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L i s t e n e r  P r o f i l e  
 
 

 
 
 
Who Listens to 102.7 FM - 
Triple R 
 
The Triple R audience is 
diverse, sophisticated and 
loyal!  
 
Life style driven they are couples, 
young singles and midlife 
households who are optimistic and 
either seeking to experience all life 
has to offer: travel, a career, 
friends and family or are well 
established in their life and career 
with a well developed global 
perspective.  
 
One in two are working in a white-
collar professional or managerial 
role with higher levels of 
discretionary income. They have a 
higher propensity to consume 
lifestyle products such as travel, 
entertainment, audio visual 
equipment, updates for computer, 
books, fine foods, specialty 
beverages, home improvement 
and self improvement products.  

Demographics 
 

·  36% work in professional, 
business manager or 
executive roles.  

·  28% are business owners, 
self employed, work in sales 
or clerical roles.   

·  19% are technical, skilled,  
semi-skilled or manual 
workers.  

·  53% work full time of which 
36% earn more than $60,000 
per annum.  

·  45% have a university degree 
(Bachelor or higher degree). 

·  38% are 40-54, 27% are 25-
39 and 13% are 18 to 24 
years of age.  

·  60% of weekly listeners are 
male 40% female. 

·  31% are single/never married 
31% are married/partnership 
with child(ren) at home 

·  21% are married/partnership 
with no children. 

 

Triple R  
 
Australia’s largest 
and most popular 
community radio 
station 
 
 
In any given week 
329,000 loyal and 
dedicated listeners  
tune in to Triple R 102.7 
on their radio. With a 
monthly audience of 
529,000 and a million hits 
per month on the Triple R 
website. 
 
Over 12,000 Triple R 
subscribers are direct 
mailed ‘The Trip’ 
magazine along with 
supporters and industry 
professionals. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Promoting on Triple 
R gives you a 
sophisticated 
approach to 
becoming a part of 
our audience’s 
decision set 

Source Triple R: McNair Ingenuity 2008.  
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General Overview 
 

 
              Photo courtesy of Andrew Kelly 
             
What they are intending 
to buy 
 
Preferring to shop at specialty 
stores, in the next twelve months 
they are more likely than for all 
of Melbourne to purchase the 
following  
·  62% intend to purchase 

audiovisual equipment 
·  47% small electrical 
·  42% home furnishings  
·  37% computer accessories 

and software 
·  25% finance and insurance 
·  24% a personal computer  
  
What they are doing 
 
Compared to Melbournians, 
Triple R’s audience is socially 
active and mobile. In the last 
three months  
·  66% went to the beach or 

visited a park for the day 
·  63% had a weekend away  
·  60% went on a day trip  
·  34% went to a gallery / 

museum  

 
Enjoying life and the finer things, 
in the last 4 weeks 
·  80% dined out at a café or 

licensed restaurant   
·  75% visited a bar for a social 

drink 
·  73% went to a music store 
·  61% regularly drink wine  
·  58% went to the cinema’s 
·  27% prefer drinking 

premium beer 
 
What they watch and 
listen to 
 
They tend to be light consumers 
of commercial television, 
preferring the ABC and SBS, 
which offer a more globally 
focussed and cerebral approach.  
 
When it comes to the radio, they 
are more likely to listen to 
community broadcasters and 
ABC radio that are capable of 
catering to their tastes, opinions 
and because of the broader 
music focus.   

Triple R  
 
A change agent that 
assists in informing 
the culture of a 
community. 
 
 
Committed to promoting 
and developing music 
and the arts by profiling 
emerging, established 
and independent artists. 
 
Socially active and 
mobile, Triple R listeners 
are setting up home, 
dining out, attending 
events and festivals, 
having weekends away, 
taking day trips, reading 
novels, shopping at 
specialty shops – music, 
bookshop, hardware, 
newsagent, furniture 
stores. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Promoting on Triple 
R contributes to a 
healthy and diverse 
arts and music 
sector.  
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How we compare 
 
 

Comparison of Advertising Rates – Selected Publicat ions  
  1 ad 2 ads 4 ads 

News Limited Community 
Papers 

Moreland 
Leader 

   

1/4 Page   $ 868  $ 1,736  $ 3,472 

The Age – Display Advert A2 / Metro / 
EG 

   

18cm x 2 col   $ 1,720  $ 3,441  $ 6,883 

Triple R 102.7 FM  10 spots 20 Spots 40 spots 

30 second spots 
 

  $ 500 
 

 $ 1,000 
 

 $ 2,000 
 

All rates do not inc. GST. Newspapers are based on published casual advertising 
rates. Triple R rates include production.  

 
 

Triple R  
 
Is a cost-effective 
pathway into a high-
end niche audience. 
 
 
Triple R’s audience are 
loyal and dedicated with 
over 12,000 subscribers 
supporting the station 
financially 
 
Other promotional 
opportunities include: 
·  Print advertising in the 
Triple R magazine 
‘The Trip’; 
·  Features on 
www.rrr.org.au; 
·  Sponsorship of Triple 
R’s special events and 
features;  
·  Sponsorship of 
programs 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Advertising and 
promoting on Triple R 
gives your 
organisation a unique 
and effective 
dimension to getting 
your message out 
there.  
 


