
 

Radio's Second Act
Eight Observations About Human Behavior That Radio Can't Afford To 

Ignore

 

Most organizations study themselves.
The winners study the people they serve.
Everything else in this book is evidence.
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A Note Before We Begin

 

This may sound like I'm writing about radio.

I'm not.

I wrote about what happens when trusted institutions slowly lose touch 
with the people in the communities they exist to serve.

Radio simply made the pattern impossible to ignore.

I was writing about organizations.

Radio. Newspapers. Hospitals. Universities. Chambers of commerce. 
Churches.

Different missions. The same pattern.

Somewhere along the way, many of them became better at studying 
themselves than understanding the people they were created to serve.

That isn't a radio problem.
It isn't a media problem.
It isn't an AI problem.
It isn't even a technology problem.

It's an understanding problem.

Most organizations measure awareness. Some measure satisfaction. 
Some measure usage frequency. Some measure time spent. Very few 
measure what is weighing on people, what they're actually carrying in 
their life right now.

Their marriage. Their finances. Their aging parents. Their business. Their 
career. Their retirement. Their health. Their kids. Their loneliness. Their 
sleepless 2 a.m. search for an answer.

Life happens all at once, not in departments. Neither should service.

People aren't all living the same story. We need to meet them where they 
are.

Customer-centricity begins with the institution.
Life-centricity begins with the person.

One asks, "How does the customer feel about us?"
The other asks, "What's weighing on people today?"



Because institutions don't become indispensable by being known.
They become indispensable by making people feel understood.

Radio is simply the case study. The argument is universal.

The Community Brain™ emerged from asking the same question eight 
different ways.

What would happen if trusted institutions studied people's lives 
as hard as they study themselves?

Everything that follows is evidence.
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Neither Loved Nor Feared
Stranger Danger

 

Machiavelli warned that the most dangerous place for a leader wasn't 
being hated.

It was being forgotten.

Radio isn't hated.
It also isn't loved.
For too many people... it simply isn't that important.

There was a time when radio mattered. People organized their mornings 
around it. They discovered music through it. They laughed with it. Fell in 
love listening to it. Couldn't wait to hear what happened next. Radio 
made the listener feel like they mattered.

Radio created fear of missing out long before FOMO became a thing.

That wasn't luck. It was brand. Brand is the foundation of everything that 
follows.

When people care and have empathy, businesses build brand. Brand 
builds leverage. Brand leverage.

Advertisers want in. Artists need you. Communities listen. Influence 
follows.

Today the conversation sounds different.

Reach. Streams. Share. Clicks. Downloads.

Useful metrics. Just not where brand leverage comes from.

Reach was the vehicle.
Brand leverage was the business.

It was never about losing listeners. It was about losing brand 
leverage. Everything else followed.

Relevance weakened. Consideration disappeared. Pricing power eroded. 
The product slowly became a commodity.

Nobody wakes up looking for a commodity. People are searching for 
things that matter to them.



This wasn't a dramatic breakup. People simply found more indispensable 
options.

Radio kept broadcasting. Life kept moving. The distance between them 
quietly grew.

A station can still have listeners without having leverage. It can still have 
ratings without being relevant. It can still reach people without changing 
anyone's day.

That's the position Machiavelli warned about.

Neither loved. Nor feared. Nor needed.

But here's what almost everyone misses.

The audience. The trust. The habit — all still there.

Those assets haven't disappeared. They're simply undervalued and 
underused.

The future belongs to whoever becomes indispensable to the audience 
that already chose them.

That requires something radio stopped doing.

Listening. Learning. Understanding.

People usually stop listening long after they stop caring.

People stop caring when they stop feeling understood.

 

Next: Article 2 — Internet Entrepreneurs Think Differently
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Internet Entrepreneurs Think Differently
Pay Close Attention

 

The biggest companies on the internet never followed radio's gameplan. 
They needed to change the game.

While legacy media chased larger audiences, internet entrepreneurs 
asked a different question.

How do we build a business that doesn't depend on renting our 
audience to someone else?

That question changed everything.

Traditional media builds businesses around advertising. Build an 
audience. Estimate its size. Sell access. Rinse and repeat. It was a 
remarkable business model. Until the relationship cost more to maintain 
than the value of a :60 second ad.

Advertising is a rented relationship. The advertiser rents attention. The 
audience never belongs to you. The relationship belongs to whoever 
serves people best tomorrow.

The entrepreneurs who built the modern internet started with a different 
assumption.

The audience is a depreciating asset when it's not served. The 
relationship is the appreciating asset. — Codie Sanchez

Ben Thompson built subscribers instead of page views. Jason Calacanis 
has spent years warning founders not to build businesses that depend 
entirely on advertising. Marc Andreessen argued software would eat 
entire industries.

Michael and Lauryn Bosstick (The Bossticks) didn't just build a podcast. 
They built a relationship with their audience that expanded into products, 
investments, events and an ecosystem their audience wanted to grow 
with.

Jesse Cole (Savannah Bananas) didn't build a better baseball team. He 
built something people didn't want to miss.

Different businesses. Different industries. Same operating system.

Understand people. Serve people. Build trust. Build the brand. 
Leverage compounds from there.



The internet didn't invent relationship businesses. It simply remembered 
what great local institutions once understood and drifted from.

Traditional organizations became very good at measuring audiences.
The next generation became very good at understanding what really 
mattered to them.

 

Next: Article 3 — The Wrong Operating System
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The Wrong Operating System
Understanding Is The Product

 

For seventy-five years, radio sold reach. It was a brilliant business model.

Today it is quietly breaking. Why? The world changed and radio didn't 
understand.

The old equation was simple. Audience. Advertising. Revenue.

The new equation looks different. Understanding. Service. Trust. Brand. 
Leverage.

That's not an evolution. It's a different operating system.

People often say the relationship is the product. I don't think that's true.

Understanding is the work. Service is the proof. Trust is the outcome.

Without understanding there is no relationship. Without service there is 
no trust. Without trust there is no brand leverage.

That's what digital companies figured out. Every click, every purchase, 
every search, every download teaches them something. Tomorrow 
becomes smarter than yesterday.

Learning is infrastructure.

Meanwhile, as legacy media matured, learning moved outside the local 
organization. Ratings companies. Research firms. Agencies. Consultants. 
Corporate programming hubs. Platforms.

Every new layer created more distance.

Thousands of decisions increased the distance between the institution 
and the community.

Eventually someone else understood the audience better than the 
institution itself.

Once someone else owns the understanding... they eventually own the 
relationship. And once they own the relationship... they decide what it's 
worth.

One system optimized for understanding. The other optimized for 
efficiency.



One built brand leverage. The other lost it.

The institutions that matter over the next twenty years will have the 
shortest distance between themselves and the people they exist to serve.

Institutions become indispensable by learning. Then acting on what they 
learn.

Revenue should be the result of service. Never the substitute 
for it.

Understanding. Service. Trust. Brand. Leverage.

 

Next: Article 4 — The Greenest Grass
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The Greenest Grass
We Keep Scrolling

 

Stephen Stills wrote a song that should have been radio's strategy.

"If you can't be with the one you love... love the one you're with."

For thirty years, the conversation was... younger audiences. New 
listeners. The next generation. The next opportunity.

Meanwhile, millions of people who had already invited radio into their 
lives kept showing up every day.

Age became the excuse. Attention was the opportunity missed.

Radio had the attention. It simply stopped seeing its value.

Look at who those listeners are.

They're running a business or winding one down. Caring for aging 
parents. Helping adult children. Filling bucket lists. Planning retirement. 
Starting over. Protecting their health. Trying to make the most of the 
summers in front of them.

Those aren't demographic moments. They're life moments.

And life moments create a need for a trusted companion.

No algorithm understands the emotion of what it feels like to wonder if 
you'll outlive your retirement.

No social feed understands the weight of becoming your parents' 
caregiver.

No recommendation engine understands the quiet question people ask 
themselves somewhere around midlife: "What's the best use of the second 
half of my life?"

Radio has been invited into those moments for decades. Every morning. 
Every drive in the car. In the kitchen. At work.

Few institutions are trusted enough to be where radio already is.

The industry's greatest asset was permission to become part of 
people's lives — and radio still has it.



Most organizations would spend billions trying to earn the kind of trust 
radio has already earned.

The greatest opportunity in media isn't finding a younger audience. It's 
becoming indispensable to the audience that already chose you because 
they trust you.

The most valuable audience in the world.

Not because of age. Not because they're at peak career, peak earnings, 
or peak life. All true. But because of trust, experience, influence, 
affluence, and the decisions still ahead.

Radio still has access. The challenge is to become indispensable again.

 

Next: Article 5 — The Questions We're NOT Asking
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The Questions We're NOT Asking
We Should Have Researched Life

 

Jeff Bezos built Amazon around a simple discipline.

Every meeting included an empty chair. It represented the most 
important person in the room. The customer. That single idea helped 
transform a bookstore into one of the most valuable companies in history. 
Not because Amazon obsessed over itself. Because it obsessed over the 
people it served.

Trusted institutions gradually developed a different habit.

They became experts on themselves, on their performance, on listeners' 
reactions to them.

Radio researched radio. Newspapers researched newspapers. Hospitals 
researched hospitals. Chambers researched chambers. Universities 
researched universities.

Everyone measured awareness. Brand perception. Satisfaction. Very few 
measure human emotion. Very few measure life.

Life — that's the opening.

People don't wake up thinking about your organization. They wake up 
thinking about their marriage. Their finances. Their business. Their 
health. Their children. Their aging parents. Their future.

Your institution enters the story only if it helps.

That's why I think the future belongs to life-centricity.

Customer-centricity begins with the institution. Life-centricity begins with 
the person.

One asks, "How do people feel about us?"
The other asks, "What are people carrying today?"

Because people rarely search for information. They're searching for 
relief. They're looking for confidence. For clarity. For reassurance. For 
answers. For someone they trust. They don't go to Google because they 
love search. They open it because nobody else answered the question.

Imagine if trusted institutions stopped guessing.



Imagine if every day, people quietly told their community what they were 
carrying.

Imagine if those signals became tomorrow morning's service.

Not more content. Not more programming. Not more marketing.

Service.

That's the difference between broadcasting and understanding. One 
speaks. The other listens first.

Institutions don't become indispensable because people know 
them. They become indispensable because people feel known.

How do we become indispensable? That's the most important 
question.

 

Next: Article 6 — The Friend Zone Problem
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The Friend Zone Problem
Ghosting

 

Nobody broke up with radio.

There wasn't a dramatic ending. Listeners just felt ghosted.

Life was happening and radio stopped showing up. No explanation. Every 
day there was a little less.

A few fewer local voices, familiar personalities, people with time to stop 
and talk after the remote, people who knew your town because they 
actually lived there.

Every cut created more distance between the institution and the people it 
existed to serve.

The audience could feel it.

Radio slowly stopped showing up in the ways that mattered.

That's the friend zone. People still like you. They just don't need 
you or depend on you the way they once did.

The industry spends a lot of time saying humanity is radio's advantage 
over AI. I don't agree.

Caring is the advantage.

People don't care whether there's a human behind the microphone. They 
care whether the human behind the microphone cares about them.

That's what built radio.

Caring. Showing up. Serving.

Along the way, service lost to efficiency. Quarter after quarter, the 
business became more efficient, the relationship suffered, and the 
audience drifted further away.

The good news is that caring never becomes unfashionable.

The invitation stands. The trust is real. The habit, a little weaker, is still 
there.

What's missing isn't humanity. It's understanding. Empathy.



That's how friends become indispensable.
That's how institutions matter again.
That's how brand leverage returns.

 

Next: Article 7 — Radio's Second Act
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Radio's Second Act
The Answer Never Left

 

For years, radio has been asking the same question.

How do we save radio?

There's a more important question.

How do we become indispensable again?

Those aren't the same question. One begins with the institution. The 
other begins with the people.

Everything I've written has been pointing to the same conclusion.

Radio didn't run out of listeners. It gave away its brand leverage.

The industry went looking for shiny objects. More technology. Better 
research. More platforms. The ultimate promotion. More AI. More 
everything. As if the answer were waiting somewhere over the rainbow.

It wasn't.

Like Dorothy and the other characters in the movie, Oz didn't give them 
anything they didn't already have. Same is true for radio. Searching for 
answers they already have.

The audience. The trust. The habit. Permission to matter.

The ruby slippers were on our feet the entire time.

Dorothy just needed someone outside her world to help her see what had 
been true all along.

That's why The Community Brain™ was built outside the system. Not 
because the people inside lacked talent or vision. Because new operating 
systems almost always begin outside the old ones.

The Community Brain™ isn't trying to reinvent radio. It's trying to 
reconnect radio and traditional institutions like it to the community.

Every day, people tell us what's weighing on them. Their worries. Their 
decisions. Their hopes. Their ambitions. Their questions.

Every morning that understanding returns to the community as 
something useful.



Not more content. Service.

Broadcasting speaks. Understanding comes from listening first. Service 
follows.

And service is what creates institutions people gravitate to.

Radio's second act isn't about becoming something new. It's about 
becoming what it was always capable of becoming.

The audience, the trust, the habit, and the opportunity are still here.

The only thing missing is understanding.

 

Next: Article 8 — If I Only Had a Brain
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If I Only Had a Brain
The Good Witch Was Right

 

Charlie Munger once said,

"Show me the incentive and I'll show you the outcome." — 
Charlie Munger

That may be the most important sentence you will read today.

Not because it explains radio. Because it explains leadership of 
institutions.

Nobody wakes up trying to build an organization that matters less. People 
respond to the incentives around them. Over time, those incentives shape 
behavior. Behavior shapes culture. Culture shapes outcomes. Eventually, 
the outcome is inevitable.

Cindy Gallop said:

"The reason our industry will never change is because at the 
top is a closed loop of C-suite executives who are sitting very 
pretty. Deep down inside they don't want to change a thing 
because the system is working just fine as it currently is. For 
them." — Cindy Gallop

So, if you believe a different future is possible... you don't wait for the 
incumbent system to reinvent itself. It is incentivized to be as it is. You 
must build outside it.

The internet wasn't built by newspapers. Netflix wasn't built by 
Blockbuster. Uber wasn't built by taxi companies. Airbnb wasn't built by 
hotel chains. Amazon wasn't built by Barnes and Noble.

The next operating system almost never comes from the current one. Not 
because the people inside aren't talented. Because they're responsible for 
protecting today's business while someone else is free to imagine 
tomorrow's.

What's missing today is understanding the life of the individual.



The Community Brain™ reverses the direction of learning. 
Instead of institution pushing out to community... community 
flows into the institution. Every day.

Glinda the Good Witch didn't give Dorothy anything she didn't already 
have — she helped her see it.

Help trusted institutions see the people they were built to serve 
again.

 

Digital platforms understand behavior. The Community 
Brain™ helps institutions understand people.

People don't care that you're human. They care that you're a 
human who cares.
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Epilogue
This Was Never About Radio.

 

This started as a series about radio. Somewhere along the way, it became 
something much bigger.

Every article arrived at the same conclusion from a different direction.

We didn't lose listeners.
We lost understanding them. When understanding fades, you lose brand.

Lose brand, lose leverage.

We stopped showing up where it mattered to them. Everything else 
followed.

This wasn't happening because radio people stopped caring. It wasn't 
because technology won. It wasn't because AI arrived, or algorithms 
served them better.

It was because institutions were incentivized to study their own problems 
and ROI rather than studying the challenges and the aspirations of the 
people they existed to serve.

Radio simply made the pattern impossible to ignore.

The same pattern appears in newspapers. Hospitals. Universities. 
Chambers of commerce. Churches.

Any institution built on trust can slowly lose its understanding of the 
people it serves.

The optimistic view is any institution can find it again.

That's why The Community Brain™ was built. To build brand with real 
human input. To reconnect them to the communities that gave them 
purpose in the first place. The window is open again for those willing to 
do the work.

Every day, people tell us what they're carrying. Their questions. Their 
decisions. Their fears. Their hopes.

Every morning that understanding returns to the community as 
something useful.

Not because content is the goal. Because service is.



Understanding changes everything.

Programming.
Products.
Leadership.
Partnerships.
Communities.

 

Most organizations study themselves.
The winners study the people they serve.
Everything else in this book is evidence.

 

Understanding. Service. Trust. Brand. Leverage.

 

That's the second act.

Not just for radio.

For every institution that still believes tomorrow can be better than today 
because someone chose to do the work to understand the people they 
serve.

The future belongs to the institutions that remember who they're here 
for.

 

Every person wants to know one thing.

"Do I matter?"

I believe every person wants to matter.

Institutions will matter again when they help people 
matter.

Are you ready for the second act?
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