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Synopsis  Next Generation Radio Adoption 
Music to Consumers’ 
Ears:  Next Generation 
Radio examines the 
technologies and 
services that will shape 
listening habits. 
 

Stereo - Features (Q3/07)
Which of the following do you have for either a home or in-car stereo?

(Among Broadband Internet HHs Surveyed, n=1650,+2.4%)
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Multiple Stereo Features 
in some homes will make 
total greater than 100%

Publish Date: Dec 07 “The way consumers listen to music is experiencing significant changes,” said 
Chris Roden, Research Analyst, Parks Associates. “The XM and SIRIUS play, 
the emergence of HD radio, and online offerings will present new listening 
experiences for consumers and business models to broadcasters.” 
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