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Abstract
In recent decades, speech-based radio stations in Spain, whose programmes have been aimed at the general public, have 
transformed their on-demand content broadcasting strategy by incorporating audio processes in the form of podcasts, 
followed by transmission through websites, aggregators and applications. The overall objective of this article is to provide a 
detailed account of the evolution and scope of the podcast as an on-demand distribution channel for speech-based Spanish 
radio broadcasters, and to reveal how this format is changing the approaches taken by the most prominent national radio 
stations [Cadena SER, COPE, Onda Cero, and Radio Nacional de España (RNE)], with special emphasis on prime-time mor-
ning shows. The methodology employed combines quantitative and qualitative techniques along with an analysis of the 
content uploaded to the website of these morning programmes, which are part of the weekly programming cycle, together 
with semi-structured interviews using closed-ended questions that have been given to the main heads of programming and 
digital areas of the broadcasters under study. The results show that radio stations have incorporated podcast distribution 
into their usual routine in order to give new life to the content emitted, with the aim of serving both traditional users as well 
as new generations of digitised native listeners. In addition, they process daily content in an increasingly systematic way, 
on the basis of a model of mixed management coordination between programmes and digital areas. Similarly, broadcasters 
have made considerable progress in the measurement and analysis of the time-shifted audience, as well as in broadcast 
multiplication techniques using push notifications, social media, and monetisation.
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1. Introduction
If anything has defined radio during its first hundred years of life, it is undoubtedly its ability to adapt generally to social 
changes, and specifically to those experienced by its audience. Such resilience is one of the hallmarks of the broadcas-
ting media (Martínez-Costa; Legorburu-Hortelano, 2020), which is based on its ongoing attention to the demands, ex-
pectations and preferences of successive generations of listeners, along with its use of technical advances to overcome 
diverse threats that have arisen over the decades, especially from television.

In its quest to survive, radio has incorporated (and improved) methods for measuring and analysing its audience since 
the 1920s (Pedrero-Esteban; Legorburu-Hortelano, 2021). Moreover, from a technological point of view, it has also 
infused its production and distribution processes with inventions such as frequency modulation, satellite and digital 
broadcasting, and online transmission through the Internet (Hilmes; Loviglio, 2013; Martínez-Costa; Prata, 2017). To 
a large extent, the same can be said of podcasting at the present time, which offers new opportunities to the future of 
broadcasting (Terol-Bolinches; Pedrero-Esteban; Pérez-Alaejos, 2021).

Regardless of the ongoing debate in professional and academic circles regarding the use of the term podcast in connec-
tion with radio (Berry, 2016), the fact is that this sound format has been used by traditional radio stations to give new 
life to content that is broadcast live. This is known as radio on-demand, which opens up new opportunities for the sector, 
not only in terms of distribution and marketing of its products, but also from a purely strategic point of view, the purpose 
of which is to attract and retain an audience segment that has become elusive in recent times, referring to young people.

Even though significant scientific literature has been produced on the different aspects of broadcasting digitisation in 
recent years, specific studies on the use of podcasts and their close relationship with radio on-demand are not as nume-
rous (Galán-Arribas et al., 2018). Therefore, this study could be of interest in gaining more precise knowledge related to 
the scope of this new audio distribution channel, while at the same time facilitating its use by the broadcasting sector.

2. Podcasting and radio on-demand: two decades of evolution
The acceptance of the podcast by traditional radio, which was previously the case with online broadcasting, must be 
seen in the context of the digitisation process that all media have been undergoing since the global spread of the Inter-
net. Initially seen as just a useful tool, the Internet has gradually become a key element in this scenario. In fact, as stated 
by Berry (2014, p. 3), “The future of radio is the Internet, not just being on the Internet”.

Likewise, from the time it was invented in 2001 by Dave Winer and Adam Curry (Nuzum, 2019), podcasting has undergo-
ne its own development. It has passed through different stages, ranging from a highly experimental phase between 2001 
and 2014 (Sellas, 2011; Spinelli; Dann, 2019), which lasted nearly three lustrums. This was followed by the so-called se-
cond era (Bonini, 2015), which was characterised by the progressive professionalisation of the ‘Serial’ phenomenon (Li-
nares-Palomar; Neira-Borrajo, 2017), as well as the widespread expansion of connectivity and the use of smartphones 
and apps (Piñeiro-Otero, 2015; Ribes-Guàrdia et al., 2016). Finally, the present stage, known as big podcasting (Quah, 
2019), features a succession of million-dollar investments from multinational companies such as Amazon, Apple, and 
Spotify, as well as from radio corporations like American iHeartRadio and SiriusXM. 

Although radio and podcasting share a common language, they have significant differences. Specifically, as Newman 
and Gallo (2019) point out, podcasting refers to an episodic series of audio files that can be consumed, downloaded, 
and subscribed through various digital technologies. These audio products can be specifically created for offline con-
sumption (native podcasts) or previously broadcast radio programs that are made available to the audience in a digital 
repository (radio on-demand). Thus, it is logical that traditional broadcasters quickly discovered how useful this new 
sound format could be in making the passive, ritualized consumption of traditional broadcasting compatible with the 
much more intentional, selective, active instrumental consumption (Chan-Olmsted; Wang, 2020).

As such, on the one hand they could offer new listening opportunities to their most loyal audience, enabling its interac-
tion with content according to their preferences and schedules (Laor, 2022; McClung; Johnson 2010; McHugh, 2022; 
Nyre, 2015). On the other hand, an opportunity was created in an attempt to connect with the new generations of digital 
native listeners (Chignell, 2009; Hirschmeier; Tilly; Beule, 2019; Novaceanu, 2020; Soengas-Pérez, 2013), for whom the 
mobile phone is the dominant access device (Martínez-Costa; Moreno-Moreno; Amoedo-Casais, 2018; Pedrero-Este-
ban; Barrios-Rubio; Medina-Ávila, 2019).

In Spain, broadcaster Cadena SER began using podcasts on April 10, 2005 followed weeks later by COPE, which immedia-
tely chose to process its programs as well (Sellas, 2012). From that moment on, its use became widespread. In fact, by 
2009 all speech-based radio broadcasters had significantly developed this distribution channel, regularly updating their 
online news, uploading their latest hourly bulletins, and incorporating video as well (Moreno-Moreno; Martínez-Costa; 
Amoedo-Casais, 2009). In 2010, RNE (National Spanish Radio) produced approximately fifty daily podcasts and COPE 
generated around 30, a trend that increased two seasons later (2012-2013), especially with regard to the processing of 
morning shows (Sellas, 2012). By that time, it could be affirmed that podcasting had already become common practice 
for the distribution of previously broadcast content on a delayed basis (Gallego-Pérez, 2010; García-Marín, 2019; Gutié-
rrez-García et al., 2014; Pessoa; Prata; Avelar, 2017).
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Moreover, at that same time it should be noted that 
according to the aforementioned phases of podcasting 
evolution, even though this type of listening was promi-
sing, it was not yet consolidated, neither on the webs 
nor in apps (Videla-Rodríguez; Piñeiro-Otero, 2013; 
2017). Similarly, although Spanish operators used it qui-
te extensively, in reality, they did so without a well-de-
fined strategy (Fernández-Sande; Rodríguez-Barba; Rodríguez-Pallares, 2013). Their aim was initially to maintain the 
status they had already enjoyed in the broadcast radio market (Martí-Martí et al., 2014).

However, parallel to digitisation and the rise of podcasting over time, programmers were also redefining their intra-me-
dia objectives (Napoli, 2011) and enhancing their content management techniques by mixing linear broadcasting (the 
classic grid) with asynchronous broadcasting (Martínez-Costa; Prata, 2017). In short, they mixed flow content with stock 
content (Bonet; Sellas, 2019), thereby enhancing their listening through the use of alerts (Pedrero-Esteban; Herre-
ra-Damas, 2018) and social networks (Sixto-García, 2018; Suing; Ordóñez; Herrero-Gutiérrez, 2020; Martínez-Otón; 
López-Schilchting, 2022). Thus, the different programmes and their sections have become nodal content, which is pro-
cessed and made available to the audience through web repositories that have since grown in volume and importance.

Thus, in the decade of the 20s, and parallel to the aforementioned boom in podcasting, speech-based radio stations 
in Spain now consider radio on-demand as an essential means of distributing their content. As such, they have been 
developing strategies to manage and amortise it as efficiently as possible. This approach, which applies to all program-
ming, has had a significant impact on the most relevant and popular content, referring to the morning shows (Rodrí-
guez-Luque; Alonso-Fernández; Legorburu-Hortelano, 2020). An example of this growing importance is the launch on 
16 March 2021 of SER Podcast, which has “the aspiration of leading the Spanish podcast market” (Cadena SER, 2021). 
This initiative has been joined by regional corporations of the Basque Country, Galicia and Aragon and several of Prisa 
Radio’s thematic music stations.

While it was first thought that the podcasting boom would be exploited by native producers, the truth is that they share 
the spotlight with the more experienced content creators, which are radio stations with decades of experience behind 
them. This is evident from viewing the different rankings (AIMC, Chartable, Edison Research, iVoox, Podtail, Triton Digi-
tal, etc.), in which these recycled programmes have considerable influence, along with the fact that reprocessed pod-
casts nearly double the number of those that are native (65%-35%) (Amoedo-Casais; Moreno-Moreno; Martínez-Costa, 
2021). Moreover, in this realm traditional broadcasters have also been carrying out the following actions: production of 
a significant number of native podcasts (Pérez-Alaejos; López-Merayo, 2013); the retrieval of neglected genres such as 
the audio feature (Legorburu-Hortelano; Edo-Bolós; García-González, 2021) and radio drama (Markman, 2015); experi-
mentation with the so-called reverse programming, or in other words, the broadcasting of programmes during low-au-
dience slots that are nonetheless very well received offline (Legorburu-Hortelano; García-González; Dorado-Colmenar, 
2019); and lastly, the lack of objections to their entire production being accessible outside their own domain through 
other platforms and aggregators (Piñeiro-Otero; Terol-Bolinches; Vilà-Talleda, 2019; Sullivan, 2019).

Finally, it should be noted that in recent years the audience for podcasts has increased exponentially. Between 2019 and 
2021, such growth was especially significant, exceeding 53% in the latter (Prodigioso Volcán, 2022). In this context, the 
trend toward listening to radio on-demand has also been growing, as it reached approximately one million listeners by 
the end of 2021 (AIMC, 2021), reaching the third most consumed digital audio format by Internet users (46.1%), only 
behind music and radio streaming itself (IAB, 2022).

3. Objectives and methodology
Based on the foregoing, the overall objective of this research is to determine the evolution and scope of the podcast as 
a means of on-demand broadcasting in speech-based radio in Spain in recent years, and more specifically between the 
2019-20 and 2021-22 seasons, in which its evolution can be verified. In addition to this overall objective, two others that 
are more specific have been added as well: 

- The first is to discover how this format is changing the broadcasting strategies of the main national broadcasters: Ca-
dena SER, COPE, Onda Cero and Radio Nacional de España (RNE). 

- The second focuses on carrying out a descriptive analysis of its use in the most popular programmes, which are the 
morning shows such as Hoy por hoy, Herrera en COPE, Más de uno and Las mañanas, which comprise two blocks (Es-
paña a las 6, 7, 8 y 9 and De pe a pa), respectively. 

These specific objectives have been made more even explicit by asking the following research questions:

- How has on-demand broadcasting developed among morning shows in the 2019-20 and 2021-22 seasons from an 
organisational, business point of view?

- From a quantitative perspective, how have morning shows used the main platforms, aggregators, and social networks 
in the 2019-20 and 2021-22 seasons?

There has been a widespread effort to 
include text and images in the inserts, 
provide a date and metadata for all 
items, and to fine-tune the search engi-
nes as well
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To achieve these objectives, and in order to answer the 
research questions, a mixed qualitative-quantitative me-
thodology was used. On the one hand, an exhaustive re-
view of the existing literature on podcasts and the mana-
gement of live and on-demand audio content in the field 
of broadcasting was carried out, in addition to that of the websites and apps of the aforementioned radio stations and 
morning shows. Furthermore, in order to consult primary sources (Vallés-Martínez, 2014), a semi-structured interview 
with closed-end questions was conducted.

Registry: Broadcaster/Name/Position/Date of completion

General issues
-  How useful is on-demand broadcasting compared to live broadcasting?
-  To which niche audience/s are these previously broadcasted content aimed? 
-  What is the name of this type of audio compared to native podcasting?

Processing the content
-    Which area/department is responsible for processing the content (packaging, metadata, content preparation for online publication, 

uploading, etc.)?
-    What strategy or system is followed when processing content?
-    Are there different levels of processing endeavour depending on the relevance of the programme, especially flagship programmes? If 

so, how are such programmes processed?

Broadcasting the content
-   By what procedure is this type of audience measured?
-   How much knowledge of the listener/user is available?
-   Do you obtain information, or metrics, regarding your audience on aggregators and platforms?
-   Are metrics used to refine the broadcast strategy and set your advertising rates?
-   By what means and strategies is the dissemination of this content expanded?

Comments

Figure 1. Questionnaire for managers of digital areas or programmes

The target population consisted of the heads of digital or programme areas of the above-mentioned radio stations, who 
are key individuals capable of providing the necessary information to achieve the aforementioned objectives: 

- Ana Ormaechea, Chief Digital Officer (CDO) of Prisa Radio (Cadena SER); 
- Javier Escartín, Digital Coordinator at Ábside Media (COPE); 
- María Sainz, Head of Digital Product at Atresmedia Radio (Onda Cero); and 
- Alfredo Laín, Director of Programmes at Radio Nacional de España. 

The questionnaires were completed during the month of January, 2022.

This qualitative perspective has been 
complemented with content analysis 
(Bardin, 1986) of the morning shows, ba-
sed on how broadcasters use the podcast 
on their respective websites. The sam-
ple selected was based on a constructed 
week (Riffe; Aust; Lacy, 1993) from the 
Monday to Friday programming cycle. 
Specifically, the broadcasts analysed were 
from January 3, 11, 19 and 27 of 2022, and 
February 4 of 2022, between the hours of 
6:00 and 13:00, or in other words, there 
were five complete editions of each mor-
ning show, or a total of 20 programmes. 
As previously mentioned, in order to up-
date a previous study that analysed the 
2019-20 season (Rodríguez-Luque; Alon-
so-Fernández; Legorburu-Hortelano, 
2020), we have also selected the 2021-
22 season. For this purpose, a technical 
analysis sheet has been designed, consis-
ting of the following registration variables 
based on the above-mentioned study.

Speech-based radio stations in Spain now 
consider radio on-demand as an essential 
means of distributing their content

https://cadenaser.com/podcast

https://cadenaser.com/podcast
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This form was used for each of the analysis units. The data collected were then processed using the SPSS software (IBM) 
in order to carry out frequencies and the cross-referencing of variables, and also using Word (Microsoft) for the layout 
of the different tables.

Finally, all the information was cross-checked with that of the previous work mentioned above. Moreover, other pu-
blications that have addressed this issue have also been helpful, to a greater or lesser extent (Fernández-Sande; Ro-
dríguez-Barba; Rodríguez-Pallares, 2013; Moreno-Moreno; Martínez-Costa; Amoedo-Casais, 2009; Sellas, 2012), as 
well as the contribution of Peña-Jiménez and Pascual-García (2013) on the specific issue of social network use as an 
amplifying factor in dissemination. 

4. Results
Considering the stated objectives, as well as the research questions and methodologies applied, the results obtained 
from the interviews conducted and the data extracted from the content analysis are presented in the following paragra-
phs.

4.1. On-demand radio offered by speech-based radio stations
As pointed out above, the podcast has fostered a situation in which speech-based radio stations have been incorpora-
ting their programmes into their websites over the past decade, in order to enable their consumption at a later time. It 
should be noted that although Cadena SER started this practice in 2005 (Sellas, 2012), there are audios in its repository 
from 2003. Regarding other broadcasters, the RNE archive contains programmes broadcast since June 2008, the reposi-
tory of Onda Cero since April 2011, and the data warehouse of COPE since January 2015 (there are also some files from 
2013 and 2014), although the latter began processing content nearly a decade earlier.

With regard to the naming of this distribution channel, a consensus among broadcasters has still not been achieved 
for the 2021-22 season, which has been inferred from the in-depth interviews and can also be seen in the following 
section, which focuses on the analysis of supply. Both Cadena SER and COPE have replaced the term on-demand with 
full hours and podcast, depending on the level of processing used. Onda Cero, however, bundles all of its on-demand 
content under the umbrella term of a la carte programmes and reserves podcast for native production. RNE uses the 
term on-demand audio programmes. It bears recalling that in 2008 the preferred term was audio (Moreno-Moreno; 
Martínez-Costa; Amoedo-Casais, 2009), and just two seasons ago the terms that prevailed were audio and podcast 
(Rodríguez-Luque; Alonso-Fernández; Legorburu-Hortelano, 2020). 

In any case, this practice has become fully institutionalised in speech-based radio and is currently based on two funda-
mental principles. Firstly, as in the 2019-20 season, the aim is to extend the life of the content once it has been broad-

Registry
-  Broadcaster (Cadena SER, COPE, Onda Cero, RNE)
-  Date (day/month/year)
-  Time (included/not included)

Accessibility
-  Number of access routes
-  Presence of access routes on the website (homepage, highlights, menu bar, its own profile, etc.) (description)
-  Search option and filters (yes/no)
-  Features of the search option and filters (description)
-  Number of clicks to access the offline content of the morning show

Processing
-  Number of podcast segments per edition
-  Data (date, duration, etc.) (yes/no)
-  Summary of content (yes/no)
-  Length of the podcast segments
-  Taxonomy of processing:
-  Full programmes (yes/no)
-  Programmes per segment (yes/no)
-  Permanent sections (yes/no)
-  Description of permanent sections (monologues, commentaries, interviews, news, daily and weekly slots, etc.) (description)
-  Exclusive online content (description)

Dissemination
-  Web/app push alerts (yes/no)
-  Social networks (yes/no)
-  Social networks used: Facebook, Flipboard, Instagram, Twitter, others (description)
-  Aggregators (yes/no)
-  Presence in aggregators: Apple Podcasts, Google Podcasts, iVoox, Podimo, SoundCloud, Spotify, Spreaker, others (description)
-  YouTube (yes/no)

Figure 2. Content analysis form.
Source: Adapted from Rodríguez-Luque; Alonso-Fernández and Legorburu-Hortelano (2020, p. 17)
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cast, or at least this is what the heads of the digital or 
programme areas of the four broadcasters under study 
have stated. Moreover, they place special emphasis on 
the benefit to their listeners in allowing them to consu-
me their favourite content offline, whether they are pro-
grammes or sections, because as Javier Escartín (COPE) 
points out, 

“Even though live radio continues to be strong, 
we cannot ignore the fact that there are users who want to listen to it any time of the day, and in any place,”

which is an approach that is also fully agreed upon by María Sainz (Onda Cero) and Alfredo Laín (RNE). In a similar vein, 
Ana Ormaechea (Cadena SER) affirms that 

“for the listener, it’s the best way to recapture the fragment of a broadcast they weren’t able to consume, but 
that they want to retrieve, and for the broadcaster, it is the optimal means of distributing its linear broadcasts in 
an organised, structured, well-labelled way.”

Secondly, this distribution method is used in order to maintain loyalty with traditional users who are adapting to the new 
technological environment, as well as to new generations of digital native listeners. This is how COPE explains it: 

“Even though studies have shown that young users between 18 and 40 years of age are the ones who consume 
it the most, in recent years we have found more and more people above that age range who are getting used to 
listening to radio on a delayed basis.” 

With this approach, Cadena SER has divided its on-demand distribution into two distinct areas: 

- On the one hand, its website offers 
 “automatic hourly cuts and full time slots aimed at the loyal audience (recurrent and heavy users), who already 

know the programme and want to listen to a very specific fragment. 

- On the other hand, in the SER Podcast, 
 “Content is selected, packaged and distributed thematically. Through this second means, the aim is to incorpora-

te new listeners, following the niche consumption approach of podcasts.”

Although RNE considers that “radio on-demand is not aimed at a specific niche audience”, it does bear in mind that 
young people are the ones who use it the most: 

“One of the great advantages of this content is that it can be consumed by people who do not listen to the radio, 
either never or rarely, due to the fact that users have found these audios or programmes through social networks, 
or because they have searched for information on the Internet about a topic covered by a particular audio or 
programme.”

In the case of Onda Cero, the opportunity to please regular followers prevail, as its on-demand broadcasts are aimed 
mostly at 

“loyal listeners of the programmes or sections”, even offering them “the option of rewinding the live broadcast 
without having to wait for the programme to be available on-demand.”

In terms of content processing, the three commercial broadcasters have chosen a mixed management model for the 
2021-22 season, based on cooperation between the digital area and the individual programmes. For its part, public radio 
has chosen to centralise this endeavour. As Laín explains, 

“In the digital area there is a team that is dedicated exclusively to uploading the complete broadcasts to the web-
site, and a second team that is responsible for broadcasting the most relevant content, both through the website 
and social networks.” 

According to the model used, the processing tasks are organised differently. For example, in the case of Cadena SER, 
as explained by Ormaechea, automatic processes (complete programmes) coexist with others that are more manual 
in nature (sections and highlights). In this way, the schedule is automatically edited and published on the website in a 
structured way according to time slots. On the other hand, 

“At the end of each block or section to be distributed, a technician removes the advertising, standardises the au-
dio quality, and integrates the input and output covers. Moreover, an editor from each programme is responsible 
for publishing the metadata on SER Podcast.” 

The routines at COPE are similar, as full hours (and hourly news bulletins) are also uploaded automatically to the web, 
while everything related to processed content is manual, and advertising is not deleted. As Escartín points out, 

“We make news from the content of different programmes with text and audio (...) In this case, it is the digital 
team that indicates what is of interest to those in charge of each programme (...) the criteria are based on edito-
rial aspects and relevance.”

Radio has once again found an oppor-
tunity rather than a threat with Internet 
and the podcast, the latter of which is a 
new tool for distributing its content, the-
reby providing new life beyond the live 
broadcast
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At Onda Cero, Sainz explains that 

“the newsroom follows all the 
programming live and takes the 
most important audio clips, as 
well as sections and full program-
mes, whose RSS feed is distribu-
ted to platforms and aggregators. 
Everything is processed through 
our content management system 
(...) All programmes are cut in the 
same way.” 

At RNE, Laín states that 

“there are protocols to guaran-
tee correct uploading to the web, 
which are mainly related to meta-
data.”

He then adds, 

“We take care in ensuring that there are no differences at the moment of uploading the full broadcasts of the 
programmes (...), although extracts are taken from the flagships of the radio station in order to give greater ex-
posure to its main content.” 

In addition, he stresses that 

“care is also taken to make sure that not too much time elapses between the broadcasting of programmes and 
their availability.”

Audience measurement and analysis has turned out to be a key issue for all the broadcasters studied, which was pre-
viously the case, though incipiently, in the 2019-20 season (Rodríguez-Luque; Alonso-Fernández; Legorburu-Hortelano, 
2020). Most of the broadcasters use tools such as Google Analytics, as well as Adobe Analytics, with the exception of 
Cadena SER, which uses an external provider (Triton Digital), whose measurements conform to the 2.1 standards of the 
Interactive Advertising Bureau (IAB). The aim is to obtain in-depth knowledge of the user. For Onda Cero, 

“Metrics are the key to everything, which include knowing and understanding our listeners, continuously improving our 
product, setting objectives and strategies, being able to monetize, etc.” 

At COPE, “consumer behaviour and content preferences” are also analyzed. RNE obtains 

“daily, weekly and monthly results that offer data such as the hours of highest consumption, the most heavi-
ly-consumed programmes and audios, rankings of Spanish cities and countries, and the type of device used.”

A similar situation occurs in the case of Cadena SER, which also monitors parameters such as logins, total listening hours 
(TLH), downloads, and CUME figures (number of unique listeners within the market for at least 5 total minutes), which in 
the short term aims to identify the unique user, trace their audio path, and discover their average consumption rate, as 
well as the particular content that logged-in listeners consume. For this radio station, metrics are crucial in making any 
decision, whether it concerns the achievement of objectives, the editorial line, or advertising. 

Similarly, the broadcasters analyzed measure the listening of their content outside their own domain. In this realm, 
significant progress can be seen with regard to the 2019-20 season, at which time there was still not enough informa-
tion available (Rodríguez-Luque; Alonso-Fernández; Legorburu-Hortelano, 2020). RNE carries out this task through an 
internal dashboard. This is also the case with Onda Cero and COPE, who also use the dashboards of aggregators and 
platforms. For its part, Cadena SER relies on Triton Digital, yet it also calls on external agents “when it needs additional 
socio-economic data.” It should also be noted that broadcasters collect data from Comscore, which measures the num-
ber of unique users, in order for the focus not to be aimed exclusively at the listening aspect. One should also keep in 
mind that the total sum of unique users exceeded 24 million in December of 2021 among the commercial broadcasters 
under study (Comscore, 2021).

Advertising rates are established according to the totality of these metrics, due to the fact that 

“the number of downloads or programmes consumed audibly influences marketing prices, as Escartín affirms 
(COPE),” 

Ormaechea of Cadena SER points out 

“that audience data is used not only for direct sales, but for indirect sales as well, both for pre-roll and mid-roll 
audio podcasts, as well as for pre-roll streaming.” 

These formats have been increasingly used in recent years, in addition to classic banners and layers.

https://www.cope.es/podcasts

https://www.cope.es/podcasts
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Finally, in the 2021-22 season, there has been significant development in terms of strategies for expanding the dissemi-
nation of this content, which in 2019-20 was limited to notifications and the use of social networks (Rodríguez-Luque; 
Alonso-Fernández; Legorburu-Hortelano, 2020). Onda Cero uses both internal and external means. Sainz explains that 

“the internal means involve disseminating such content on the website and app, thereby relying on social media 
profiles of both the station and the programmes, as well as on push notifications and a recirculation strategy with 
the different Atresmedia sites.” 

As for external means, these 

“include aggregators and platforms, as well as smart speakers.” 

According to Escartín, COPE uses mostly social networks, although these audios 

“are also displayed in a highly visible way on the web, so that the listener can access them directly and quickly, 
download them, etc. This improves the user experience.” 

He adds that they are also available on aggregators and platforms. RNE concurs with this strategy, which makes intensive 
use of social networks involving both the station’s profile and those of each programme, as well as the website and the 
RTVE Play Radio platform. Finally, Cadena SER distinguishes between two different strategies, depending on whether the 
aim is only to reach regular users or to attract new listeners. For the former, it uses newsletters, alerts, push notifications, 
and cross-promotions; for the latter, it uses the broadcast itself, promotions on platforms and aggregators, pre-launch 
marketing initiatives, and exclusive content, according to Ormaechea.

4.2. Morning shows: audios in the display window
Currently, the processing of morning shows in the weekly programming cycle (Monday to Friday) has become a consoli-
dated practice in speech-based radio in Spain in order to provide listeners with on-demand content. As was the case in 
the 2008-09 season, broadcasters upload their complete programmes to their repositories according to time slots, per-
manent sections, and main topics, though several disparate aspects exist, ranging from website accessibility to content 
processing, to the use of aggregators and platforms.

Regarding the ways in which users can access audio through the website, different options could be distinguished as 
early as the 2008-09 season, with almost no uniformity among the four radio stations, with the exception of “Lo más 
escuchado” [The most listened to] and “Archivo” [Archive]. At that time, tabs could be found under a highly diverse no-
menclature: “Escuchar audio” and “Lo que tienes que escuchar” [Listen to audio and What you have to listen to] (Cadena 
SER); “Últimos sonidos” and “Mis sonidos” [Latest sounds and My sounds] (COPE); “Audios” [Audios] (Onda Cero); and 
“Programas” and “A la carta” [Programmes and A la carte] (RNE) (Moreno-Moreno; Martínez-Costa; Amoedo-Casais, 
2009). In the current decade, while the four morning shows in the 2019-20 season offered between one and three op-
tions, excluding linear listening (streaming), the number of access routes has increased to between two and three in the 
2021-22 season.

To be more specific, access to each morning show through the main menu was identical two years ago, but with some 
differences once there. For example, on Cadena SER’s website, the option “Programas y Pódcast” [Programmes and Po-
dcasts] was offered, and from there you could go to Hoy por hoy, yet you could do so by using three filters: “Lo más escu-
chado” [Most listened to], “Actualidad” [Current affairs], and “Por relevancia” [According to relevance], either through 
the grid or by means of an alphabetical search engine. COPE has also incorporated the option of reaching its main pro-
gramme through the “Programas” [Programmes] tab, yet it offers two other options as well: a “Programming” tab and 
a search engine. The menu of Onda Cero directs the user to “Más de uno” [More than one] through “Programmes” and 
“Podcasts”, as did RNE, although the latter did so with significant differences: in “Programmes”, it offered an alphabeti-
cal search engine to reach each section of 
Las mañanas, while the “Podcast” option 
offered segments and the complete hours 
that were most recent. Finally, an alpha-
betical search engine allowed filtering by 
categories (Rodríguez-Luque; Alonso-Fer-
nández; Legorburu-Hortelano, 2020).

By contrast, in the 2021-22 season men-
tioned above, the way to access Cadena 
SER has been through two clearly diffe-
rentiated avenues: “Programmes” and 
“Podcast”. The first of these tabs contains 
the time slots for the day’s broadcast, 
while the second contains the spaces/sec-
tions that have already been processed. 
To be more specific, this new configura- https://www.ondacero.es/podcast

https://www.ondacero.es/podcast
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tion of the website based on the audio first 
philosophy was adopted as of 31 January 
2022 (Cadena SER, 2022), which also made 
it possible to locate audios by name, pro-
gramme, topic, and radio station. Until that 
date, audios were available in the PlaySER 
space (still active at the closing date of this 
analysis), which was found in the first four 
days of the constructed week. In this case, 
its configuration allows the three following 
access routes: “En directo” [Live], “A la car-
ta” [On demand], and “Parrilla” [Grid]. On 
the other hand, one can also search for the 
podcasts through “Últimos audios” [Latest 
audios] and “Los más escuchados” [The 
most listened to], or by means of a search 
engine that allows filtering by date, sec-
tion, and topic.

With regard to COPE, it has not undergone major changes, as it still allows access through the “Programmes” tab, 
where full hours, audios, podcasts, and certain permanent and special sections are uploaded. At this radio station, the 
“Podcast” section is reserved exclusively for native audios. In the case of Onda Cero, there are still two access routes, 
“Programas” and “Pódcast”, [Programmes and Podcast], although in the first tab there is a menu that includes the fo-
llowing diverse sections: “Portada” [Home], “A la carta” [A la carte], “Secciones” [Sections], “Especiales” [Specials] and 
“De 06:00 a 08:00” [From 6:00 to 8:00 o’clock]. In the “Podcast” section, there are several specific sections (processed) 
of Más de uno, and native audios as well. 

Lastly, RNE has three access routes. From the “Programas” [Programmes] tab, the user can click on Las mañanas de RNE, 
“RNE”, and “PlayRadio”, in alphabetical order. “Programas” [Programmes] is the main access route, because in addition 
to the fact that ‘RNE’ refers to it, it displays three options: “Emisiones” (tramos horarios) [Broadcasts (time slots)], “Clips” 
(processed audios), and “Relacionados” [Related], which refers to other programmes with similar content.

With regard to the number of clicks needed to listen to an item of content in the repository, starting from the moment 
of access to the radio station’s home webpage until it can actually be heard, a reduction to two clicks has been observed 
in the period analysed among all broadcasters. By comparison, in the 2019-20 study the fastest access pertained to Más 
de uno, with merely two clicks, compared to four for the others.

With regard to the processing of content, while in the 2010-11 season only complete programmes and counted seg-
ments were uploaded, the analysis shows that a decade later, in practically all cases, this process was carried out both for 
complete hours (except in the case of “Más de uno”, which continues to offer the entire programme) as well as through 
numerous segments of sections and highlights.

In any case, data regarding processing for 
the 2010-11 season (Sellas, 2012) is a long 
way off, where the number of segments of 
all programming, not just morning shows, 
ranged from nine for Cadena SER and COPE 
to six for RNE. If we look at Graph 1, which 
shows the evolution of the periods studied 
over time, the number of daily podcast 
segments is not only much higher, but has 
increased in all the morning shows analy-
sed, with the exception of Más de uno, 
which has fallen from an average of 11 to 
10.4. Hoy por hoy rose from 12.2 to 15.6, 
and Herrera en COPE increased from 13.8 
to 16.6. Finally, Las mañanas experienced 
the highest growth, going from an average 
of 10.4 to 17.8. Tables 1 and 2 show the 
specific number of daily podcast segments 
for the two seasons during the constructed 
week. 

https://www.rtve.es/play/radio/podcasts
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Graph 1. Average daily evolution of podcast segments. 2019 and 2022 seasons 
Source: Adapted from Rodríguez-Luque; Alonso-Fernández and Legorburu-Hortelano 
(2020, p. 19).
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Table 1. Number of daily podcast segments per morning show 2019-2020

Dates of the
constructed week

Hoy por hoy Herrera en COPE Más de uno Las mañanas

Monday 04/11/2019 -1 14 11 13

Tuesday 12/11/2019 15 18 11 11

Wednesday 20/11/2019 10 12 11 12

Thursday 28/11/2019 15 18 11 11

Friday 06/12/2019 9 7 11 5

Total 49 69 55 52

Daily average 12.2 13.8 11 10.4

Source: Adapted from Rodríguez-Luque; Alonso-Fernández and Legorburu-Hortelano (2020, p. 19).

Table 2. Number of daily podcast segments per morning show 2021-2022 

Dates of the
constructed week

Hoy por hoy Herrera en COPE Más de uno Las mañanas

Monday 03/01/2022 10 14 12 15

Tuesday 11/01/2022 19 16 11 20

Wednesday 19/01/2022 19 17 9 15

Thursday 27/01/2022 16 19 12 19

Friday 04/02/2022 14 17 8 20

Total 78 83 52 89

Daily average 15.6 16.6 10.4 17.8

With regard to detail, from the observation of the audio content during the two seasons analysed, it can be stated that all 
the radio stations employ a similar strategy in their morning shows, since they process and cut important sections, such as 
anchors’ monologues, comments by collaborators, and other spaces. These same routines apply to the weekly sections as 
well. Moreover, they incorporate audios of interviews or relevant news into their websites, depending on current events.

These pieces invariably include a photograph and a summary, but not always with a date and time. In the 2021-22 sea-
son, all of the broadcasters analysed have put dates on the content, except Cadena SER, which includes the length of 
the audios instead of the time of broadcasting. It should be noted that two years ago, the morning shows of Cadena SER 
and COPE included these data, while that of Onda Cero only included the date, and RNE’s morning programme did not 
include either (although they did appear in its search engine), with the latter specifying only the length, similar to the 
action taken by Cadena SER.

As for exclusive content for the web, this is only provided by Más de uno and Las mañanas. In the case of Onda Cero’s 
morning show, there are links to special programmes and videos of awards received by either the morning programme 
itself or the team. RNE’s morning show includes information on its time slots and a webcam to watch them live. All four 
radio stations have search engines as well.

As mentioned above, one of the key aspects of radio on-demand is the increase in its dissemination through social net-
works and notifications. As far as the former are concerned, the four morning shows have their own profiles apart from 
those of their radio stations in order to promote the programme or its sections, or to call for listener participation, or 
even to show additional material (links, videos, etc.). Despite the fact that in 2013 Cadena SER was leading the work in 
this area on Facebook, and RNE on Twitter (Peña-Jiménez; Pascual-García, 2013), by the end of 2019 all of them were 
using Facebook, Instagram, Twitter, and Flipboard, with the exception of RNE, which was still not using the latter (Rodrí-
guez-Luque; Alonso-Fernández; Legorburu-Hortelano, 2020). During the 2021-22 season, Flipboard has no longer been 
used by any of the broadcasters, as their activity is now carried out on the other three SNs. Likewise, as was the case 
in the 2019-2020 season, all four morning shows have been enhanced by the broadcasters’ use of mobile messaging 
channels, in which in-app alerts stand out over web push notifications. In fact, in the 2021-22 period, only Cadena SER 
and Onda Cero were using the latter.

As far as aggregators and platforms are concerned, morning shows have been present since the 2019-20 season with 
hourly programmes (or complete programmes, such as Más de uno), and the corresponding segments on Apple Pod-
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casts, Google Podcasts and iVoox. There also seems to 
be agreement on discarding SoundCloud and Stitcher (in 
the latter, only a few outdated audios from Hoy por hoy 
have been found). The case of Spotify is different, where 
in the first season analysed, Hoy por hoy and Herrera en COPE could be found, but not Las mañanas and Más de uno 
(only the weekly section “La cultureta” was uploaded). On the other hand, in the second and most recent period, RNE 
and Onda Cero’s morning shows have been incorporated, yet COPE’s morning programme has ceased to be included, as 
its presence has been limited to the playlist of the music section “Radio Carlitos Deluxe” (RCD). With regard to Spreaker, 
only Más de uno is present, as Las mañanas has never been seen there, and neither Herrera en COPE nor Hoy por hoy 
appear there as well. Podimo started operations in Spain in June of 2020. Moreover, it has joined the platforms, incor-
porating the programming of COPE and Onda Cero. On the other hand, TuneIn currently hosts all four radio stations. The 
same is true of YouTube, where each station has its own channel (with the exception of the morning shows, with lists or 
channels), including public broadcasting, which was limited to rtve.es in the 2019-20 season (see Table 3).

Table 3. Presence on platforms, aggregators and YouTube in 2019 and 2021

Agregadores

Hoy por hoy Herrera en COPE Más de uno Las mañanas

2019-20 2021-22 2019-20 2021-22 2019-20 2021-22 2019-20 2021-22

Apple Podcasts Yes Yes Yes Yes Yes Yes Yes Yes

Google Podcasts Yes Yes Yes Yes Yes Yes Yes Yes

iVoox Yes Yes Yes Yes Yes Yes Yes Yes

Podimo - No - Yes - Yes - No

SoundCloud No No No No No No No No

Spotify Yes Yes Yes Yes No Yes No Yes

Spreaker Yes No Yes No Yes Yes No No

Stitcher Yes No No No No No No No

TuneIn Yes Yes Yes Yes Yes Yes No Yes

YouTube Yes Yes Yes Yes Yes Yes No Yes

Source: Adapted from Rodríguez-Luque; Alonso-Fernández and Legorburu-Hortelano (2020, p. 19).

Finally, it should be noted that some of the radio stations under study were experimenting in 2021 with broadcasts on Twitch, 
although rather than using their morning shows they broadcast other programmes, as in the case of Tiempo de juego (COPE), 
Buenismo bien (Cadena SER) and on Clubhouse, such as A vivir que son dos días (Cadena SER) and Herrera en COPE.

5. Discussion and conclusions
The research carried out shows that radio on-demand is nowadays an essential distribution channel for speech-based 
Spanish radio stations with national coverage, as pointed out by their digital product and programme managers. The 
study also offers a quantitative analysis of the activity they undertake in the specific case of their most popular pro-
grammes, which are the morning shows. Thus, radio broadcasters have found on-demand radio to be a useful tool for 
becoming more efficient in both the management and monetisation of their content, while at the same time responding 
to the new ways in which their regular audience listens, as well as trying to gain listeners among digital natives as well.

This practice has been used in Spain since 2005, and its importance has increased through the years, along with the 
evolution of the podcast, which is the audio format that underpins the discipline. Both formats underwent slow develo-
pment between 2005-2015, gaining momentum from that year onward, and have decisively increased in the last three 
radio broadcasting seasons. One cannot envision on-demand radio, nor its upsurge, without the presence of podcasting. 
In fact, in day-to-day radio broadcasting the term “podcast” is more commonly used than “radio on-demand”, yet there 
is still no consensus on the name.

In any case, such progress can be seen within the context of the strategy implemented by broadcasters, which is reflected 
in diverse, intertwined aspects, such as the transformation of organisational structures that carry out the tasks involved, in 
addition to a significant increase (and consequent improvement, season by season), of both the techniques of processing, 
measuring and analysing this type of audience, as well as the techniques of expanding broadcast dissemination.

Specifically, all broadcasters have implemented their own strategy that has been applied in a systematic, protocol-focu-
sed way, which is quite the opposite of what happened merely a decade ago, when there was no 

“overall, strategic approach for integrating and exploiting content management” (Fernández-Sande; Rodrí-
guez-Barba; Rodríguez-Pallares, 2013, p. 397). 

There is widespread awareness of the 
need to become familiar with the liste-
ner/user in depth

http://rtve.es
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Thereafter, the predominant management model has 
been one of coordination between the digital product 
area and the different programmes. It could be said that 
a mixed, decentralised approach has been imposed, 
which has thereby increased the number of teams dedi-
cated to the digital sphere, while at the same time distributing part of the tasks among the entire editorial staff. In this 
way, one of the shortcomings that initially hampered its progress has been corrected (Sellas, 2012).

From that point on, there has been a steady increase in processing work. The guidelines established in 2008, which con-
sist of separating full hours (except for “Más de uno” on Onda Cero), sections, and highlighted events (Moreno-Moreno; 
Martínez-Costa; Amoedo-Casais, 2009), are still in force, and even stronger than before. From a quantitative point of 
view, the number of segments of a single morning show is nearly twice the total number produced by an entire radio 
station each day (Sellas, 2012). Moreover, between the 2019-20 and 2021-22 seasons, only in the case of morning 
shows (with the exception of Onda Cero, which has remained unchanged), the rate of growth has been between 20.2% 
and 71.1%. Furthermore, the time needed for uploading to the web has been reduced, mainly due to the automation 
of processes. Moreover, in terms of quality, additional processing by the technical staff has been established in the case 
of Cadena SER. There has also been a widespread effort to include text and images in the inserts, provide a date and 
metadata for all items, and to fine-tune the search engines as well. As such, radio operators have made a strong effort to 
adapt the content they broadcast to the new, diverse ways of listening to programmes, and to the different devices and 
means of access offered by digital technology, with the aim of improving the user experience.

Furthermore, the distribution of content through the web has been complemented by the use of audio platforms and 
aggregators. In this regard, there have been some noteworthy developments. On the one hand, Prisa Radio is a pioneer 
in dividing its on-demand content among two different websites: the Cadena SER site (Complete programmes) and 
another one called SER Podcast (Segments); on the other hand, broadcasters are increasingly selective in the placement 
of their content, filtering out certain aggregators in recent seasons. The progress made in measuring and analysing this 
type of audience, both inside and outside their own domain, is striking. There is widespread awareness of the need to 
become familiar with the listener/user in depth. One of the main objectives of this task, which now differs in comparison 
to the 2019-20 season, is to increase the potential for monetisation of this content, thereby progressively dispelling the 
uncertainty that existed at the beginning of the 2010s (Sellas, 2012).

Finally, broadcasters have attempted to expand the dissemination of their content by using social networks and notifica-
tions. Regarding the former, even though the presence of broadcasters was limited to Facebook and Twitter, and not all 
the news programmes had their own profile (Peña-Jiménez; Pascual-García, 2013), all of them had their own profile in 
the 2021-22 season, not only on the two networks mentioned, but also on Instagram, which are profiles that coexist with 
those of their respective radio stations. Regarding the latter, broadcasters regularly and extensively use in-app alerts.

In summary, it can be affirmed that like so many other situations this medium has faced over its century-long history, 
radio has once again found an opportunity rather than a threat with Internet and the podcast, the latter of which is a 
new tool for distributing its content, thereby providing new life beyond the live broadcast.

6. Note
1. There are no audios available for this programme due to Cadena SER’s having suffered a serious computer attack that 
altered all of its processes.
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