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1. Introduction

of adapting to the evolving landscape of communication. The advent of digitalisation can be

regarded as one of the most transformative developments in recent decades, significantly
impacting the processes of production, broadcasting, and reception of radio content. The integration of
the radio medium with digital technology, with the Internet acting as a primary conduit for digital
functionality and its associated services (Franch & Robles, 2020), has positioned radio within a
multitude of non-dedicated reception systems, including computers, televisions, and notably,
smartphones. This has resulted in a significant expansion, with increased presence on a range of
platforms and integration into the daily lives of users (Cedefio et al., 2017). Consequently, the
digitisation process has enabled significant developments in terms of formats and creative possibilities,
incorporating diverse elements, both auditory and visual (Pedrero-Esteban & Herrera-Damas, 2017;
Piqué i Abadal, 2018), along with other advances.

This reconsideration of the expressive potential of a medium in which sound remains the primary
mode of communication (Kischinhevsky, 2016) and to which visuals are introduced as an additional
element (Berry, 2013) appears to be This approach is based on a strategy of reaching out to that part of
society that is more attuned to visual habits and new ways in which information is consumed (Cardona
Bedoya & Vaca Gonzalez, 2019), rather than being driven by a need to survive or improve the quality of
its productions. From this perspective, and in light of the fact that radio has become a multimedia hybrid
as aresult of digitalisation, it is reasonable to conclude that technological innovation should be regarded
as an opportunity rather than as an element that is disruptive in nature (Prata, 2016). In particular,
when the incorporation of these new forms of expression does not result in limitations but in an enabling
resource (Cunha, 2016), as well as a free alternative for consumers.

Nevertheless, despite the expansion of possibilities for the production, broadcasting and reception
of radio content, including video signals, the data on consumption in Spain is derived from the report of
the Marco General de los Medios 2024 (AIMC. Asociacion para la Investigacion de Medios de
Comunicacidn, 2024, p. 31)/General Framework for the Media in Spain 2024 (AIMC, Media Research
Association, 2024, p. 31). The data indicate that the radio audience by type of wave exhibits the highest
level of penetration for FM-only radio, with a clear predominance (44.9%) over the different radio
systems of Internet reception (11.3%) and DTT (1.4%). Nevertheless, the versatility of a dual sound and
visual language capable of connecting with other media and audiences means that the sector views this
combination as an inclusive, but not exclusive, agent of change. However, technological progress is not
without controversy, giving rise to doubts in this case about the need for such a pairing, about whether
radio with video is still radio, and about its own definition (Ballesteros, 2014; Pedrero-Esteban, 2018).

Throughout its history, radio has consistently leveraged technological advancements as a means

1.1. Establishing the Video Radio Concept

Different authors have proposed various conceptualisations of radio with video. The most common
include "radiovision" (Palazio, 1999; Cavia, 2016), "visual radio” (Pedrero-Esteban, 2022}, "radio with
image" (Zambelli, 2023), the term "radio cam," or "radio that can be seen,” which is used by Radio
Nacional de Espana, and "televised radio" (Garcia Lastra, in Ballesteros, 2014). This last term appears
to be more widely rejected due to its direct association with television. However, in the early days of
radio with a video signal, it was precisely the means provided by television that were used to produce
its audiovisual signal.

However, given that sound-only radio is a medium capable of generating mental images, which are
created by the listener, the concept of 'visual' may not be a necessary attribute, as it is inherent to its
cognitive essence. In this regard, it is acknowledged that, from the perspective of sensory modalities, all
media can be classified as 'mixed media' (Mitchell, 2005). Therefore, radio can be regarded not as an
exclusively auditory medium, but as a 'mixed’ medium due to its capacity to generate mental images.
Ala-Fossi et al. (2008) define visual radio as a medium in which broadcasters speak in front of
professional cameras and music is played, as well as artists' videos being watched. They posit that visual
radio is more than a webcam showing the radio studio's signal.

In this study, the term 'radiovision' will be employed, as the authors believe that this concept unites
aradio production model that combines audio and video, taking into account their distinct possibilities.
These include displaying events occurring in the studio; visualising a mask or fixed image; incorporating
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avideo signal from outside the studio; or utilising closed videos that are not related to the activity taking
place in the studio. In other words, the model of radio is evolving from a product based solely on sound
to one that incorporates visual elements as a means of enhancing the content, diverging from the
conventional format. However, the term 'radiovision' may give rise to questions regarding the identity
of radio and television (Cavia Fraile, 2016). It is unclear whether radio with video can still be defined as
radio, whether it constitutes a form of television, or whether it is a hybrid that extends beyond the
boundaries of traditional radio but does not fully align with the conventions of television.

In any case, and regardless of the nomenclature employed, it is incontestable that the video radio
signal provides an alternative experience that transcends the concept of conventional radio.

2. Objectives

This research is derived from the current media ecosystem of digital radio via the Internet and explores
the concept of radio with a video signal as a model of content production. Given the paucity of research
examining the use, acceptance and valuation of radio with a video signal by radio consumers, and the
absence of a study that specifically addresses these aspects in depth, it is of interest to obtain answers
that allow us to prospectively position the state of the question, as well as to resolve questions of a
communicative nature regarding this type of radio. In light of the aforementioned concerns, the
objective is to obtain quantifiable data on the perception held by a target sample of university students
regarding knowledge, consumption and differential communicative aspects between traditional radio
(sound only) and radiovision (sound and video signal).

3. Methodology and Research Design

In light of the established objective, the definition of the variables and the procedures to be employed
(Ibafiez & Egoscozabal, 2008), this work is presented as a descriptive study (Hernandez-Sampieri &
Mendoza, 2020) wherein disparate variables are examined, described and compared in an identical or
analogous context. In this instance, a comparison is drawn between the data extracted from the
questionnaire and the data derived from the media reports. In accordance with the previously
established selection criteria (Arias Gonzales & Covinos Gallardo, 2021), the data collection was
conducted through surveys, which are regarded as a rapid and efficient enquiry process (Casas Anguita
et al., 2003), with the type of sampling being convenience sampling (Torres et al., 2019). Consequently,
this study may be regarded as exploratory in nature, as it seeks to elucidate and comprehend a subject
or issue when there is a paucity of available information (Vizcaino Zuiiiga et al., 2023).

The quantitative technique has been employed as it is characterised by rigour, objectivity and a focus
on the analysis of numerical data in accordance with established statistical procedures (Igartua
Perosanz, 2006). This will facilitate the extraction of direct percentages, which will provide sufficiently
clarifying and relevant information for the purposes of this research. The data was obtained from a
specially created questionnaire, which was subjected to a process of contrast and verification at
different stages of the research project and whose results were collated in a primary source.

The study is comprised of two distinct phases. The initial phase is a preliminary analysis of the extant
literature on the subject matter. This is followed by a second phase, which is conducted in the field and
employs quantitative survey methodology. In both phases, three consolidation processes were
conducted. In the preliminary phase of the study, a comprehensive bibliographical analysis was
conducted on the digital evolution of radio, with a particular emphasis on radiovision. Additionally, an
in-depth examination was undertaken of various case studies of radio channels and stations that
exemplify this type of production. Additionally, two personal interviews were conducted with the
managers of a national Spanish radio station that broadcasts its content in two formats: The data was
divided into two categories: sound only and sound plus video. The findings of these interviews served
to reinforce the findings of the exploratory phase.

In terms of the questionnaire, the initial stage entailed the design and prior validation of the
questions to be posed, with the input of five experts: two with an exclusively academic background and
three with a dual affiliation to university teaching and the audiovisual sector. The second process of this
phase was also divided into two sub-parts. The first focused on the intelligibility and understanding of
the questions posed in the pilot model. This was carried out by means of an in-depth interview with a
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convenience sample of 15 university students. This was conducted using a semi-structured instrument
that had been created for this purpose. The final stage of the second phase entailed the construction of
the definitive questionnaire model, the administration of the surveys to the target sample, and the
collation and quantification of the resulting data.

The final closed-ended questionnaire comprised two categories and twenty-four variables. The initial
category, which is more comprehensive in scope, comprises eight variables that address various aspects
of radio consumption. The second category, comprising 16 specific variables, is concerned with the
consumption of the radiovision model and the various characteristics associated with its communicative
capacity. The variables were constructed using dichotomous and polytomous multiple-choice scales.
The two categories of enquiry, along with the specific variables included in the survey, are presented in
Table 1.

Table 1. Study categories and variables

Categories NO. Variables
1 Age
2 Preferred hours of consumption
3 Place of consumption
4 Consumption in parallel with another
General variables: Generic aspects of radio consumption activity
5 Type of broadcaster/content
6 Means of receipt
7 Consumption pattern
8 Listening/downloading platforms
9 Knowledge of radio with video signal
10 Preferred type of radio consumed
11 Time of consumption
12 Easier to change stations depending on the
type of station.
13 Type of radio most effective in message
construction
Video signal that adds the most information
14 .
to the radio sound message.
15 Contribution of the video signal from the
studio with broadcasters
Specific variables: Specific consumption of traditional 16 Contribution of the video signal from the
radio vs. radiovision and communicative characteristics studio without broadcasters
17 External video signal input to the studio
18 Video signal input with still image
19 Higher level of understanding of the
message
20 Increased entertainment level of the
message
21 Increased level of stimulation of the
imagination
22 Increased message credibility
23 Increased recall of the message
24 Increased loyalty

Source: own elaboration, 2025.
3.1. Participants

The object of study brings together various factors, some linked to consumer behaviour and the
perception of the communicative aspects of the radiovision model, while others relate to the potential
for quantifiable descriptive data extraction from a sample group that may maintain a relationship with
the aforementioned medium. Accordingly, the selection of a sample comprising university students with
a background in Communication Sciences was deemed appropriate, despite the indication from the
General Framework for the Media in Spain (AIMC, 2024, p. 14) that this age group represents the
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demographic with the lowest level of radio consumption (less than 6%). These particularities presented
a dual opportunity for exploratory verification. Furthermore, in addition to the aforementioned
motivations, the fact that the university student body offered a logistically propitious structure for the
execution of the field study was also a contributing factor. This was due to the fact that students enrolled
in the first to fourth years of the university degrees concerned were taken into account.

The age of the participants was determined to be within the range of 18 to 24 years old. The
participants were students enrolled in one of the following degree programmes: Communication
Sciences, Journalism, Advertising and Public Relations, and Music. The following universities took part
in the study: Rey Juan Carlos University (Spain), Complutense University of Madrid (Spain), European
University of Madrid (Spain), and the University of Bogotd Jorge Tadeo Lozano (Colombia).
Furthermore, given their specific affiliation with the radio domain, it was deemed appropriate to include
the student contributors from the Radio of the Rey Juan Carlos University (RADIO URJC) in the sample.

The sampling method was selected based on convenience, with the sample comprising the data
provided by the researchers who participated in the study. The total number of students enrolled in the
selected subjects was 320, and 227 surveys were completed, representing 71% of the total. This
response rate is deemed valid given that the questionnaire was administered online via an active
recruitment model utilising personal linking (Sanchez & Segovia, 2008). Therefore, the sample of 227
students, drawn from a total of 320 individuals, is representative with a confidence level of 99% and a
margin of error of 5% (Sucasaire, 2022; Hernandez-Sampieri and Mendoza, 2018).

3.2. Sample Distribution

The sample was structured according to an interest-based selection of subjects linked to the Faculties
of Communication Sciences, Information Sciences, Arts and Design, as well as a large group of students
who collaborate with RADIO URJC. The participating subjects were as follows: Camera and Sound of
Audiovisual Technologies; Radio Creation and Production; Editing and Post-Production; Consumer
Psychology; Strategic Advertising Planning; Music Notation; and the aforementioned group of RADIO
URJC collaborators, who were mainly students of Journalism and Audiovisual Communication. The size,
classification and numerical distribution of the sample were configured on the basis of its relation to the
object of study. It should be noted that the resulting data, which are purely objective and valid for
exploratory purposes, are not representative of the entire university. The sample is comprised of
individuals who are presumed to possess knowledge of radio (Garcia-Garcia et al., 2013). Consequently,
the sample is not representative of the general population and does not permit the drawing of inferences
with respect to gender, as this variable was not considered in the consultation.

3.3. Instruments

The construction, analysis and design of the categories and variables, as well as their evaluation, were
formalised with the collaboration of a group of university lecturers and professionals from the
audiovisual sector. The relevance, comprehension and understanding of the questions, as well as the
different scales of measurement proposed, were validated through a pilot test involving fifteen
university students with experience in the audiovisual sector. The final version of the instrument was
designed as a structured survey, to be completed by students online outside of class hours over a period
of six months between 2023 and 2024. The data obtained was processed using SPSS version 29 software.
The surveys were conducted using Google Forms.

4. Findings

Having established the research objective, concepts and methodology, we now present the results of the
field study, together with an analysis thereof. In accordance with the preceding approaches, the results
are classified into two distinct categories: the first focusing on general aspects of radio consumption and
the second of a more qualitative nature, which delves into specific aspects related to the communicative
characteristics of radiovision in comparison to traditional radio. The resulting breakdown of the data
extracted from the 227 questionnaires is presented in the form of direct percentages applied to each
variable.
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4.1. First category: General Aspects of Consumption

The eight variables within this category present data pertaining to consumption and the sample's
relationship with the radio medium. This allows for the establishment of coherence with the AIMC 2024,
AIMC Q Panel Radio 2024, and Barlovento Communication media studies. While the findings do not
permit the extrapolation of data to a general university population, they nonetheless represent an
objective and quantifiable aggregation of preferences, facilitating comparison and contrast with the
aforementioned reports. The results are presented in Table 2, which is followed by a breakdown and
analysis of each of the variables.

Table 2. Results for the first category related to the aspects general consumption of the radio medium

NO. Variable Concept % out of 227
Between 18 and 20 68,8
1 Age

Between 21 and 24 31,2
From 00:00 to 08:00 h. 12,4
2 Preferred hours of consumption From 08:00 to 15:00 h. 37'8
From 15:00 to 00:00 h. 49,8
3 Place of consumption Athome 46,2
Away from home 53,8
Co . o Working/Studying 33,5
4 Consumption in parallel with other activity Leisure time 66,5
. Generalist 34,8
> Type of radio Thematic 65,2
Analogue FM 40,5

DTT/DAB 0,9
6 Means of receipt Internet 485

smartphone/tablet ’
Internet computer 10,1
7 Internet mode of consumption Direct 48,9
Download 51,1
YouTube 43,6

8 Platforms for listening/downloading radio content iVoox 7.0
Own of the broadcaster 22,9
Other 26,5

Source: own elaboration, 2025.

Variable 1: All participants confirmed that they fell within the established age range of 18-24 years,
and this variable was validated in the 227 completed questionnaires.

Variable 2: This variable captures the nuance of 'preference' of consumption time versus actual
consumption time, as the distribution of academic shifts in the sample could potentially bias the result.
The present study indicates that the preferred time for consumption is between 15:00 and 23:00. This
result is not aligned with the data presented in the General Framework for the Media in Spain Report
2024 (AIMC, 2024, pp. 26, 28, 30 and 31), which indicates that the 06:00 to 12:00 time slot is the most
prevalent. It should be noted that the aforementioned report does not specify the relationship between
time slot, age and type of programme (generalist/thematic). However, the data presented here are
complementary to the AIMC Report.

Variable 3: Regarding the place of consumption, the data indicate that 53.8% of respondents prefer
to listen outside the home. The results of this variable are partially consistent with the data presented
in the AIMC 2024 Report (p. 28), which indicates that the home option is the predominant direct option
in nearly all time slots. In contrast, the AIMC Q Panel Radio 2024 Report (p. 1) identifies the car (59%)
as the location where Internet users are most likely to listen to the radio, with the same figure observed
among individuals under the age of 24 (p. 3).

Variable 4: The sample indicated a preference for listening to the radio during leisure time, with
66.5% of respondents selecting this option. In examining the relevant literature, it was not possible to
identify a comparable specific concept in any of the radio audience reports analysed.
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Variable 5: Thematic radio is the preferred option, with a figure of 65.2%. This result aligns with the
findings of the AIMC 2024 Report (pp. 12, 30 and 31) and the EGM 2nd wave 2024 Barlovento
Communication Report (pp. 9 and 11). In the aforementioned report, Radio Tematica (Thematical) is
identified as the preferred station, both in terms of the age group and the percentage obtained in this
case.

Variable 6: The option of listening to the radio via the Internet on a smartphone or tablet was selected
by 48.5% of the sample, while 40.5% indicated a preference for listening via analogue FM. These findings
are not aligned with those of the AIMC 2024 Report (p. 31) and the AIMC Q Panel Radio 2024 Report (p.
4), which indicate that FM reception is the predominant method of radio consumption. Conversely, the
sample's inclination towards utilising mobile devices for Internet radio consumption is directly aligned
with the findings of the AIMC Q Panel Radio 2024 Report, with smartphones emerging as the
predominant device among live/streaming radio users, at 78.6% (p. 5).

In the context of Internet consumption, the percentage of respondents who indicated that they
download content (51.1%) is greater than those who stated that they listen live (48.9%). This
percentage balance is consistent with the trend observed in the AIMC Q Panel Radio 2024 Report (p. 4),
in which 35.3% of users indicated a preference for live/streaming content, compared to 35.0% who
expressed a preference for delayed/podcast content.

Variable 8: YouTube is the most preferred platform for listening to and downloading radio content,
with 43.6% of respondents indicating this preference, compared to 23% for broadcasters' own
platforms. This figure is consistent with the AIMC 2024 Report (p. 68), which identifies YouTube as the
primary platform for accessing internet sites. It is noteworthy that of the nineteen sites listed in the EGM
Report, only four are directly related to radio stations. Conversely, the AIMC Q Panel Radio 2024 Report
(p. 6) indicates that broadcasters' own platforms are the most preferred, surpassing aggregators.

The data derived from the first eight variables are sufficiently consistent with the referenced
consumer reports to lend credibility and validity to the results obtained, even if they provide novel
aspects not contemplated in the aforementioned documents.

4.2. Second Category: Specific Variables (Consumption of Traditional Radio vs. Radiovision
and Communicative Characteristics)

The sixteen variables in this category provide comparative consumption data between the sound-only
radio and radiovision models, as well as investigating the sample's assessment of the communicative
characteristics of the radio with video model. This approach of an exploratory study on the
communicative characteristics of radio and television, aimed at a sample focused on the 18-24 age group
and involving university studies, has not been found in specific research other than this one, nor in
reports on media consumption focused on the radiovision model.

In the absence of a similar study, it is assumed that the questions posed here will yield information
of interest to academic and professional environments. The approach and development of this study are
therefore considered justified. As with the preceding category, although the responses obtained do not
permit the extrapolation of data to a general university population, they do represent an objective sum
of subjective evaluations that is representative for the purpose proposed here. The results are presented
in Table 3, with a subsequent analysis of each variable, as was done in the previous case.

Table 3. Results of the second category related to the specific consumption of traditional vs. radiovision radio
and communicative features

. % out

NO. Variable Concept of 227
9 Do you know the radio with video signal? T\Ieos 180
Radio with sound only 53,3
10 What type of radio do you prefer to listen to? Radio with sound and video 15
Both 31,7
. . 1 to 2 h. with sound only 57,7
1 Time of consumption 3 to 4 h. with sound only 7,5
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NO.

Variable

Concept

% out

of 227
1 to 2 h sound and video 27,3
3 to 4 h sound and video 7,5
12 Easier to change stations depending on the Radio with sound only 76,2
type of station. Radio with sound and video 23,8
Sound only 20,7
Video signal from the studio with
57,3
Type of radio most effective in message broadcasters
13 yp . & Video signal from the studio without
construction 0,9
broadcasters
Video signal external to the studio 18,1
Still image 3
Video signal from the studio with
60,4
broadcasters
Video signal from the studio without 13
Video signal that adds the most information broadcasters :
14 & , Video signal external to the studio 28,7
to the radio sound message. P
Still image 1,3
The video signal does not provide
additional information to the audio 8,3
message.
It provides relevant information and
: 83,3
I reinforces the sound message.
Contribution to the sound message of the X X :
15 : : ; It does not provide relevant information
video signal from the studio .
and does not reinforce the sound 16,7
message.
It provides relevant information and 12
Contribution to the sound message of the reinforces the sound message.
16 video signal of the studio without It does not provide relevant information
broadcasters and does not reinforce the sound 88
message.
It provides relevant information and 12
Contribution to the sound message of the reinforces the sound message.
17 video signal with production outside the It does not provide relevant information
studio. and does not reinforce the sound 88
message.
It provides relevant information and 137
Contribution to the sound message of the reinforces the sound message. ’
18 video signal with still image It does not provide relevant information
and does not reinforce the sound 86,3
message.
. . Radio with sound only 38
19 Higher level of understanding of the message Radio with sound and video 62
. Radio with sound only 22,5
20 Increased entertainment level of the message Radio with sound and video 775
21 Increased level of stimulation of the Radio with sound only 48,4
imagination Radio with sound and video 51,6
- Radio with sound only 28,2
22 Increased message credibility Radio with sound and video 718
Radio with sound only 26,9
23 Increased recall of the message Radio with sound and video 731
Radio with sound only 39,6
24 Increased loyalty Radio with sound and video 60,4

Source: Own elaboration, 2025.

Variable 9: this question makes it possible to establish the percentages applicable to the other
questions asked. By confirming the knowledge of the radio model with video signal of the whole sample,
the percentage obtained in each variable is established in relation to the 227 completed questionnaires.
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Variable 10: the radio model with sound only is the one most used by the sample, with 53.3%. To this
percentage we should add the proportional part of the response of both, which would give an overall result
of 69% compared to 31% for radio with sound and video. This figure is in line with the General Framework
study in terms of preference for conventional radio (AIMC, 2014, p. 31), but does not allow a correlation
with any of the media studies consulted, as radiovision is not included in the analysis of radio consumption.

Variable 11: in terms of consumption time, the option between one and two hours of radio only with
sound model prevails with 57.7%. The range established in the questionnaire is validated by the 94-
minute daily listening time confirmed by the EGM 2024 2nd wave Report (AIMC, 2024, p. 10).

Variables 12 to 24 introduce original and novel questions concerning knowledge of the medium, which
are not found in any of the studies consulted on radio consumption.

Variable 12: for 76.2% of the sample, radio with sound only makes it easier to change stations
compared to the radio-vision model. Without being considered a priori as a decisive factor in the choice of
a type of radio, it could have an influence as a possible obstacle in the choice of the various stations with a
video signal.

Variable 13: with regard to the most effective type of radio in the construction of the message, the most
valued option is the radio with video signal from the studio with broadcasters, with 57.3%, practically
tripling the option of sound only.

Variable 14: in terms of the video signal that provides the most additional information to the radio
message, as in the previous case, the video signal from the studio with broadcasters is consolidated as the
most highly valued option, with 60.4%.

The following four dichotomous variables focus on the provision of information and reinforcement of
the audio message generated by the four video radio modes.

Variable 15: 83.3% of the sample consider that the video signal from the studio with broadcasters
provides relevant information and reinforces the audio message. This production model is the most
widespread in Spanish radio.

Variable 16: 88% of the sample consider that the video signal from the studio without broadcasters
neither provides relevant information nor reinforces the audio message. This is usually a model of
radiovision associated with night shifts.

Variable 17: 88% of the sample consider that the external video signal from the studio neither provides
relevant information nor reinforces the audio message. This question was initially associated with the
production model studied, where the external image is complementary.

Variable 18: 86.3% of the sample consider that the contribution of the video signal with a still image
neither provides relevant information nor reinforces the audio message. This model of radiovision tends
to recur when there is no authorisation for the use of images due to a question of rights or lack of consent
from the broadcasters.

The next six variables, also of dichotomous type, focus on differential questions relating to the level of:
comprehension, entertainment, imagination, credibility and recall. For all six variables, the sample gives a
higher value to radio with sound and video than to radio with sound only, the only comparable result being
that for imaginative stimulation.

Figure 1. Results on specific variables 19 to 24
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Source: own elaboration, 2025.
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5. Discussion and Conclusions

It is notable that, despite the potential for radiovision to enhance both a radio company's presence
within the sector and its financial performance, this production model is notably absent from the
primary Spanish media studies consulted. This may be indicative of a dearth of interest on the part of
both broadcasters and consumers. In this regard, a feedback process is evident at all levels. If innovation
is not implemented or is implemented and not disseminated, the user will not consume it, which in turn
leads to a lack of interest on the part of the channels. In Spain, there are numerous instances in which
various technological innovations with proven value have not yielded the anticipated social impact,
either due to a lack of institutional interest or a lack of commitment on the part of the broadcasters
themselves. Given the current implementation process, it is possible that radiovision in Spain may result
in another development with limited impact, similar to that of 5.1 surround sound and DAB, which have
been incorporated into the Spanish radio sphere with minimal significance.

An additional area of consideration is whether radiovision is driven by a genuine interest in
enhancing communication or whether it adheres to circumstantial trends. Without being the object of
the study and by way of a speculative contribution, the authors note notable disconnections between
the visual and the sound in the radiovision of the most representative national channels by audience
level according to the 2nd Wave of the General Media Study (SER, COPE, Onda Cero and RNE) (AIMC,
2024, p.4). This gives the impression that the video signal provides complementary information that is
not integrated into the message with the same narrative weight as the sound. Conversely, the
contribution of a radio programme produced with a video signal for a dual simultaneous broadcast -
with and without an image - should take into account the narrative compatibility and optimal
comprehension of the narrative for those who listen exclusively (Zambelli, 2023). In other words,
allusions to visual elements should not impede comprehension for those who only consume the audio
part.

These circumstances, coupled with the lack of studies that provide visibility to the knowledge and
opinion of consumers about radiovision, have generated a need to seek answers to fundamental
questions. These include the following question: Is the population is aware of the existence of radio
broadcasting, the level of consumption of radio broadcasting, the media through which radio
broadcasting is consumed, the user's opinion about the qualities and communicative capacities of radio
broadcasting, and whether the video signal influences the understanding and improvement of
messages? In view of the foregoing, the results obtained in this study are interpreted as constituting a
novel contribution to the existing literature, despite the acknowledged limitations. They offer objective
data of interest, particularly given that the age group surveyed, 18-24 years old, is the least likely to
consume radio (AIMC, 2024, p. 14).

Itis important to note that the results derived from variable 9 are limited by the convenience sample
drawn from Communication studies. Therefore, the 100x100 knowledge of radiovision by the sample
may differ in university environments outside this field. The present study acknowledges the potential
bias generated by this sampling method.

The research presents its conclusions from a descriptive perspective, according to the two categories
of variables that have been established. A breakdown and evaluation of the results obtained was
conducted for the specific development of the different variables. The following content will present the
most significant added conclusions:

- Conclusions drawn from the first category of the study: general aspects of radio
consumption.

This category has made it possible to establish basic coherence between the radio consumption
data of the sample and the media studies consulted, thus confirming the credibility and validity of
the results obtained.

o The sample prioritised thematic radio and radio consumption outside the home and
in leisure time. Although this question does not specify conventional radio or
radiovision, the latter would conflict with parallel activities that require full
attention, such as driving, studying, playing sport or working, so its use would be
less justified than radio only in these contexts.
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In terms of means of reception, Internet radio via smartphone is the most valued
option. This is evidence of the consolidation of the smartphone as the dominant
device for accessing information (Pedrero-Esteban et al., 2019). But would the
smartphone be used to listen to radio, with or without an image, if this technology
did not encompass and provide access to a whole universe of services and
communications, both live and downloaded? For the authors, this preference is
based more on a question of operational versatility than on a question of signal type
and/or quality, with the means taking precedence over the end.

Although the sample did not show a clear preference for live or download as a mode
of consumption, it did point to YouTube as the preferred platform for listening to
and downloading radio content. Considering the previous preference for
smartphones as a reception tool and the fact that on YouTube audiovisual radio
content prevails over purely audio content, it could be inferred that the
consumption referred to on the aforementioned platform is mainly for radiovision.

- Conclusions derived from the second category of the study: specific variables (radiovision
consumption and communication characteristics).

The entire sample states that they are familiar with radio with video signal, which
would be in line with the broadcasters' strategy for this age group. However, in
variables 10 and 11, the sample establishes radio with only sound as its
consumption preference, which is in direct contradiction with the answers obtained
in variable 13 and variables 19 to 24, in which the communicative qualities of radio
with video signal are particularly appreciated. The reasons for this contradiction
could be various: either because of variable 12, which indicates that it is easier to
change stations on radio with sound only; or because the preferred contents are not
broadcast or are broadcast with a video signal; or because radiovision requires
attention that this type of user is not willing to give; or simply because the contents
with a video signal are not sufficiently attractive for the sample. This aspect is not
incompatible, since the qualities and capacities of a form of production are not
necessarily linked to the quality and attractiveness of its contents. And although, for
Pedrero-Esteban et al. (2019), radio suffers from disaffection among young people
due to its slow adaptation to interaction and visualisation, the truth is that, in the
present study, the disaffection is precisely towards radiovision, with the
consumption of traditional radio with sound only taking precedence.

Equally significant is the result of variable 14, in which radio with a video signal
from the studio with broadcasters the form of radiovision which, according to the
sample, provides the most added information to the sound message. However, the
incorporation and processing of videos in the purely television mode is becoming
more and more common in the radiovision model.

For variables 15 to 18, the video signal from the studio with broadcasters is the only
option with a positive value for the sample, as it is considered to provide relevant
information and reinforce the audio message. This production model is the most
common in Spanish radiovision. Perhaps this is the reason for its greater acceptance.
And finally, regarding the contribution of a greater level of understanding,
entertainment, imaginative stimulation, credibility, recall and loyalty, -variables 19
to 24-, the sample has mainly opted for radio with sound and video signal as opposed
to radio with sound only. This brings us back to the aforementioned controversy,
since, if radio with sound and video signal is considered to have greater capacity in
all the aspects mentioned above, why is the radio model, most consumed by the
sample, radio with sound only? Although some possible causes have been
mentioned above, it could be added that the implementation of radiovision is limited
and does not have a sufficiently wide range of content compared to the sound-only
model.
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Undoubtedly, depending on the skill with which it is used, radiovision can be as constructive as it is
irrelevant to the message. For the authors, despite this technological evolution, radio in Spain remains
faithful to its sound essence, with the visual implementation becoming a mere showcase for what
happens in the studio.

This work has only attempted to provide objective data, but the results and their possible
contribution show that there is still a long way to go.
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