves, the 
top five remained the same from 2016, led by a 
combination of local callout and sales, coupled 
with equally important “gut feeling” and the 
all-purpose “playlist fit” considerations. The 
new category of “Local streaming information” 
ranked sixth as a key conversion factor, just as it 
did for new adds.

Beyond the leading indicators, there was some-
what less consensus on factors for spin increases 
vs. new adds. Two-thirds of respondents cited 12 
factors as “very” or “somewhat likely” to shape 
their decisions on new adds, but the same propor-
tion recognized just six for spin increases. Of 
course, once a single is seen as gaining enough 
traction to move beyond evenings and overnights, 
many other factors start to grow in relative impor-
tance including artist shows, consumption data, 
national callout and the aforementioned Mscore.

The biggest increases year-to-year? The artist’s 
prior single’s success (or lack of), up 13%, fol-
lowed closely by Most Added data/ranking. Sales, 
Shazam and Mscore rounded out the top fi ve, 
while label relationships also grew beyond the 
margin of error. 

Although most of radio’s streaming and satel-
lite competitors gained a bit in relevance among 
programmers for spin increase consideration, 
they still collectively ranked at or near the bottom 
among infl uences, just as they did for new adds.

One powerful force is the corporate 
mandate, which came in nearly as prevalent in 
motivating spin increases as they are for new adds. 
Nearly 60% of respondents with corporate man-
dates regarded them to be “very” or “somewhat 
likely” to infl uence conversions.                CAC

NOTE: While the 2016 survey also did ask about 
corporate mandates, input from a corporate PD, 
and input from a consultant, the questions didn’t 
specify that responses were sought only from 
those for whom they were relevant, and so those 
percentages were excluded from this report. 
The 2017 survey addressed this caveat, and the 
percentages listed recognize the proportions 
among the relevant respondents, indicated with 
an asterisk (*).

ABOUT THE SURVEY: Conducted in November-
December 2017, the second annual Country Air-
check/Stone Door Media Lab’s Music Decision 
Survey generated a record 92 responses from 78 
CA/Mediabase-reporting stations in 66 markets 
(28 PPM, 38 diary), providing an 80% confi dence 
level with a 5% margin of error. 
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