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Radio adapts to changing needs.

It’s always on.

Radio’s versatility allows it to adapt and
change as important stories and events
develop.

Whether extensive live reporting of
breaking news, coverage of political
statements, hourly updates, or something
as simple as empathy, understanding and
good humour, Radio’s agility keeps
Canadians connected.
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Radio amplitfies emotional well being.

To Keep Up To Date
With To Lift My Mood To Relax & Unwind

News/Info/Gossip

To Help Me Escape

To Be Entertained e
Life’s Pressures
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During a time of seclusion, radio might be the
only other voice in the room.

Radio stations are

acutely aware of

the responsibility @ @
they shoulder to

kee p th e | 1 | iSte ners AM/FM keeps me Keeps me up in Connects me to my Listen for traffic and

U p to d ate Wlth up to date with touch with what’s community weather
d latest news happening locally

4 MARCH 2020 SOURCE: Sources: Numeris RTS, Fall-2019, A25-54 / A25-54 who listen to radio, radio attributes (important, very important, extremely important), Canada | RADEO

RC2C 2019 | Q11. To what extent do you agree or disagree with each of the following statements about AM/FM RADIO STATIONS | Q16. Thinking of AM/FM RADIO STATIONS, how much do you agree CONNECTS

or disagree with the following? (Canadians 15+)



A familiar voice providing comfort.

Radio -

personalities

| trust their They make me They are part of
p rOV| d e a information laugh my daily
and opinions routine

and trusted 2%

friendly, familiar | | | | |
0D 0O

voice during

tl mes Of They make me I'd follow them They feel like
think to another my
uncertal nty | station friends/family
5 MARCH 2020 SOURCE:ROTM 2019. Strongly + somewhat agree (among listeners with a favourite). F16e_2. Do you have a favourite DJ, host or show in AM/FM radio? |F16E_3. [Top2box summary] RADEO
To what extent do you agree or disagree with each of the following statements about your favourite DJ, host or show? | Base: Canadians 18+ who listen to radio in a typical weekday (n=3,133) CONNECTS

Have favourite DJ, host or show (n-864)




In periods of of crisis, Radio is trusted.

olg
McMurray
Fires.

When Albertans

were being
evacuated, they
turned to radio to
get the information
they needed.

2016-03-28 2016-04-04 2016-04-11 2016-04-18 2016-04-25 2016-05-02 2016-05-09 2016-05-16 2016-05-23 2016-05-30 2016-06-06 2016-06-13 2016-06-20

RADEO

6 MARCH 2020 SQURCE: Numeris PPM / Non C - Alberta / 2+ / M-Su 2a-2a / AMA
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Radio tuning increasing as routines are changing.

Almost 9 out of 10

Canadians are
reached by AM/FM
radio every week*.

As Canadians are

adjusting to the new
‘home, work, life’ routine,
radio is showing an
Increase in tuning since
January 2020.
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7 MARCH 2020  SQURCE: Numeris PPM weeks 19 to 29, Infosys, Total Meter CTL, A2+ / A18+, Average Min Audience RADEO
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Tuning to radio for what’s going on.

News and Talk are
providing
Canadians with
information they

need.

News Format stations
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8 MARCH 2020 SOURCE: Numeris PPM weeks 19 to 29, Infosys, Total Meter CTL, A2+ / A18+, Average Min Audience
CONNECTS



Even music streamers come to radio to connect.

0 . Why Music Streamers Listen to AM/FM Radio
83% of music

To hear the latest news 57%

streamers say they

. . . Enjoy listening while I’'m working/doing other things 55%
listen in a typical

To get practical information—traffic, weather, ads 54%

weekday.

To hear what’s happening in general 51%

For the local connection 46%

23% listen at least

To keep me company 36%
2 hrs/day.

For the personalities—the human connection 36%

9 MARCH 2020 SOURCE: ROTM 2020 Fl16e. Given all the other ways you have to listen to music, which of the following reasons best describe why you still listen to AM or FM radio? RADEO
Base: Canadians 18+ who listened to music streaming service/YouTube for Music in past month AND listen to 2+ hours of radio on typical weekday (n=638) CONNECTS



AM/FM Radio is necessary to reach Canadians.

, , , SHARE OF BUYABLE AUDIO — A18+
Radio dominates audio

consumption available
to Canadian

advertisers. = AM/FM Radio

With 27 million weekly
listeners*, Radio has the
reach needed to
communicate important
information and messages.

m Ad supported music streaming services

m Podcasts

10 SBGRECEZRBPM 2020 QB3dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one? RA DEO
CONNECTS



People are tuning in at home.

Canadians are
tuning in at
home.
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are changing e vome ot o Home

routines, we are
staying connected
with radio while
working from
home.

Monday Tuesday Wednesday

—t— A2+ INn- Home

11 SOMREE: Nymeris PPM weeks 19 to 29, Infosys, Total Meter CTL, RA I)EO

A2+ / A18+, Average Min Audience | Numeris PPM daily, AW, March 2 — March 18, 2020, Infosys, Total Meter CTL, A2+, Average Min Audience, In-Home CONNECTS




Smart Speakers: the new “at home” radio.

Among Smart Speaker Owners:
Canadians are

lncreasin gy % using smart speaker to access % of all AM/FM listening taking
! | AM/FM Radio past week place at home
using their smart S70,
0 ° 34%

smart speakers 24% 295
at home to get
Instant access to
AM/FM Radio.

Fall 2018 Fall'19/Jan'20 Fall 2018 Fall'19/Jan"20

12 MARCH 2020 SQURCE: ROTM 2020 F20. In which of the following ways have you used your 'smart speaker' in the past week? Clc. [At home] Of all the time you spend listening to FM or AM radio, what proportion is... RADEO
Base: Smart speaker owners (2018n=417) (2019n=818) CONNECTS



Canadians are streaming AM/FM Radio.

Canadians who
typically listen
while they are
“out and about”

have new options
to tune in Radio
while “sheltering.”

Devices Used for Streaming AM/FM in Past Week
Among past week AM/FM streamers

o 0 o

Laptop/Desktop Smartphone Tablet Smart speaker

33%

36% 11%

19%

13 MARCH 2020 SOURCE: ROTM 2020 B3e. Thinking back to the PAST WEEK, which devices did you use to listen to each of the following media? Base: Canadians 18+, streamed AM/FM past week (n=548) RADEO
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Continued media presence can provide a much-
needed feeling of normality for consumers

Historically, Share of Voice has driven Share of Market
Maintaining
Share of Voice
aids advertisers
and prevents share of Voice
brands from
losing their
Share of Market.

SOV > SOM:
Brands tend to grow

SOV < SOM:
Brands tend to shrink

8%
Share of Market

Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, |PA, (Figure 07)

14 MARCH 2020 RADEO
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Radio provides a trusted platform to connect with

customers.

. . W I t 1 11 Ezll){l/zzgﬁg) ey
Radio provides the aimart -,~ Neufouitdland Canada = [sland
flexibility and _ %
agility needed by M Ontario & N@% Yukon

unavu
marketers to pivot b ﬁ
messaging quickly. N BURSWick
Many advertisers are o
relying on radio’s Québec A’Uwfbfd Saskatchewan .
nimbleness to get o <& ™ BRITISH NoviS A

: COLUMBIA
important messages a ﬁﬁ?seral —

to local communities. General Mills
FordCanada

Response amid :
Covid19 Credit

15 MARCH 2020 RADEO
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https://www.warc.com/newsandopinion/news/generalmillsmarketingstrategyattimeofcovid19/43394%3Futm_source=daily-email-free-link&utm_medium=email&utm_campaign=daily-email-americas-prospects-20200319
https://www.ford.ca/%3Fsearchid=700000001050422&campaignid=71700000010155675&gclid=EAIaIQobChMIkvad5Mmp6AIVAoeGCh39gQbOEAAYASAAEgIvUvD_BwE&gclsrc=aw.ds

Radio reaches those who can’t shop in store.

AM/FM Radio reached 91% of A25-54 that shopped at Home Décor / Improvement Online Stores (weekly)

\\0
Q

< S
& & & » &
\@

o

o“’%

RADEO

CONNECTS



Radio is the least avoided medium.

Ad Avoidance is real. When marketers need to connect with Canadians - Radio ads are
heard.

Daily
Newspaper
Web Social Daily Print Streaming Digital Community
browsing Media Newspaper Magazines Video Edition Newspapers
72% 67% 64% 64% 62% 61% 61%

Digital

Digital
Streaming
Audio
57%

RADEO

CONNECTS




RADIO REACHES 85% WEEKLY: A18+ SHOPPED INTERNET GROCERY STORES PAST MONTH
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AGE BREAKDOWN:
AVG AGE 42
INDEX 87

- ﬁ @
46%  54%

INDEX INDEX
93 107

[ PARENT OR GUARDIAN OF
ANY DEPENDENT CHILDREN:
43% INDEX 152

HHI: AVG $103,000 INDEX 104
22%

INDEX 90
INDEX 98

INDEX 94 INDEX 106

REGION BREAKDOWN:
INDEX / % TOTAL

INDEX 124

minim :
am BEA
OCCUPATIONS:
44% MPE

20% CLERICAL/ SERVICE
5% HOMEMAKER

INDEX 109
INDEX 123
INDEX 127

<$40,000 $40,000 -
$59,999

$60,000 - $100,000 - $150,000+
$99,999 $149,000

APPROX 4% OF CANADIANS A18+ SHOPPED INTERNET GROCERY STORES PAST MONTH

mr=— "m0 v

R 73% of A18+ SHOPPED @ INTERNET GROCERY STORES IN THE PAST MONTH Internet ——————— 87%
3 A18+ SHOPPED @ INTERNET occasionally / frequently avoids ads on the internet when browsing -
. . ] . —_— .
| GROCERY STORES PAST MONTH: Radio has the lowest level of ad avoidance! Radio — 5% Radio Reaches .
: intenet — o your Toroet “Radio.
~Web Browsing Daily Newspaper =——— 40% of your Target Radio
A | e | e s e —
- . their li
R WEEKLY by RADIO Magazine == 29% Travelling: Shopping | ror/"ard | Home e
‘ | L e s Community =  ranc ° :
: 19% of their MEDIA TIME* is Newspaer |= L13% 68%
’ spent with RADIO Exercising /
Streaming Audio Comparing to other audio Working Out
7% of them were EXPOSED to — ® @
RADIO YESTERDAY AM/EW Radio | @ B5% Getting Ready
Commmerity Hespepets Streamingovideo Service AM/EM Music  Internet-Only Travelling to/from for School / Waking Up /
Radio Streaming Music ’
. Radio e.g. YouTube . - ; work/school Work / Function | Alarm
RADIO delivers 85% WEEKLY of A18+that shopped at Video Service ~ Service  J¥y 30% 28%
internet grocery stores in the past month — a higher % (YouTube) (Spotify)
than popular Social Media websites deliver in past 7 days 27% of A18+ Internet Grocery Shoppers, past month find Radio’s Contests an Nore than
183 Important Attribute -> this is 83% MORE LIKELY then A18+ A18+ Shopped Internet Grocery Store past month: L;tr:re tdh:t :rtnzr :v:e:k aveek
157 154 Y later
Facebook el  53% Radio Commercial motivation to do a general Internet/online search: 291 | 248 | 221
YouTube... e—  209% 118 |Radio Commercial motivation to visit a specific website: 335 | 242 | 236
. Radio Commercial motivation to visit a store/business: 250 | 218 | 165
Instagram  —  39% Radio Local-on-air radio discussion motivation to access a website: 269 | 243 | 214
Pinterest =l 3% Radio Local-on-air radio discussion motivation to attend an event: 436 | 227 | 210
Googlet - 25% Radio Local-on-air radio discussion motivation to visit a store/business: 355 | 239 | 217
& ? Purchases Time exposed to media before purchase (< 30 mins): Radio Index 100
Twitter ~ m—(> 25% v v - s - " v o 0 - Purchases Time exposed to media before purchase (30 mins#): Radio Index 170
Linkedin ~ messml»> 25% i g 8 é £ 53w é Ex é = 9 i £ E @ | Purchases Time exposed to media before purchase (made purchase any store/past 24 hrs): Index 124
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RADIO REACHES 84% WEEKLY: A18+ ORDERED FOOD USING AN ONLINE RESTAURANT DELIVERY SERVICE IN THE PAST MONTH

ImMZ2 Ccw 200
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SEX:

[ ] PARENT OR GUARDIAN OF 55-64 45% MPE INDEX 110
° ANY DEPENDENT CHILDREN: 65+ 38 23% CLERICAL/ SERVICE INDEX 141
33% INDEX 119 < $40,000 540,000 - 550,000 - $100,000 -$150,000+ 11% STUDENT INDEX 184
14 $59,999 $99,999 $149,000
APPROX 9% OF CANADIANS A18+ HAVE ORDEREDFOOD USING ONLINE DELIVERY APP IN PST MONTH
A18+ WHO HAVE ORDERED FOOD 74% of A18+ WHO HAVE ORDERED FOOD USING AN ONLINE DELIVERY SERVICE | Internet 019

USING AN ONLINE DELIVERY APP IN

e o
w ﬁ AGE BREAKDOWN: P’ 3E:

AVG AGE 36

45%  55% INDEX 74 35-44
INDEX INDEX
91 109 45-54

HHI: AVG $110,000 INDEX 112 REGION BREAKDOWN:

209 215 23% 23% INDEX / % TOTAL

INDEX 115 [INDEX 135
197 INDEX 85

132 INDEX 98 = & ﬁ @

INDEX 82

77 OCCUPATIONS:

IN THE PAST MONTH occasionally / frequently avoids ads on the internet when

browsing - Radio has the lowest level of ad avoidance! Radio —F/———— 69% Radio Reaches
THE PAST MONTH: SYesterday 69% Listen to
% eeh Internet - Web Browsing Daily Newspaper =_—_ 28% of your T:rgeto Doing H Relaxi ‘ Radio
84% of them are REACHED 0ing fouse elaxing a while living
WEEKLY by RADIO o T1% = ° Travelling to/from 38% 35%
. . Y 2
18% Of thelr MEDIA TIME* IS “ Newspaer = 8% 67% Getting Ready
spent with RADIO for School /| at wiorke /
— " Work/ | schod
Comparing to other audio Function... 26%
69% of them were EXPOSED to Daity platforms — past 7 days — @
RADIO YESTERDAY AM/E Radio s @ 84%
Community Newspapers vs 40% for Music AM/FM Music  Internet-Only : . .. .
Streaming Video Service Radio Streamin Music Travelling: Shopping / | Exercising / Waking Up /
RADIO delivers 84% WEEKLY of A18+WHO HAVE Radio e.g. YouTube Video Servigce PYSNSURN Errands Working Out | Alarm
° X 66% 27% 25%
ORDERED FOOD USING AN ONLINE DELIVERY APP IN THE (YouTube)  (Spotify) : : °
PAST MONTH — a higher % than popular Social Media 25% of A18+ WHO HAVE ORDERED FOOD USING AN ONLINE DELIVERY APP IN THE More than
websites deliver in past 7 days 169 PAST MONTHﬁnd Radio’s Contests an Important Attribute -> this is 69% MORE LIKELY A18+ WHO HAVE ORDERED FOOD USING AN ONLINE DELIVERY APP IN THE PAST MONTH: :::dh:; :r;jgk aweek
later
138 132 131 Radio Commercial motivation to do a general Internet/online search: 170 157 218
Facebook — "emssssss——l— 64% Radio Commercial motivation to visit a specific website: 172 164 220
YouTube.. wnm——  50% Radio Commercial motivation to visit a store/business: 157 136 174
? Radio Local-on-air radio discussion motivation to access a website: 154 | 152 | 200
Instagram  e—— 459% Radio Local-on-air radio discussion motivation to attend an event: 256 153 147
Radio Local-on-air radio discussion motivation to visit a store/business: 213 127 161
Snapchat D> 279
P % Purchases Time exposed to media before purchase (< 30 mins): Radio Index 118
Twitter m——(> 25% 58% 36% Purchases Time exposed to media before purchase (30 mins+): Radio Index 124
linkedin messmsd> 3% CB g .z © . E s _ 2 < . JPurchases Time exposed to media before purchase (made purchase any store/past 24 hrs): Index 118
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RADIO REACHES 89% WEEKLY: A18+ ORDERED ONLINE MEAL KIT/ PREP FOOD DELIVERY SERVICE IN THE PAST MONTH

18-24 HHI: AVG $113,000 INDEX 115

25-34
35-44
45-54
55-64

654

23%

INDEX 114
INDEX 83

INDEX 101
INDEX 76

67
<$40,000 $40,000 -

25%

INDEX 151

$60,000 - $100,000 - $150,000+

REGION BREAKDOWN:
INDEX / % TOTAL
%8 q
A @ e

=
OCCUPATIONS:
52% MPE INDEX 129
20% CLERICAL/ SERVICE  INDEX 121
5% HOMEMAKER INDEX 122

o>
a6k

28 $59,999 $99,999 $149,000
APPROX 3% OF CANADIANS A18+ HAVE ORDERED ONLINE MEAL KIT/ PREP FOOD DELIVERY SERVICE IN THE PAST MONTH
R 74% of A18+ WHO HAVE ORDERED MEAL KIT/PREP FOOD DELIVERY IN THE Int - ————————— |
3 IA;/.l‘lEi.\’. L %I;I.? szEFg’;%ESEZ‘?EII\;eNE PAS7{ MONTH occasionally / frequently avoids ads on the internet when la—--_. 89%
| browsing - Radio has the lowest level of ad avoidance! Rdio VF———= 76% Radio Reaches
[o) SERVICE IN THE PAST MONTH: - o Listen to
74% I 76% Yesterday h

Internet - Web Browsing Daily Newspaper 38% of your Target . . Radio

o 89% of them are REACHED 7% o Doing /House Relaxing at while living
Intemet - Streaming Video : = Work / Yard Home their li
Magazine == eir lives
z WEEKLY by RADIO 71% € p—— 31% Travelling: Shopping | 46% 40%
Internet - Social Media Community == / Errands
s 21% of their MEDIA TIME* is Newepaer = 15% o )
. Getting Ready

: spent with RADIO erting feady | acworks
% 60% Comparing to other audio Work / Function Scl:ool
[o) 76% of them were EXPOSED to 60% platforms — past 7 days — @ 33% 29%
;' RADIO YESTERDAY AM/FM Radio is @ 89%

Community Newspapers vs 4_3% f?r Music ) AM/FM Music Internet-Only \ \ .
T Streaming Video Service Radio Streamin Music Travelling to/from Waking Up / Exercising /

) Radio 6% e.g. YouTube . g ) work/school Alarm Working Out
A RADIO delivers 89% WEEKLY of A18+ WHO HAVE 5 Video Service ~ Service  Jey 30% 29%
g ORDERED ONLINE MEAL KIT/ PREP FOOD DELIVERY (YouTube) (Spotify)
E SERVICE IN THE PAST MONTH- a higher % than popular 34% of A18+ WHO HAVE ORDERED ONLINE MEAL KIT/ PREP FOOD DELIVERY SERVICE IN
Social Media websites deliver in past 7 days THE PAST MONTH find Radio’s Entertainment News/ Celebrity Gossip an Important More than
T Later that | Later that
2ds Attribute -> this is 104% MORE LIKELY /A18+ WHO HAVE ORDERED ONLINE MEAL KIT/ PREP FOOD DELIVERY SERVICE IN THE PAST MO aweek
0 196 same day | same week \ater
! Facebook S 53, 73 148 Radio Commercial motivation to do a general Internet/online search: 279 264 331
: Radio Commercial motivation to visit a specific website: 301 307 450
E YouTube 51% Radio Commercial motivation to visit a store/business: 285 202 248
N Instagram = Tmmmmmm———— 479 Radio Local-on-air radio discussion motivation to access a website: 266 260 310
> Snapchat  e—l  31% Radio Local-on-air radio discussion motivation to attend an event: 570 300 253
T ° Radio Local-on-air radio discussion motivation to visit a store/business: 426 245 297
o Pinterest ~mmmmm———l> 31% Purchases Time exposed to media before purchase (< 30 mins): Radio Index 119
Twitter  ——(  30% - @ - - < " " . Purchases Time exposed to media before purchase (30 mins+): Radio Index 184
o 2 5 e ]
g = 28, 2 o ©3 Ex = o § z 2 % | Purchases Time exposed to media before purchase (made purchase any store/past 24 hrs): Index 128
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RADIO REACHES 86% WEEKLY: A18+ ORDERED HOME DELIVERY FROM A RESTAURANT IN THE PAST MONTH

ImMZ2 Ccw 200
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wx®™Os O—-—oO>»>

R

AGE BREAKDOWN:
AVG AGE 44
50%  50% INDEX 91
INDEX INDEX
101 99

PARENT OR GUARDIAN OF
ANY DEPENDENT CHILDREN:
35% INDEX 123

™

129

135
INDEX 93

INDEX 88

104

83
<$40,000 $40,000 -

55 $59,999

APPROX 28% OF CANADIANS A18+ HAVE ORDERED HOME DELIVERY FROM A RESTAURANT IN THE PAST MONTH

HHI: AVG $104,000 INDEX 105

25%

INDEX 100

$60,000 - $100,000 - $150,000+
$99,999 $149,000

INDEX 110

REGION BREAKDOWN:
INDEX / % TOTAL

ﬁ O
INDEX 115 - m ﬁ @
OCCUPATIONS:
44% MPE INDEX 109
18% CLERICAL/ SERVICE  INDEX 112
7% TRADSPERSON INDEX 104

A18+ WHO HAVE ORDERED HOME 73% of all A18+ WHO HAVE ORDERED HOME DELIVERY FROM A RESTAURANT | Internet ————— 84%
IN THE PAST MONTH occasionally / frequently avoids ads on the internet when
DELIVERY FROM A RESTAURANT IN browsing - Radio has the lowest level of ad avoidance! Radio 73% Radi
adio Reaches
THE PAST MONTH: 73% Y Listen to
— % Yesterday
Intefne - Web owing Daily Newspaper = 34% of your Target Radio
86% of them are REACHED | Doing House Relaxing at while living
Intetnet - Soclal Media Magazine = 18 Work / Yard Home their lives
WEEKLY by RADIO . e % Travelling: Shopping / | 459, 41%
| o | s T oy s
21% of their MEDIA TIME* is Newspaer = 8% 72%
. Maga! _:E‘_ Getting Read
spent with RADIO s for chhool /y Exercising /
28% o ; ;
- = Wor/ Functon | Workig O
73% Of them were EXPOSED to ay “ platforms — past 7 days — @ @ 31% 27%
RADIO YESTERDAY com Nespapas AM/EW Radio is @ 86%
(] .
Strcaming A “ Streaming Video Service A:ZEM StMUS“_: Intelr;:et.—Only Travelling to/from Waking Up / At Work /
R e.g. YouTube ‘0 . reamm.g us.lc work/school Alarm School
RADIO delivers 86% WEEKLY of A18+ ORDERED HOME Radio “ Video Service  Service  [#A¥ 29% 26%
DELIVERY FROM A RESTAURANT IN THE PAST MONTH - a (YouTube)  (Spotify)
higher % than popular Social Media websites deliver in 20% of A18+ WHO HAVE ORDERED HOME DELIVERY FROM A RESTAURANT IN THE PAST More than
past 7 days 120 MONTH find Radio’s Entertammenli News/ Celebrity Gossip an Important Attribute -> this 18+ WHO HAVE ORDERED HOME DELIVERY FROM A RESTAURANT IN THE PAST MONTH: Later that | Later that aweek
118 is 20% MORE LIKELY same day | same week later
Facebook - Radio Commercial motivation to do a general Internet/online search: 124 | 131 139
aceboo e - - e - - -
? Radio Commercial motivation to visit a specific website: 121 126 144
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Canadians stay connected with Radio.
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04

22 MARCH 2020

RADIO IS ALWAYS ON
As communities adapt to constant
change, Radio has the agility needed

to adapt and respond.

RADIO ADVERTISERS ARE HEARD
AM/FM Radio provides the most ad
supported audio audience, reaching over
27 million Canadians each week. Ads that

run on Radio are the least avoided.
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A FAMILIAR VOICE

A familiar and trusted voice, Radio has
a relationship with the listener that
supports brands at any time during

any situation.

RADIO DELIVERS ONLINE SHOPPERS

Radio doesn’t get the credit for online

activity it deserves. One third of those who

heard an ad on the Radio took action online

researching or purchasing the product.
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06

RADIO IS EVERYWHERE

In the car, at home or on the move,
AM/FM provides the connection
Canadian’s need to know what’s going

on.

RADIO CONNECTS

Radio offers not just an escape, but

also a connection for those that might
need it most. At a time of isolation the
radio might be the only other voice in

the room.

RADEO

CONNECTS



