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Why is Radio so powerful for millions of people?

Radio is a uniquely human medium
of storytelling, entertainment and
connection.



“Nothing has the " “The power of radio being &k
: =9 local is something | can’t
penetration of radio. & A get with anything else.” COMCAST
(0= \\| - { @=
Jim Cramer, Mad Money Larry Schweber, COMCAST
CNBC- MadMoney September 16,2017 NAB Radio Show, September 7, 2017

massively greatest reach

underutilized medium.”

“With 93% of the ) . :
population listening, “Radio’s Revival is
that’s the scale | need.” %’ Real if Not Huge.” AdAge

John Fix, Procter & Gamble Jack Neff
NAB Radio Show, September 8, 2017 Ad Age, October 2017




Radio Delivers Exceptional Brand Recall

Average Brand Unaided Recall %

Non-Radio Advertisers Radio Advertisers



Radio Directly Impacts Purchase Decisions
| 9

20%
greater 75(y 160% m Heard no radio ads
0 greater m Heard radio ads 3+ times
40%

greater
greater

Those who hear radio ads are far more likely to act online and offline than those
who don’t hear radio ads.

100% 300%

greater greater

Went To Store Went To Store Website  Clicked On An Online Ad  Sought Out More Info. On  Purchased Product From Ordered Product From
For Store Product Featured In Ad Store Store Website

_\ Entcrcom Nielsen Audio-State of Media: Audio Today, June 2017, persons 6+



Radio Creates Overall Campaign Awareness Lift

Campaign Awareness Lift
Among Radio Exposed Adults

+261% —

+54% M s 4+100%F L1
Television Newspaper

+92% +81%

%Q Sl PC Internet M
Four Study Summary +42% +78%

\VEGEVANT] Direct Mail



Radio Amplifies TV Ad Memorability

o |
[ 54%

HIGHER AWARENESS
of TV advertiser,
advertiser, after hearing
the same advertiser’s
radio ad.

40%

Among Those who Among Those who
Heard the Radio Ad did NOT hear the radio ad

P
@ Entercom or's of Radio, Nielsen Audio, 2016



Radio Drives Online Search

29% LIFT

In Google searches,
across 8 brands &
2157 ads studied by
adding radio to the
mix




Radio Delivers Superior ROI

Auto
Aftermarket

Department Home
: I O [ | : I Stores Improvement
|

Mass

Merchandisers Telecom

Average across major
categories

=
= Entercom source: Nielsen Studies 2014 - 2016



903% of'America
IS listening to Radio

That’s 271 million people tuning in weekly.

@En

Audio Today 2017; June 2017, persons 6+



Radio Listenership is Growing Across Every
Key Demographic

of Millennials

of Gen X

of Boomers

of Hispanics

02% of A~

2015 2016 2017 2015 2016 2017 2015 2016 2017

P18-34 P18-49 P25-54

P

\@' Ente FCOIM 1, Nielsen State of the Media: Audio Today — Radio 2016 11
2, Nielsen RADAR 124, 128, 132, Mon-Sun
Mid-Mid, Weekly Cume Audience



Radio Dominates Listening in New Cars 13:1

-

In new cars, Radio
crushes streaming
combined

of Total
Listening

Radio’s “share of ear” in
cars and trucks overall
is 70%

AM/FM Radio ALL IN CAR STREAMING COMBINED

=
(:_,\,' Entcrcom Edison Research, Share of Ear Study, 2017 (2015-2017 car models)



Entercom.

Bullt on the'Power of Radio



Entercom is a Leading American
Media and Entertainment Company

America’s #1 creator of live, original, local audio content
100+ million fans; one of US’s two largest radio broadcasters
235+ radio stations; covering 90% of top 50 U.S. markets
Unrivaled leader in news and sports radio

#1 or #2 in virtually all music formats

Premier digital platforms and live events

2"d [argest US podcast company, behind NPR

@Entercom
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What Makes Us Different

L ocal I1s at the C§

re / \
of everythind w do. =

We bring the power of local connection on a national scale, reflectlng
what matters to the audiences and communities we serve with our content,
personalities, music, news, sports, entertainment and events.




Delivering Local Connection on a National Scale

. Seattle
We are the 2nd @ Fortana
largest Radio springfield  Boston
H B li Worcester
g rou p In th e R e . Milwaukee Rochester. ./Providence
cou ntry Madison.. Detroit @ Buffalo @ Py Hanférd
. . \ Cleveland @ Wilkes-Barre New York City
with 235 stations ° s. sacrémemo Chicago @ ¢ Philadelphia
an Francisco : : i
. Indianapolis @ Pittsburgh & Baltimore
|n 48 markets . Denver Kansas City . .\ Washington, D.C.
Richmond
Los Ang.eles . Las Vegas Wichita. . St. Louis Creensboro . .\ Norfolk
Riversg @ Faim springs Chattanooga Charlotte @)
M hi i
s eqo . Phoenix emphis . .. . Greenville
Atlanta
Dallas @
u n S
Austin @ New Orleans Galn.esvnle
Miami



In the end, radio is everything.”

(

Bono
radio.com, September 19,2014
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@ Enterc OIM  Photo: Owen Sweeney/REX/Shutterstock
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Learn more at Entercom.com/
or call us at 833-277-7040

@Entercom
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