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Radio In The Digital Age




Glossary Of Terms.

Definitions usedin this report.
:n.-;n..__ _:%n/ 1..-"-
N{/ g

Streamed AM/FM Pureplay music streaming
BroadcastAM/FM radio streamed Streaming of music servicesavailable online

either through anappor astation’s onIy,_ suchas Spotify,_ Apple Music subscription
website. service, and cbcmusic.ca.

Paidad-free

Paidsubscriptions to pureplay servicesthat
allow on-demand accesswith no advertising
(e.g., Spotify Premium).

Ad-supported
Pureplayserviceoptionsthat include
advertisements,but do not havea
subscription fee.

Owned Music YouTubefor Music Podcasts

Digital or analog music sourcesnot Using YouTubeto listen to music, as opposed Pre-recorded digital audio programs, usually
reliant on a subscription. Examples to video content suchas comedy, DIY,or long- spokenword, that canbe subscribedto in a feed
included CD’spurchased MP3’s form programming. Notto be confusedwith and/or downloadto listento later.

(from iTunes,etc.)or vinyl. YouTubepremium.
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Research.

Sourcescited in this presentation.

Share of Ear Canada Radio On The Move Numeris and others
(2017) Asking over 1200 (2018) Panel of 5000 (2018) 3500 Canadians’ audio (2016-2019) MTM, RTS,PPM
Canadiansabout their audio Canadiansfocused on their behaviours profiled inand out  and Diary data and syndicated
habits. interaction with media. of the automobile. data from Nielsen,

Radiocentre, RABand
Westwood One.
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Radio Is »
Everywhere B

A

Now More Than Ever, Canadians Are
Connected To Audio Anywhere And
Everywhere.




PERSONAL
Radio connects
one on one with

listeners SOCIAL

Radio isthe
original social

Radio goes with
consumers

Radio Is Digital

INTERACTIVE
LOCAL Radio is on air &

online reaching
M customers 24/7

Radiois in touch
with local
communities

Radio connects to over 27 million
Personates people eachweek. It is the number

EXPERIENTIAL Rl L connect with
Live eventsbring 'y i listeners

ones gt g KL 1 commercial audio platform for
advertisers to reach consumers at

Personalities
News, weather,

sports and IMMEDIATE :tno(:ﬁre?ﬁr:g hOme, |n the car and at WOrk

HOE Contentis in
real-time and
trusted




More Than Tactical Activation.

Radiohas the power to build brands and influence consumers.

Good For Business
Radiois known for buildingactivation with quickto air
capabilitiesand frequency building schedules.

Good For Brands

Radioalsobuilds brandswith its high reach combined
with its mood enhancingeffect on listeners whenever
and wherever they listen.

Good For Performance

When paired with an effective creative strategy, strategic
useof radio generatespositive results in terms of overall
advertising campaign performance.
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Proven Performer

Radioworks.

Sarah Thompson (She/Her) CSO- Mindshare Canada:
“Audio is pervasivein the media consumption habits of
Canadians.Theday isfilled with Audio. It gives a
messagereach, it generates brand building, especially
with how voice,language and branded audio signals
comeinto plan, andit drivesaction, for your promotion
of the moment ...weneedto really considerthis isa

placeto breakthrough and connectwith Canadians.”

Benjamin Jankowski,Senior Vice President Media,
Mastercard

“In the complexmedia world, audio continuesto be a
powerful media vehicle. Theability to leverage trusted
spokespeopleand local experienceshelps usdrive
consumer engagement which drives our business.”
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Andre Humbert, Brand and CVPManager, Shell

“We are usingradio aswell for product information
campaigns,and for salespromotion. Onlyradio gives
us the possiblyto reachthe right target group just
before the purchase decision.”

AlessandroRonco,Media manager ltalia, Ferrero

“For Ferreroradio has always beena strategic
medium. In the past, before TV audience
fragmentation, it was usedasa bridge betweena TV
flight and another with the realisedpurposeto keep
the brand advertising awareness high. Evenmore so
today radio continuesto be strategic for us: radio
media is planned simultaneously and in
complementarity with TVflights to increasethe
already high reach achieved by TV of as many as 10-15
points accordingto the target.”




“The most effective campaignstalk to
everyone in the market...In most cases,
the market is, in fact, all buyersin the
category. Markets are much less
segmented than most marketers
believe, and successful niche brands,

CALECIRE

‘-l hﬂw
In the true senseof the word, are 10W brands.

relatively rare.” ‘] ‘-l brands. ~ETOWQ
' Hgmw.:,. & na

Ll

Dr. Byron Sharp, Director of the Ehrenberg-Bass
Institute (Australia)
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Target The \Whole Market To Grow Your Brand.

4 key marketing principles from Byron Sharp’sbooks.

Market Mental Market to Effective

Penetration Availability Light and Reach
Non-Buyers

L2 s DIEs 9Uing Salesgrowth IS imperative
important KPI decisions comes from all

for sales sectors
growth
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Radio Delivers.

ReachA Wide Audience

Make An Emotional Connection

Create Brand Fame




The Role Of Live Radio.

Liveradio fulfils more need states for audio.

Thedifferent |
characteristics of live | | | —
radio and on-demand 4 & A, ’| E |

audio are suited to | pe _ _
different needsstates: : ' e vl | : .
, Provide socialcurrency w*. Broadenmy horizons
. Live Radio o 1. Live Radio 1. Live Radio
On-demandfulfills the . OnDemand = 2. OnDemand 2.  OnDemand

needto feel in control.

Live radio fits when
people are looking for
localinformationor

lOOKIng fo Changethelr Keepme in the loop . Help me escape — .+ Amplify the moment'
d . Live Radio . On Demand — = 1. OnDemand
MOOd. : ; . .
On Demand "™ 2. LiveRadio = 2. Live Radio
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Canadian Consumers Connect With Radio For Specific Reasons.

Radiomore than any other medium, makespeople feel good and that helps brands connect.

87% Of Canadians Find 4%

Radio Interesting And llliEs g s
: Company

Enjoyable.

Radioplays an important

role in helping people feel 76%

more energetic and happier, To Listen To

and therefore createsa very News

positive environmentto

enhance commercial 58%

mesSsages. To Listen For

Weather

12 Radio Connects| Spring 2019 Source:: Radio Connects to Consumers 2018 Q14: Thinking of AM/FM radio, how much do you agree or disagree with the Ikl"'u .-,.'
following statements? (Strongly agree and agree) b *



Radio Is On Even\When Screens Are Not.

Radioreacheslisteners at key purchase-relevant and unique touchpoints during the day.

Total AM/FM
— SiriusXM

Pureplay Music Streaming

&

S &

S

N ’\rf’2

e \usic on YouTube

= = = Podcasts

W

WEEKDAYS— MONDAY TO FRIDAY
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Total AM/FM = [\]usic on YouTube
— SifiusXM = = = Podcasts
Pureplay Music Streaming
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WEEKEND — SATURDAY TO SUNDAY

Source: ROTM Fall 2019 C1c. And WHEN yesterday did you listen to each of the follow ing media? Base: Canadians 18+, interview ed Tuesday-Saturday (n=2,383)/
Sunday-Monday (n=1,122)



Active Or Passivelistening, Consumer’s PayAttention.

Brandsthat advertise on radio are remembered and caninfluence purchase decisions.

Unaided Recall Is 5X
Greater Than Those
Not Advertising On
Radio.

Audio adswork effectively
In two modes, both when
they are at the forefront of
the listener’sattention and

when they are heardin the
background.
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50%

Cdns. Take Action
After Hearing a
Radio Ad

33%

HearingAnAnAdOnThe s = |
RadioAffected A 1
PurchaseDecision Or
LocationVisited

Ad18-34's\Who Went
Online ForMore Info.
After HearingAn AdOn
The Radio.

Source:: Radiocentre.org | ROTM Fall 2018 QAd1. Whether listening in the car or elsewhere, have you taken any of the
following actions after hearing a brand, product or service advertise on AMIFM radio?

s
e



Internet Gets The Credit, But Mass Meia Gets Brands NOTICED.

When consumers are asked
about which of the media
channelsdoes the best job of
getting them to NOTICEanad

—It's massmedia.

15 Radio Connects| Spring 2019 SOURCE:RC2C2018:44.Everyday, you see and hear advertisingon variousmedia channels. Thinkingabout advertisingyou might hear or see for
aNEWor previously UNKNOWNtoyou product/service/retailer —which of the followingmedia channelsdoesthe bestjob of getting you to notice

50%
v

Internet




Intemet Gets “ redit, 'Iéut M

38%

.
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28%

Radio

l. b )
g o o
g . ¥
e :Ilq Iy Fl
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23%

Internet

i -'..:J

- J T ._-
ass Media

Géts

-k .1 e S
Brands REMEMBERED.
When consumers are asked

about which of the media

channelsdoes the best job of
getting them to REMEMBER
an ad — It's massmedia.

SOURCE:RC2C2018:44.Everyday, you see and hear advertisingon variousmedia channels. Thinkingabout advertisingyou might hear or see for
aNEWor previously UNKNOWNtoyou product/service/retailer—which of the followingmedia channelsdoesthe bestjob of getting you to notice

the ad?



12%

Internet

_ _ SOURCE: RC2C 2018 Q:44.Everyday, youseeand hearadvertisingon various mediachannels. Thinkingabout advertisingyou might hear or see
17 Radio Connects| Spring2019 for aNEWor previously UNKNOWNTtoyou product/service/retailer —which of the followingmedia channelsdoesthe bestjob of getting you to

triict the nrodiict/carvical/ratailar
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MassgiViedia' Viost Trusted SbnrceArLM‘I;‘gst All Canadians.

e

Maturing and - Amongst Gen X’ers,J Boomer Canadians
Milestone Millennials = television and radio trust digital platforms
trust advertiserson ‘_ have highest trust the least and have
radio morethanon - factors. highest awareness and
socialand mobile. - recall with mass
. ' N media.
¢ ] ‘ : :

Trustname product of advertiser— Trustnameor product of advertiser—
Maturing Millennials - Radio(14%| 117)
Mobile (8%)| 133), Social(12%]| 171))|
Milestone Millennials —Radio
(13%] 108), Mobile (8%| 133), Social

(10%] 143)

Trustnameor product of advertiser—
Advancing GenXers TV(18%| 113),
Radio (13%| 108), Established GenX'ers

—TV(19%| 119), Radio(13%| 108)

Freedom 55+ Boomers Intemet (1% 8),
Social Media (5%| 71), OASBoomers —
Internet (9% 75) ,SocialMedia (4%| 57)

SOURCE:RC2C2018Base:Canadianslisten to Audio past 7 days aged 18+(n=5000)
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A
RadioAmplifies Other Media.

Radioand TV Radioand Online

70% 228%

Boost In Purchase Uplift In
Consideration Sales
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Adding radio to the media mix
enhances campaigns.

Source: EGTA:casestudies 2014-2016




Radio Boosts The I\/Iemorablllty Of TVCampalgns

TVAd Recall Consumerswho heard radio ad
540/ had 25% higher awarenessof the
(0)
sameadon TV.

TVAd Recall

40%

Didn't Hear The RadioAd Among Those Who Heard The

Radio Ad

20 Radio Connects| Spring 2019 Source: Nielsen 2018 Study-Major USInsuranceCompany
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dio ReacheThe

Light TV Viewer.

AM@A% R/E*S?'O Adults 25-54who don’t watch a

lot of TV canbe reached with
0]
88 A) radio.

WHO: LIGHT TV DIFFICULT TO
VIEWERS

36%

REACH
17%
Of Ad25-54

CanadiansAre Light
TV Viewers

Represent 17%o0f
Total Time Spent
Viewing

Of Ad 25-54 Light TV
WIEWES

21 Radio Connects| Spring 2019 Source: Numeris Spring 2018 RTS| Ad 25-54 Total Canada



AM/FM Radio Provides The Soundtrack For The LastMile In
The Path To Purchase.

Listenedto AM/FM Radiowhile goingto, or doing this —in the past 24 hrs:

Visited a hardware or
Went to the bank  home improvement  Serviced car or truck
store

Stopped at the drug W. : Visited a car or truck
ent to amovie :
store or pharmacy dealership

< T

Went to a shopping : :
Picked up groceries i Visited afastfood /  Stopped for wine, Pickup lottery Stopped at a coffee

drive thru beer, liquor tickets shop
plaza

SOURCE:ROTMFall2018.C5e.Wereyou listening to AM/FM radio in the carwhile doing or goingto thisyesterday?
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AM/FM Radio HasPositive Impact On Product Sales.

Nielsen Catalina 3 year study to evaluate ROIfound on averagefor each $1 invested, radio advertising yields a
$10return on advertising spend (R.O.A.S.).

Autos and Retail/ Mass Home
Aftercare PERERTEN E Cre merchandisers improvement

Quick service :
Snacks Beer Candy/ Chocolate restaurants Soft Drinks Breakfastbars

SOURCE: Nielsen studies 2014-2016
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Radio Is Everywhere. [

Hours

Cdns. 12+ spent
with radioin 1 week

The Number 1

Commercial Audio 35%
Cdns. 18+ t
Platform. istoningduring the

Radioconnectsto over 27 82y

million people eachweek.

It is the number 1 16.3 Hrs/wk
. . Canadians 12+
commercialaudio platform spent listening at

work.

for advertisersto reach
consumersat home, in the

car and at work. M18+ 17.2
Hrs./Wk

WM 18+ 16.6
Hrs/wk

p—_ ‘q
Source: Numeris Fall2018 Diary, P12 Total Canada,M-Su5a-11a| NumerisPPMFall 2018 Wks1-13 P12+Total Meter Ctrl, M-Su2a-2a
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Radio Is Constant, And

Consistent.

AM/FM reachesconsumersduring key
purchasetimes all day, every day, throughout
the year.

Source: Numeris PPMFall2018 Wks1-13 P12+Total Meter Ctrl, M-Su2a-2a
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CanadiansAre Disconnecting From Spotify Ads.

Themost desirable targets are not being reachedby ads

Daily Spotify Listeners Who ChoosePaid Ad-free Vs.Ad-supported Spotify Subscription

66% 70% 62%

Tor.|Mtl.|Van. Homes with HHI $100K+ University Grads

Source: ROTM Fall 2018 QF16a. You mentioned listening to Spotify. Which of the follow ing best describes your Spotify
26 Radio Connects| Spring 2019 subscription? Base: Daily Spotify listeners (n=309) *excludes those w ithout a subscription (6% of total).




Spotify Listeners Are AM/FM
Listeners.

Adults 18+

88%of Adults 18+ listen to some
radio on an averageday.

Only 2.9%listened to Ad- 88%
Supported Spotify. 2.9%

Exclusivereach of Spotify is less
than 0.1%

81%of Adults 18-34 listen to
some radio on an averageday.

Only 5.8%listened to Ad-
Supported Spotify.

Exclusivereach of Spotify is less

f than 0.4%
b

Source: ROTM Fall 2018. QE1. Thinking of all the timey ou may listen at home, inthe car, or at work, how much time in total do y ou spend listening b AM or FM radio
27 Radio Connects| Spring 2019 stations during a ty pical weekday ? Base: Canadians 18+ (n=3,505) and 18-34 (n=1,078), Daily listeners to ad-supported Spotify 18+ (n=98), and 18-34 (n=48)




Digital Platforms And D2CBrands Use Radio To Drive Business.

ZipRecruiter SKIP/stes
@ quickbooks |
9 ‘indeed

Digital platforms and serviceslike Google,Amazon,
TripAdvisor and Trivago aswell as DTCbusinesseslike
Wayfair, SkipTheDishesandHello Fresh, repeatedly use
massmedia, including radio, aspart of their
communication plans. Their marketing teams know radio
can create the brand fame neededto drive results. They

Solpa

ebay |

e also know when people hear ads on the radio, they take
g NETFL Ix am azon action online.

W

Source: RadTrackerApril 2018-April 2019| Toronto




Radio Builds Brands And Dnves Business.

Radioworks.

Market
Penetration

The number one
commercial audio
platforms that
reaches over 27
million Canadians
a week.
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Mental
Avallability

Radio engages
listeners and
makes them feel
good. It also
boosts the impact
of other media
campaigns.

Market to
Light and
Non-.Buyers

Everyonelistens to
radio, even
Millennials and
they trust radio
more than other
media.

Effective
Reach

AM/FM reaches
consumers during
key purchase times
all day, every day,
throughout the
year.




You ” .

A

Formore information contact:

K] caroline.gianias@radioconnects.ca

DA lisa.dillon@radioconnects.ca

@ Signup for our audio updates @radioconnects.ca
@ Radio Connects

@ @radioconnects.
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