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Abstract. Visual radio is a form of radio that can be watched what was previously 

audible only. This transformation is attributed to the integration of visual elements into 

radio broadcast programs. This research is motivated by the need to explore how motion 

graphics can be implemented in radio broadcast production. The problem addressed is 

how motion graphics can be effectively applied in radio programs and their impact on 

media quality. The study aims to understand the implementation process and its effects 

on the quality of radio programs using a qualitative approach with descriptive interviews 

and observations, this research is expected to illustrate the application of motion graphics 

in radio broadcasting. The findings are anticipated to provide solutions for enhancing 

radio program quality, offering significant advertising opportunities with visually 

engaging content. 
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1 Introduction 

Radio is traditionally an auditory form of mass media, meaning it is designed to be 

experienced through hearing alone. As a result, radio broadcasters must present information in 

a clear and concise manner to ensure it is easily understood by listeners [1, 2]. However, with 

the advent of digital technology, radio has evolved beyond being just an auditory medium. 

Today, radio can be both listened to and viewed, marking a shift in its traditional 

characteristics without altering its core essence. This transformation, known as "visual radio," 

leverages the internet and data networks to integrate visual elements into radio programming. 

By incorporating visuals, radio broadcasters aim to reach a broader audience and create more 

lucrative advertising opportunities. To achieve this, radio stations increasingly rely on images 

and graphics to enhance the clarity of their messages, much like television [3-6]. 
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Fig. 1. Motion Graphics in Radio Visual. 

With the development of the digitalization era and multiplatform technology, we can 

collaborate between radio, television, streaming and podcast media in one concept with one 

unified system in the radio system that can later cover various needs and not only terrestrial. 

This system is called Visual Radio [7-11]. Visual radio is a visualized radio so that it can 

display a studio atmosphere but does not change the characteristics of the radio itself. For this 

reason, this system not only requires quality audio but an attractive visual concept. Therefore, 

Motion Graphic technology is needed to help develop this Visual Radio concept [12-14]. 

 

 

Fig. 2. Application of Motion Graphics. 

According to research by the Program for International Student Assessment (PISA) from 

the Organization for Economic Co-Operation and Development (OECD), Indonesia ranks 

62nd out of 72 countries in terms of reading interest [15]. Additionally, 91.58% of Indonesians 

aged 10 and above reportedly prefer watching television or films over reading. This aligns 

with UNESCO data indicating that Indonesia's reading interest ratio is only 0.001%, meaning 

only 1 out of every 1,000 Indonesians enjoys reading [16]. Given these media consumption 

patterns and the rise of digital technology, radio has the opportunity to incorporate visual 

elements into its programming. As advocated by the Ministry of Communication and 

Information [17], the time has come to "watch what we used to hear." The inclusion of visual 

components in radio broadcasts is the impetus for this research, which explores how motion 

graphics can be applied to radio programs to improve their effectiveness for both listeners and 

advertisers. 

 

 



 

 

 

 

 

2 Methodology / Materials 

This study centers on the use of motion graphics in radio programming, with a particular 

focus on the process of integrating these visuals into radio broadcasts called radio visual. This 

study is aimed at finding out how far these approaches are implemented in radio broadcast 

programs and their impact on program quality and advertisers. In this context, program quality 

refers to the creative development of ideas through the combination of three approaches, 

which in turn leads to increased advertising potential. This combination represents a new 

paradigm for radio broadcasting, as illustrated in Figure 3. 

 

 

Fig. 3. Implementation 3-O. 

3 Results and Discussions 

The evolution of motion graphics is a tale steeped in history, tracing its roots back to the 

early 20th century with the emergence of film, particularly with abstract animations and 

innovative title sequences during the 1950s and 1960s. The late 20th century saw a 

revolutionary transformation in the field with the advent of computer technology, which 

facilitated the creation of more sophisticated and intricate designs. The term motion graphics 

was probably derived from motion graphic design and so shares many similarities with the 

graphic design discipline. One of the first instances of the use of the name was by the 

American animator John Whitney (1917–1995), often considered the father of computer 

animation, when in 1960 he set up his company Motion Graphics Incorporated to produce TV 

advertisements and title sequences using a computer of his own devising (Ian Crook, 

2016:17). The introduction of software by industry giants such as Adobe and Apple made 

motion graphics increasingly accessible, sparking a surge of creative endeavors in the 1990s 

and 2000s. Today, motion graphics are deeply embedded in the fabric of digital media, 



 

 

 

 

 

spanning advertising, television, web design, and mobile applications, and continue to evolve 

in tandem with technological advancements. We have seen that moving objects around on 

screen accompanied by a soundtrack is considered to be motion graphics; however, this could 

also just as easily be a description of animation. So how can we differentiate it from motion 

graphics? 

The key to the difference is purpose. An animated film’s key purpose is to engage and 

entertain. It may contain a meaning or message, but there is an implicit understanding that the 

viewing experience is in some way enjoyable. A motion graphic, on the other hand, may be 

constructed using the same tools and methods, but its primary purpose is to add meaning to 

something else. It could be engaging and entertaining, but first and foremost, it is informative. 

The primary motivation of a piece of motion graphics is visual communication.   

Motion graphics and visualized radio technology share a significant relationship, 

particularly within the sphere of broadcast media. Motion graphics are utilized to generate 

dynamic visual content, such as animated text, logos, and other visual elements, often 

synchronized with audio. In the context of radio, visualized content can augment the listener's 

experience by providing visual cues and supplementary information that enhance the audio. 

This is particularly beneficial in news broadcasts, where motion graphics can elucidate 

complex stories or present vital information engagingly. Furthermore, with the emergence of 

digital radio and streaming platforms, visualized radio content has become increasingly 

prevalent, offering listeners a more immersive and interactive experience. 

Based on the interviews conducted that the application of motion graphics to radio 

broadcasts is divided into several stages, as depicted in the following figure: 

 

 



 

 

 

 

 

Fig. 4. Implementation Motion Graphic. 

 

 

This workflow offers a clear and detailed framework to ensure that each stage in 

producing motion graphics is carefully executed, reviewed, and approved before advancing to 

the next step. It outlines the sequential process for incorporating motion graphics into radio 

broadcasts, from initial visual planning to final integration into a visual radio program. 

The first stage is pre-production, where the visual concept is developed. At this point, key 

references like  color schemes, style, mood, and animation direction are determined to guide 

the creative work. A storyboard is created to map out the visual sequence and flow of the 

motion graphics. Once everything is approved, the project moves to the next phase. 

In the production phase, digital assets are created from scratch or sourced externally. 

These assets are then organized into a layout, and the animation process follows the 

storyboard. Audio elements, such as voiceover, background music, and sound effects, are 

incorporated to enhance the visual presentation. Once all components are in place, the motion 

graphics are rendered to produce the final product. 

The final stage is post-production, where the graphics team works closely with the 

broadcasting team. Here, the completed motion graphics are integrated into the broadcast 

program. If the integration is successful, the project is finalized and ready for broadcast 

according to the schedule. This workflow ensures that the motion graphics are smoothly 

integrated into the radio broadcast, creating a cohesive and visually engaging experience for 

the audience. 

Conclusion and Recommendation 

In conclusion, this study highlights that integrating motion graphics into radio 

programming can significantly improve the overall quality of the broadcasts while providing 

notable advantages for advertisers. By making the broadcast experience more visually 

engaging, motion graphics play a key role in boosting audience retention and interest.  

The pre-production phase is critical in laying the foundation for these benefits. Through 

thorough planning and the creation of a visual concept, including references and storyboards, 

the framework is set for the successful application of motion graphics. This careful attention 

ensures that the creative direction is aligned with the program's goals, ultimately enhancing 

content quality. 

During the production phase, digital assets are developed and animated, contributing to 

the visual storytelling of the broadcast. Audio elements are added to further enrich the 

experience, making the content more informative and entertaining. This blend of visuals and 

sound is crucial for capturing audience attention, which is vital for advertisers aiming to 

engage their target viewers. 

In the post-production phase, the seamless integration of motion graphics into the 

broadcast is achieved through close collaboration between the graphics and broadcasting 

teams. This ensures that the visuals are presented effectively, making the program more 

engaging and memorable. Advertisers benefit from increased visibility and the greater impact 

of their messages, potentially leading to stronger brand recognition and higher returns on 

investment. 



 

 

 

 

 

In conclusion, incorporating motion graphics into radio programming is a strategic move 

that elevates the quality of the content while offering advertisers a dynamic platform to 

connect with their audience. To maximize the benefits of incorporating motion graphics into 

radio programming, it's essential to focus on thorough pre-production planning, including 

clear visual concepts and early collaboration with advertisers. Investing in high-quality 

graphics and ensuring close teamwork between designers, broadcasters, and advertisers will 

lead to a more seamless and engaging final product. Tailoring motion graphics to the 

preferences of the target audience is also key for retaining attention and strengthening 

advertising impact. Lastly, tracking audience engagement and advertiser feedback will help 

refine the approach and ensure continuous improvement. 
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